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摘  要 

作为全球第八，亚洲排名第二的化妆品王国，我国化妆品行业目前以

15%的年增长率成为日用消费品重要的增长点，其中彩妆市场不断升温，但是

在目前国内化妆品市场上，琳琅满目的化妆品市场常常导致客户面临无从选择

的尴尬和困境，因为很多消费者缺乏对化妆品的认识和鉴别。基于以上现象和

一定程度的市场调查研究，论文作者结合自身和团队优势成立了 WT 化妆品有

限公司为目标客户群来提供解决方案并实现盈利。WT 公司主要是通过与国外

某彩妆知名品牌 D 合作，通过引进设备和拟定个人定制方案，结合专业的彩

妆培训师来打造彩妆护肤新型美容概念，通过线上和线下互动的模式来开发并

拓展公司的业务。论文研究发现，该创业项目的盈利初期、中期应该有 45%

以上的毛利；随着市场应用的扩大，项目预期有 35%以上的毛利,是一个很值

得创业投资的项目。 

 

 

关键词：彩妆定制  组合营销  创业计划 
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Abstract 
 

As the eighth largest cosmetic country, the secondary rank in the Asia, China 

cosmetic business has become the most important increasing point of economy with 

15% annual increasing rate. Meanwhile color cosmetic market has been expecting 

among the commodity industry. Due to lacking of experiences and knowledge, 

customers are normally facing the difficult situation to make the choice on the 

different cosmetic products. Based on above cases and market research, we have 

raised up our solution and set up WT Cosmetic Ltd to take the practice on the 

developing customization project of individualized color cosmetic products by 

making analysis on the market environment, operation way, marketing plan, cost 

control, financial plan,  and ideally realizing our business objective. 

        WT cosmetic Ltd will cooperate with an international brand product D, We will 

introduce the individualized equipment and professional makeup trainer with the 

original makeup concept, An O2O business promotion model will be applied to 

develop the company business. The research finally show that we will gain more 

than 45% of gross margin during the open up and media term. With the enlarging the 

market application, We will target to have 35% gross margin as least. All these prove 

that it is a promising business plan.  

 

Key Words: Individualized Customization of color cosmetic Products   Combined 
Marketing  Business Plan 
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