
 

 

Digital Marketing Strategies and Analysis of Chinese Beauty 
Brands: A Case Study of Mao Geping 

Pinyan Chen1,a,* 

1Shengzhou Senior High School, Qixin Road, Shengzhou, China 

a. jianxin@ldy.edu.rs 

*corresponding author 

Abstract: This paper provides a comprehensive analysis of the digital marketing strategies 

employed by Mao Geping, a leading Chinese luxury beauty brand renowned for its unique 

fusion of traditional Chinese aesthetics and contemporary beauty concepts. As MGP adapts 

to the rapidly changing digital landscape, the brand faces numerous challenges and 

opportunities. This study examines MGP’s strategies, focusing on hyper-personalization, 

influencer marketing, and international expansion. MGP has effectively utilized social media 

platforms, e-commerce channels, and influencer collaborations to solidify its presence in the 

domestic market. However, the brand encounters significant hurdles, including maintaining 

cultural authenticity while appealing to global audiences, tailoring its products to diverse 

consumer preferences, and managing the intricacies of data-driven consumer personalization. 

To achieve sustained success in the global beauty industry, MGP must embrace advanced 

data analytics for personalization, expand its influencer partnerships internationally, and 

create culturally adaptable marketing campaigns that seamlessly blend tradition with 

modernity. This approach will position MGP for long-term growth and influence in the global 

beauty market. 
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1. Introduction 

In today’s rapidly evolving beauty industry, digital marketing has become an indispensable tool for 

brands seeking to engage consumers, build loyalty, and expand their reach. With the proliferation of 

social media platforms, e-commerce, and personalized marketing strategies, beauty brands are 

increasingly turning to digital channels to connect with their target audiences in more meaningful and 

efficient ways. For Mao Geping, a luxury Chinese cosmetics brand deeply rooted in traditional 

Chinese beauty concepts and aesthetics, the digital marketing landscape offers both significant 

opportunities and unique challenges. 

MGP has successfully positioned itself as a high-end brand that blends ancient Chinese beauty 

traditions with modern techniques and innovative formulations. Its products are renowned for their 

artistry, craftsmanship, and cultural significance, resonating with a domestic audience that values 

both heritage and luxury. However, as MGP seeks to expand its influence beyond China’s borders 

and tap into international markets, it must carefully navigate the complexities of global digital 

marketing while preserving the core values that have defined its brand. 
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This paper explores MGP’s digital marketing strategies in detail, offering insights into how the 

brand can leverage digital tools to enhance its global competitiveness while maintaining its cultural 

identity. Through thoughtful integration of social media engagement, influencer marketing, and 

personalization, MGP can navigate the challenges of globalization and continue its trajectory as a 

leader in the luxury beauty market. 

2. Theoretical Framework of Digital Marketing 

The beauty industry has undergone a seismic transformation with the advent of digital marketing, 

reshaping how brands engage with consumers and cultivate loyalty. As consumers increasingly shift 

toward online shopping and social media platforms, beauty brands have adapted their marketing 

strategies to harness the power of digital channels. This literature review examines the evolution of 

digital marketing within the beauty sector, focusing on key strategies, challenges, and emerging 

trends. 

2.1. The Evolution of Digital Marketing in the Beauty Sector 

Historically, the beauty industry has predominantly relied on traditional advertising methods, such as 

television commercials and print media, to connect with consumers. These approaches, while 

effective in their time, often lacked the interactive and engaging qualities that today’s consumers 

expect. The rapid proliferation of the internet and mobile technologies has catalyzed a paradigm shift 

toward digital marketing strategies [1]. This transition is not merely a trend but a necessary evolution 

for beauty brands aiming to thrive in a competitive landscape. The beauty industry is characterized 

by its dynamic nature, necessitating continuous adaptation to consumer preferences and technological 

advancements [2]. Brands have embraced digital platforms to create interactive experiences that 

resonate with a tech-savvy audience, transforming the consumer-brand relationship into a more 

personalized and engaging interaction. 

Digital marketing has facilitated the rise of direct communication channels, allowing brands to 

connect with consumers on a more personal level. This shift has not only democratized the beauty 

industry, giving smaller brands a platform to compete with industry giants, but has also empowered 

consumers to express their opinions and preferences more freely. As consumers increasingly gravitate 

toward online shopping and social media, beauty brands are compelled to leverage digital marketing 

to cultivate a loyal customer base while enhancing brand visibility. 

