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Abstract

This paper is mainly Analysis of How Jumei Building Brand image. This article used a lot of knowledge about marketing and brand image, and also used some marketing knowledge to support the theoretical point of this article.  This article refers to a large number of master blog articles from China Knowledge Network and Wanfang database, combined with questionnaires and interviews to study Jumei's brand image. 

Jumei's reputation was a watershed before and after the fake incident. This article compares and analyzes the Jumei brand image before and after the counterfeit incident. This article has made a lot of investigations on the Jumei counterfeit incident. Provided reasonable suggestions for Jumei to reshape its brand image after the fake incident.

The article analyze Jumei's brand image establishment from the external environment of the enterprise, the target customer of the enterprise, Jumei's strategic method of establishing a brand image. The article came to the conclusion that Jumei's brand image was successfully established before the fake event, but after the fake event, the brand image was not good. It is now very important for Jumei to re-establish its brand image. It can reverse Jumei's low sales in the online cosmetics industry and increase Jumei's product sales. Faced with this situation, the article gave recommendations for Establish correct market positioning, Product differentiation, forming its own characteristics, Strength supervision supervision and improve product quality.
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Introduction

Industry

With the rapid development of China's economy, the rapid development of telecommunications business from the embryonic state into a period of vigorous development. E-commerce has increasingly become the main channel of wholesale and retail in the whole society. According to (Grove, 2019) can know that E-commerce Cosmetics August Data Report August 2019 Online Skincare Industry Scale: GMV increase 57.77%. August Ali Department skin care products by GMV size of the top three categories are facial care set/mask/ facial essence, respectively, 26.87/21.35/12.84 billion yuan, a total of more than 50%. Compared with the same period last year, the proportion of facial suits rose to 5pc, ranking first. Companies in e-commerce are also facing more and more competitors. How to stand out in the competition, enhance the viscosity and loyalty of the audience, how to establish a good brand image and attract the attention of more consumers. This will be the focus of this article. 

Jumei

Jumei is a online cosmetics sale mall. According to (Li and Sun, 2015) can know that the predecessor was Tuanmei, founded by Chen Ou and Dai Yusen in March 2010. It pioneered the “cosmetic group purchase” model: recommend more than a dozen popular cosmetics on the website every day. Since its establishment, with the spread of word-of-mouth communication, it has grown from less than 100000 yuan in monthly sales to a scale of 100 million yuan in sales in just one and a half years. At present, Jumei has 50 million registered users, accounting for more than 80% of the female cosmetics group purchase market. It is a successful online brand and has a good reputation in the industry and consumers. It is tax-free at a speed, and genuine protection attracts consumers. Chen Ou’s advertising has made Jumei the focus of the maquillage platform. Different from other group buying websites, Jumei has its own self-built supply channels, its own unique storage methods and logistics. In general, Jumei is a vertical cosmetics B2C website presented in group purchase form. (see appendix 4) 

Research significance

With the development of the network, the rapid expansion of the network brand, the fierce competition between brands, building a good brand image is crucial to the enterprise. Different from the traditional brand image shaping, the network brand image have undergone significant changes. This paper studies the brand image of Jumei brand and explores its successful experience, which is conducive to enriching the theory of online brand image shaping, helping enterprises to establish brand awareness and improve core competitiveness.

For the audience, the network brand is complicated, and online shopping facilitates people's lives, but there are certain risks. Study the brand image of the network, helps the network brand to better promote and build the brand, improve the brand's popularity and audience recognition, strengthen the trust of consumers, and make consumers more security in online shopping.

From a holistic perspective, the network brands have been built and developed in an orderly manner, creating a harmonious environment for the development of major brands and laying a good foundation for the further development of online brands.

Therefore, the significance of this paper lies in academic significance, on the one hand, and in-depth understanding of how Jumei establish brand image; on the other hand, it lies in practical significance, and selects Jumei as a case study object to study the status qua of e-commerce enterprises' brand image. By discovering problems, proposing countermeasures, analyzing and summarizing experience, the writer hope to provide new ideas for e-commerce companies to establish brand image in the future, and provide reference and thinking for other companies to establish brand image.

Summary

In this survey, for the purpose of analyzing how Jumei established a brand image. Analyze the external environment of Jumei, analyze the company's target customers, analyze the product's strategic methods to establish Jumei's brand image, evaluate the significance of establishing the company's brand image strategy, learn the literature of the brand strategy investigation goals, literature research method, case analysis method, social Media marketing, Weibo marketing, entertainment marketing, corporate culture, questionnaire survey methods, qualitative analysis methods, interview methods.

Research methods, using advertising strategies such as social media marketing, brand marketing, target customers, PEST analysis and other theoretical points to support the article To understand how Jumei established a good brand image and attracted more consumers ’attention, complete this survey.