2.2. Social Media as a Catalyst for Engagement 

Social media platforms, such as Instagram, Facebook, and TikTok, have become pivotal in beauty 

marketing, revolutionizing how brands engage with their audiences. These platforms offer brands a 

unique opportunity to interact directly with consumers, fostering community interaction and brand 

loyalty [3]. The rise of visual content has led beauty brands to invest heavily in aesthetically appealing 

posts, tutorials, and behind-the-scenes content that enhances consumer engagement. The ability to 

share visually captivating images and videos allows brands to showcase their products in a way that 

resonates with the target audience. 

Influencer marketing has emerged as a significant component of social media strategies, 

transforming the landscape of beauty marketing. By collaborating with influencers, brands can 

leverage their reach and credibility, thereby enhancing brand visibility and authenticity [4]. The 

concept of "influencer authenticity" is crucial in this context; consumers are more likely to trust 

recommendations from influencers who align with their values and preferences. This trust is vital in 

the beauty industry, where product efficacy and brand reputation significantly influence purchasing 
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decisions. Furthermore, influencers often serve as relatable figures, bridging the gap between brands 

and consumers, which enhances the overall effectiveness of marketing campaigns. 

Moreover, the interactive nature of social media enables beauty brands to engage consumers in 

real-time, responding to queries and comments, and building a sense of community around their 

products. The use of user-generated content also amplifies brand engagement, as consumers share 

their experiences and feedback, further enriching the brand narrative. 

2.3. Content Marketing and Brand Storytelling 

Content marketing has gained significant traction in the beauty sector, allowing brands to establish a 

narrative that connects with their audience. By creating valuable and informative content, brands can 

position themselves as thought leaders and foster deeper emotional connections with consumers [5]. 

This approach aligns with the concept of inbound marketing, which emphasizes attracting consumers 

through relevant content rather than relying solely on traditional advertising methods [6]. 

Beauty brands leverage various content formats—blogs, video tutorials, social media posts, and 

interactive quizzes—to provide educational content that enhances the overall consumer experience. 

For instance, beauty tutorials not only showcase product applications but also encourage consumer 

interaction through comments, shares, and likes [7]. Such interactive content fosters community 

engagement and encourages users to explore products further, enhancing brand loyalty. 

The storytelling aspect of content marketing allows brands to communicate their values effectively, 

resonating with consumers' ethical considerations. For example, brands focusing on sustainability or 

inclusivity can create narratives that align with consumers' beliefs, ultimately driving purchase 

decisions [8]. This strategy not only differentiates brands in a crowded marketplace but also cultivates 

a community of loyal customers who share similar values. 

2.4. Data-Driven Marketing and Personalization 

The integration of data analytics in digital marketing has revolutionized how beauty brands 

understand and respond to consumer behavior. By leveraging data collected from online 

interactions—ranging from social media engagement to website analytics—brands can tailor 

marketing strategies to individual preferences, thereby enhancing the overall consumer experience 

[9]. Personalization is particularly effective in the beauty industry, where consumers seek products 

that cater to their specific needs and desires. 

Brands utilize a variety of data sources, including consumer feedback, purchasing patterns, and 

engagement metrics, to gain insights into their target audience. This data-driven approach facilitates 

targeted marketing campaigns, ensuring that consumers receive relevant content and offers that 

enhance their overall brand experience [10]. Furthermore, the rise of AI and machine learning 

technologies enables beauty brands to refine their personalization efforts continuously. By optimizing 

recommendations based on [11]. 

However, while data-driven marketing offers numerous benefits, it also poses challenges. The 

ethical considerations surrounding data privacy and consumer consent have become increasingly 

prominent. Beauty brands must navigate these complexities while ensuring transparency and building 

trust with their customers. 

3. Digital Marketing Strategies of Mao Geping 

In the year 2000, the first Mao Geping Image Design Art School was established in Hangzhou, which 

was followed by the opening of an additional nine directly-operated schools across China. In the same 

year, the Mao Geping cosmetics brand was launched. By 2003, Mao Geping had expanded into the 

retail market by opening its first cosmetics counter at the Shanghai Grand Gateway Plaza. As of 
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March 2020, the brand had established 244 offline counters nationwide. In 2012, Mao Geping entered 

China's Taobao e-commerce platform by launching an official flagship store, marking the beginning 

of its online sales operations. 

Mao Geping Beauty, as a luxury cosmetics brand that integrates Chinese cultural aesthetics with 

modern beauty science, has leveraged sophisticated digital marketing strategies to capture a 

significant share of the Chinese beauty market. To maintain its competitive edge in an increasingly 

digital world, Mao Geping employs various approaches to digital marketing, drawing from social 

media, content marketing, influencer partnerships, and data-driven personalization. This analysis 

examines these four dimensions to understand how the brand successfully navigates the competitive 

beauty industry landscape. 

3.1. Social Media Engagement 

Social media engagement has been a cornerstone of Mao Geping’s digital marketing strategy. 

Platforms like Weibo, WeChat, and Xiaohongshu (Little Red Book) are central to the brand's 

communication with its target audience. Mao Geping uses these platforms to deliver a well-curated 

blend of visual content that reflects the brand’s core values, which revolve around the fusion of 

traditional Chinese aesthetics and modern beauty. 

Social media is critical in the Chinese beauty market, where the visually oriented nature of 

platforms such as Xiaohongshu allows brands to showcase their products in ways that resonate with 

consumers who value visual appeal and cultural connection [3]. The brand frequently posts high-

quality images and videos that highlight product applications while showcasing the artistry and 

heritage that underpin Mao Geping’s brand identity. Moreover, Mao Geping tailors its social media 

presence to reflect its focus on luxury and exclusivity. By carefully controlling the aesthetics and 

messages disseminated through social platforms, Mao Geping maintains a premium brand image that 

appeals to affluent and sophisticated consumers. The brand uses visually rich, culturally informed 

narratives to communicate with consumers, which distinguishes it from other brands that may rely 

more heavily on standard promotional content [12]. This approach helps Mao Geping to craft an 

image of refinement and tradition, which is central to its identity and market positioning. Additionally, 

Mao Geping uses social media for consumer engagement through interactive elements such as 

product giveaways, online beauty classes, and live QandA sessions. These initiatives foster real-time 

interaction and help the brand cultivate a loyal customer base. By encouraging followers to participate 

in conversations, Mao Geping amplifies consumer interaction, which in turn builds a sense of 

community around the brand. 

3.2. Content Marketing and Brand Storytelling 

Content marketing is another crucial pillar of Mao Geping’s digital marketing strategy. Through 

content marketing, Mao Geping crafts a compelling brand story that connects emotionally with its 

target audience. The brand’s focus on heritage, craftsmanship, and artistry allows it to produce content 

that is not only promotional but also deeply educational and culturally enriching [5]. By developing 

content that reflects the artistry behind each product, Mao Geping appeals to a demographic that 

values beauty products not just as functional items but also as cultural and aesthetic objects. 

For instance, Mao Geping regularly shares educational content that explains the history and artistry 

of Chinese makeup traditions, as well as the craftsmanship that goes into creating its products. This 

content positions the brand as an authority on both beauty and culture, fostering an emotional 

connection with consumers who appreciate products with historical and cultural significance. Content 

marketing that resonates with an audience's deeper values tends to foster long-term consumer 

engagement and brand loyalty [6]. Moreover, Mao Geping’s storytelling is infused with a sense of 
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cultural pride and authenticity, aligning with the rising demand for "guochao" or Chinese-style 

products that celebrate traditional culture in a modern context. By emphasizing its Chinese roots and 

cultural narrative, Mao Geping capitalizes on this trend, which resonates particularly well with 

younger Chinese consumers who seek to reconnect with their cultural heritage through modern 

consumer goods [13]. This positioning differentiates Mao Geping from global luxury beauty brands 

and strengthens its unique brand identity in the competitive Chinese beauty market. 

3.3. Influencer Collaborations 

Influencer marketing plays a significant role in Mao Geping’s strategy to reach younger and trend-

conscious consumers. In the beauty industry, influencers act as trusted voices who can bridge the gap 

between brands and consumers. Given the vast influence that beauty influencers wield, particularly 

on social platforms like Douyin (the Chinese version of TikTok) and Xiaohongshu, Mao Geping has 

strategically aligned itself with key opinion leaders (KOLs) who embody its values and aesthetic [4]. 