Literature review

Literature survey method

It is noted (Yu 2000) that literature survey method refers to the investigation method of collecting market information by looking for literature, which is an indirect non-interventional market survey method. Literature investigation involves a lot of literature types and formats, which is a core work. The basic requirement is to select the correct statistical methods and indicators closely around the purpose of investigation and according to the prior analysis plan. This is basically consistent with other methods of analysis of data obtained in the investigation. So, the writer will through a large number of extensive literature collections, with core literature as the keynote and high-level core literature as the backbone, this paper provides solid and systematic theoretical support for the core academic interpretation, summary and logical deduction. 

From the relevant Jumei newspapers, magazines, television and other mass media. These media provide a variety of direct or indirect market information to find effective information and quote. They are the main search object in the literature survey. From the statistical bulletin regularly issued by the Bureau of Statistics of China and local statistical departments at all levels, and from the various statistical yearbooks regularly published, it can find out what is needed. Although the number is small, but these are authoritative general comprehensive literature. Find Jumei information from periodic or irregular information bulletins provided by various economic information departments, trade associations and federations, and compare the advantages and disadvantages of peer enterprises. This kind of literature or data orientation is strong, is the market research Chinese contribution important source. Download references on China Knowledge Network, Wanfang database, read the show network and other academic websites, and books from University of Wales Trinity Saint David online library. Such as online marketing, word-of-mouth marketing, marketing strategy, brand building, company image etc., research these related materials, and master the relevant theoretical basis of the online shopping platform brand image, which laid the corresponding foundation for later writing.

The examination of the authenticity of the literature is a very important work. The usual method of verification is to regard the author, to exclude the questionable author, or  exaggerate the literature. Document availability verification refers to the examination of the attributes of the literature, especially for the data literature, to check whether the data measurement scale, grouping state and the survey content requirements. If the original data is required, the costs to be paid should also be clearly understood in advance in case of excess of capacity to pay. The usability test of the literature also includes the examination of the timeliness and completeness of the literature. The test of authenticity and availability of documents is based on the purpose of investigation to consider the available value of the literature to be used. Finding the most useful and suitable data from a pile of data. The basic characteristic of high quality literature is true, new, complete and accurate, which is the standard that the author will try to screen.

Case analysis method

According to (Huang, 1987) can know that the case study method is to combine the market reality, take the typical case as the material, and through the concrete analysis, dissect, urge people to enter the specific marketing scene and marketing process, establish the real marketing feeling and seek the solution to the marketing problem. It is necessary to extensively collect data of individual cases, thoroughly understand the current situation and development history of individual cases, conduct in-depth and meticulous comprehensive research and analysis on the typical characteristics of a single research object, determine the crux of the problem, and then make recommendations. 

On the basis of (Wang and Zhao, 2020) can know that a good case analysis needs to be based on the following points:

Selected cases. There are many sources of cases reflecting abstract theory, and the most commonly used channels are various media, such as case books, magazines, television broadcasting and so on. When collecting such cases, the teacher should be a thoughtful person, the cases in books, newspapers and magazines should be extracted in time, and the cases seen and heard from TV and radio should be written down immediately. Another channel is the teacher's own deep practice of the first line to collect relevant information, this case requires teachers to have a keen observation and generalization of the practice of activities.

The classification of cases. Therefore, the cases collected and compiled must be carefully analyzed and compared. In the process of analysis and comparison, the basic principles should be adhered to, one is to select the most typical cases. Typical cases are often the intersection of various knowledge, and the application of typical cases to teaching is the most helpful to explain the complex and profound jurisprudence. Second, the case should be close to the corresponding theory, the superficial phenomenon of far-fetched will mislead the reader, the result is likely to backfire. Third, the selected cases remember vulgarity. It is not advisable to talk too much about background information and gossip unrelated to the case. Fourth, the selected cases should not be too complex, do not dominate, cases to understand the theory, to be targeted.

The application of the case. This is the case analysis method to teach the key link of the theory. There are many methods to apply cases. One of the common methods is to explain it according to the content or basic theoretical meaning, and then use the case to explain it, and then draw out the relevant basic theory naturally.

Case extension. The so-called case extension, in short, is to study a certain basic theoretical knowledge, through careful observation of real life, try to find cases that reflect the theoretical principles, and analyze the observed factual phenomena with the theory learned. In order to further deepen the understanding of the theory and analytical methods. However, in order to deepen the understanding of theory and lay the foundation for learning professional theory and cultivating professional skills, it can still be classified as case analysis.

This paper analyzes the case of Jumei, mainly discusses the measures of brand image shaping, affirms the reasons for the failure of successful experience analysis and raises the existing problems, and gives optimization suggestions.

Quantitative analysis

Quantitative research is generally carried out to obtain statistical results on the population of a particular research object. Quantitative analysis method is a method to analyze the quantitative characteristics, quantitative relations and quantitative changes of social phenomena. The methods of quantitative analysis include comparative analysis, factor analysis, dynamic analysis, balance analysis, chart analysis, comprehensive analysis and comparison. In the light of (Wang, Wang, Yang, Li, 2020) can know that qualitative research has the characteristics of exploration, diagnosis and predictability. It does not pursue accurate conclusions, but only understands the problem, finds out the situation and draws perceptual knowledge. In quantitative research, information is represented by some number. As to the processing and analysis of these numbers, we must first make clear the scale on which the information is measured and processed. According to (Chen and Dong, 2016) can know that scale, there are four types: nominal scale, sequential scale, spacing scale and proportional scale. 