The concept of “influencer authenticity” is critical to Mao Geping’s approach. The brand 

collaborates with KOLs who resonate with its luxury image and cultural narrative, ensuring that 

influencer endorsements appear authentic and credible to followers [14]. By doing so, Mao Geping 

enhances brand visibility while maintaining the prestige associated with its products. These 

collaborations often feature in-depth product reviews, beauty tutorials, and demonstrations that not 

only highlight the technical aspects of the products but also emphasize their artistic value and cultural 

relevance. In addition to well-known beauty influencers, Mao Geping also partners with makeup 

artists, fashion bloggers, and cultural influencers who can speak to the craftsmanship and cultural 

heritage embedded in its products. These influencers help expand the brand's reach to niche audiences 

who appreciate luxury and artistry. Furthermore, such partnerships often extend beyond China’s 

borders, helping Mao Geping enter international markets where Chinese beauty brands are gaining 

traction. 

3.4. Data-Driven Marketing and Personalization 

As a high-end beauty brand, Mao Geping also leverages data-driven marketing to enhance its 

personalization strategies. In an era where consumers expect personalized brand experiences, Mao 

Geping uses data analytics to tailor its marketing and product offerings to individual consumer 

preferences [9]. By collecting and analyzing data from social media interactions, e-commerce 

platforms, and consumer feedback, Mao Geping gains valuable insights into consumer behavior, 

allowing the brand to craft personalized marketing messages and offers. 

One of the key tools used by Mao Geping is targeted digital advertising, which ensures that 

potential consumers are shown relevant content based on their past interactions with the brand. For 

example, consumers who have shown interest in specific products may receive personalized 

recommendations, special offers, or early access to new product launches through digital advertising 

campaigns [10]. This level of personalization enhances the overall consumer experience, increasing 

the likelihood of repeat purchases and building long-term brand loyalty. Moreover, Mao Geping 

utilizes artificial intelligence (AI) to improve its product recommendation algorithms on its e-

commerce platforms, further enhancing personalization [11]. For instance, by analyzing purchase 

history, browsing patterns, and customer reviews, Mao Geping can recommend products that are 

more likely to appeal to individual consumers. This data-driven approach not only optimizes the 

consumer journey but also allows the brand to stay competitive in a crowded beauty market where 

personalization is increasingly seen as a key differentiator. 
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4. Challenges and Opportunities in Digital Marketing  

4.1. Challenges in Maintaining Brand Authenticity and Consistency  

One of the central challenges that Mao Geping faces in digital marketing is maintaining brand 

authenticity as it scales its online presence. Given that MGP’s identity is deeply rooted in traditional 

Chinese aesthetics, there is a risk that digital marketing, which often emphasizes rapid content 

creation and mass appeal, might dilute the brand's cultural authenticity. In the fast-paced world of 

digital marketing, maintaining the delicate balance between heritage and modernity is difficult, 

especially when creating content that resonates with a global audience while preserving the brand’s 

identity. MGP’s success is tied to its portrayal of traditional Chinese beauty, but the challenge lies in 

translating this narrative into the fast-moving, trend-driven environment of social media without 

losing depth. While digital platforms offer excellent opportunities for engagement, they can also lead 

to oversaturation, where continuous content production may inadvertently dilute the brand’s cultural 

significance [15]. 

The digital beauty market is fiercely competitive, with numerous global brands vying for attention 

on platforms such as Weibo, Xiaohongshu, and Douyin. MGP, despite its strong cultural positioning, 

faces intense competition from both established luxury brands and emerging Chinese beauty brands. 

These competitors often employ similar influencer strategies, making it challenging for MGP to 

maintain a distinct edge in the marketplace. With the influx of digitally native beauty brands, there is 

increasing pressure to innovate constantly, whether through content or technology, to stay ahead of 

the competition. Additionally, international beauty brands with strong digital marketing capabilities, 

such as L'Oréal or Estée Lauder, have substantial resources to invest in data-driven marketing and 

global influencer campaigns, making it harder for MGP to secure its niche in the digital sphere. 

As Mao Geping seeks to expand its brand globally, another critical challenge is balancing the 

brand’s cultural relevance with its appeal to an international audience. The brand’s strength lies in its 

deep connection to Chinese cultural traditions, but as it looks to grow beyond China, there is the risk 

of alienating non-Chinese consumers who may not immediately relate to these cultural narratives. 

Creating content that preserves the cultural depth of MGP’s products while making them accessible 

to a broader audience requires careful navigation. Globalizing while maintaining cultural specificity 

presents a challenge, particularly in crafting digital campaigns that communicate traditional Chinese 

beauty aesthetics to diverse audiences with differing cultural sensibilities [3]. This tension between 

preserving cultural authenticity and reaching new markets is a core challenge for Mao Geping as it 

scales its digital marketing operations internationally. 

4.2. Opportunities for Growth and Innovation in Digital Marketing  

Mao Geping is well-positioned to capitalize on the growing "guochao" movement in China, which 

emphasizes a resurgence of national pride and cultural appreciation, particularly among younger 

consumers. Guochao represents a significant cultural trend where domestic brands that integrate 

Chinese cultural elements are gaining popularity over foreign competitors. MGP’s brand identity, 

which deeply reflects traditional Chinese aesthetics, aligns perfectly with this movement. By 

strengthening its digital marketing strategies to further integrate culturally resonant content, MGP has 

the opportunity to build even stronger emotional connections with Chinese consumers. This 

alignment with the guochao trend can reinforce brand loyalty among younger audiences who are 

increasingly seeking products that reflect their cultural identity and heritage [13]. Social media 

platforms such as Weibo and Douyin offer MGP the perfect channels to communicate these values 

while reinforcing the brand’s unique selling proposition in a competitive market. 
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Influencer marketing remains one of the most potent strategies in digital marketing, and Mao 

Geping’s ability to engage influencers gives it a considerable advantage, both domestically and 

globally. By working with prominent influencers and beauty gurus on platforms like Xiaohongshu 

and Douyin, MGP can tap into the influence of KOLs to enhance brand visibility and credibility [4]. 

Furthermore, by strategically partnering with international influencers, MGP has an opportunity to 

introduce its culturally rich products to new markets. Collaborating with influencers who understand 

the brand's artistic and cultural values can help MGP create an emotional resonance with international 

audiences, allowing the brand to enter new markets while maintaining its cultural integrity. By 

extending these influencer partnerships into the global sphere, MGP has the potential to connect with 

diverse consumers who appreciate luxury products with a distinct cultural narrative. 

The increasing availability of data and advancements in AI present significant opportunities for 

Mao Geping to enhance its personalized marketing efforts. By leveraging data analytics and consumer 

insights, MGP can deliver highly targeted campaigns that meet individual consumer needs, 

preferences, and behaviors. Personalization is particularly effective in the beauty industry, where 

consumers seek customized products that align with their skin type, tone, and personal preferences 

[9]. Through data-driven marketing, MGP can provide personalized recommendations across e-

commerce platforms and social media, driving higher engagement and conversion rates. Additionally, 

AI-driven tools can enable MGP to optimize its content marketing strategies, ensuring that the brand's 

storytelling resonates with different audience segments. For example, by analyzing consumer 

feedback and purchase data, MGP can refine its product development and marketing campaigns to 

better meet the evolving demands of its audience, thereby improving overall consumer satisfaction 

and brand loyalty [11]. 

5. Strategic Recommendatins for Mao Geping 

To address the challenges and seize the opportunities present in the digital marketing landscape, Mao 

Geping should adopt a set of comprehensive strategies aimed at maintaining its brand’s cultural 

integrity while expanding its influence both domestically and globally. These recommendations focus 

on leveraging personalization, influencer marketing, and global expansion through culturally 

adaptable campaigns. 

5.1. Embrace Hyper-Personalization Through Data-Driven Marketing 

Mao Geping has the opportunity to enhance customer relationships by offering more personalized 

product recommendations based on factors such as skin tone, type, beauty preferences, and buying 

history. By collecting and analyzing this data from its online platforms, MGP can deliver highly 

specific and relevant content to individual customers. This can be done through dynamic, AI-driven 

tools that provide personalized product suggestions in real time across MGP’s website and social 

media channels. Moreover, personalization should extend beyond mere product recommendations. 

MGP can personalize the overall customer journey by tailoring email marketing, social media ads, 

and content marketing efforts to reflect individual consumer behavior. For example, offering 

customized beauty tutorials and makeup tips based on a consumer’s previous purchases or browsing 

history can lead to increased engagement and brand loyalty. Additionally, the use of predictive 

analytics could enhance customer retention. Predictive tools enable MGP to analyze trends in 

consumer behavior and make proactive marketing decisions, such as offering limited-time deals on 

products that align with an individual’s preferences or sending timely recommendations based on 

seasonality or trends in personal beauty care routines. Through this data-driven personalization 

strategy, MGP can improve its conversion rates while building stronger, more loyal relationships with 

its customers [10]. 
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5.2. Expand and Deepen Influencer Collaborations for Global Impact 

MGP’s existing partnerships with KOLs on platforms like Xiaohongshu and Douyin have contributed 

significantly to its domestic success. However, to expand globally, MGP should partner with 

international influencers who are adept at communicating across cultural lines. For example, working 

with beauty influencers on platforms such as Instagram, TikTok, and YouTube in Western markets 

can introduce MGP’s traditional Chinese beauty concepts to a wider audience. These influencers can 

serve as cultural intermediaries, highlighting the uniqueness of MGP’s products while making them 

relatable to non-Chinese consumers. In addition to collaborating with beauty influencers, MGP can 

focus on micro-influencers who may have smaller, yet highly engaged, niche followings. Research 

shows that micro-influencers often generate higher engagement rates than larger influencers due to 

the perceived authenticity of their recommendations [14]. By forming partnerships with micro-

influencers across different markets, MGP can penetrate new segments while maintaining a more 

intimate and authentic connection with consumers. It is also crucial for MGP to ensure that influencer 

collaborations align with its brand ethos. Partnering with influencers who share MGP’s values of 

elegance, artistry, and cultural heritage is essential to preserving the brand’s authenticity while 

expanding its influence. By carefully curating influencer relationships, MGP can expand its global 

footprint without diluting its core cultural narrative. 

5.3. Develop Culturally Adaptable Global Campaigns to Balance Tradition and Modernity 

MGP’s strength lies in its unique incorporation of traditional Chinese beauty principles. This heritage 

must remain at the core of its global marketing, but it must also be communicated in a way that 

resonates with global audiences. Developing culturally adaptable campaigns will enable MGP to 

highlight its authenticity while making the brand accessible to diverse markets. For instance, MGP 

can create educational content that explains the cultural significance of its product lines, such as the 

symbolism behind the brand’s use of traditional Chinese art forms like embroidery and classical floral 

patterns. Moreover, MGP can create campaigns that highlight universal themes such as elegance, 

artistry, and self-expression—attributes that transcend cultural barriers. For example, promoting the 

concept of “beauty as an art form” or the use of natural ingredients in cosmetics can appeal to 

consumers’ desire for authenticity, regardless of cultural background [5]. Additionally, MGP should 

invest in local market research to understand the specific beauty preferences and cultural nuances in 

different regions. For example, makeup preferences in Western markets may differ significantly from 

those in Asia. Understanding these differences can help MGP customize its product offerings and 

marketing strategies for each region. Moreover, this approach will allow the brand to foster emotional 

connections with international consumers while ensuring that its messaging is culturally relevant and 

respectful. 

6. Conclusion 

In conclusion, Mao Geping has successfully employed various digital marketing strategies to 

establish a strong presence in the Chinese luxury beauty market. The brand’s focus on incorporating 

traditional Chinese cultural elements into its product design and marketing has set it apart from 

competitors. However, as MGP looks to expand internationally, it must address several challenges, 

including maintaining its cultural authenticity while appealing to diverse global audiences, navigating 

the complexities of influencer marketing, and leveraging data-driven personalization to create tailored 

consumer experiences. 

To overcome these challenges and capitalize on emerging opportunities, MGP should focus on 

three key strategies: embracing hyper-personalization through data-driven marketing, expanding 

influencer collaborations to resonate with both domestic and international audiences, and developing 
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culturally adaptable global campaigns that balance tradition with modernity. These approaches will 

allow MGP to remain true to its roots while adapting to the demands of a global market. By 

continuously innovating its digital marketing strategies and leveraging advanced technologies, Mao 

Geping can solidify its position as a leading player in the global beauty industry, ensuring sustainable 

growth and long-term success. 
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