According to (Su,2015) can know that quantitative analysis can be divided into five methods.

Ratio analysis. It is the basic method of financial analysis and the main method of quantitative analysis.

Trend analysis. It makes a longitudinal comparison of the data of the relevant financial indicators of the same unit for several years, and observes its growth. Through trend analysis, analysts can understand the development trend of the enterprise in specific aspects.

Structural analysis. By analyzing the proportion or composition of each sub-project in the overall project, it considers the position of each sub-project in the overall project.

Contrast. It reveals the quantitative difference between economic indicators through the comparison of economic indicators, which can be the vertical comparison between the current period and the previous period, the horizontal comparison between different enterprises in the same industry, and the comparison with the standard value. Find out the gap by comparison. Then analyze the reasons for the gap.

Mathematical model method. In modern management science, mathematical models are widely used, especially in economic prediction and management, because they can not be verified by experiments, They are usually used to analyze and predict the possible results of economic decisions.

Five quantitative analysis methods, ratio analysis is the basis, trend analysis, structural analysis and comparative analysis are extended, mathematical model method represents the development direction of quantitative analysis.

Collect data from network, newspaper, news, TV, China Finance Department report, Jumei enterprise annual report. For authoritative data is more conducive to quantitative analysis to write articles. Jumei's predecessor was Tuanmei, the most popular online shopping site in China from 2011 to 2014. Loss due to poor management. Now companies are wavering between transforming and continuing to focus on e-commerce. Collecting data on business transformation and e-commerce turnover can help analyze whether Jumei transition or continue e-commerce, or expand both. In order to better analyze the network marketing environment of Jumei, reference the relevant data, and then more accurate analysis of the current Jumei network marketing environment. 
Questionnaire survey method 

Questionnaire method,  is a survey method for investigators to use a unified questionnaire to understand the situation or consult the selected survey object. According to (He and Wang, 2008) can know that questionnaire survey is a research method to collect data in the form of written questions. In order to understand the views and opinions of the subjects on a certain phenomenon or problem, the researcher compiled the question form and filled it out by mail, face-to-face or follow-up. The key to the application of questionnaire method lies in compiling questionnaire, selecting subjects and analyzing results. The questionnaire can be divided into self-filled questionnaire and substitute questionnaire according to the different respondents. Among them, self-filled questionnaire survey, according to the different ways of questionnaire transmission, can be divided into newspaper questionnaire survey, postal questionnaire survey and send questionnaire survey; substitute questionnaire survey, according to the different ways of talking with the respondents, can be divided into interview questionnaire survey and telephone questionnaire survey.

The advantages of questionnaire survey are obvious. The results of questionnaire survey are easy to quantify, it is a structured survey. The form of expression, the order of questions, and the ways and means of answering questions are fixed. Therefore, no individual, no one can bring subjective bias into the focus of investigation and research. Statistical results can generally be quantified. The second questionnaire survey method is convenient for statistics and analysis. Now there are a lot of software to help statistics, just input data can appear statistical charts. More convenient analysis and deep excavation of data.Questionnaire survey can be investigated on a large scale. Whether participants are more or less, they can understand the basic attitude from the questionnaire. This advantage can not be achieved by other research methods.

Taking consumers of Jumei online shopping platform as the main survey object, design the corresponding questionnaire survey. The content of the questionnaire is about the customer satisfaction with the products, after-sales service, logistics and so on of the Jumei website shopping, which can intuitively understand the advantages and disadvantages of the Jumei shopping online store brand. Then send the questionnaire to the Question Star website to the customer through network, summarize the results of the questionnaire. In the end, understand the consumers about opinions and satisfaction of Jumei's online shopping platform. Supplement the first-hand investigation of the article to ensure the true objectivity of the article.
Qualitative analysis method

Qualitative research method is a method or angle to study things from the inherent stipulation of things according to the attributes of social phenomena or things and the contradictory changes in motion. Research from (Chen ,1996) can know that is based on the generally recognized axioms, a set of deductive logic and a large number of historical facts, and describes and interprets the studied things from the perspective of the contradiction of things. In qualitative research, we should grasp the main aspects of the characteristics of things directly according to certain theory and experience, and omit the difference of homogeneity in quantity for the time being.

According to (Shen and Qu ,1990) can know that qualitative research has two different levels, one is pure qualitative research without or without quantitative analysis, and the other is qualitative research based on quantitative analysis at a higher level. In practical research, qualitative research and quantitative research are often used together. Before carrying out quantitative research, researchers should use qualitative research to determine the nature of the phenomenon to be studied; in the process of quantitative research, Researchers must use qualitative research to determine the quantitative limits of qualitative change and the causes of qualitative change.

Research from (Yang, 1999) it can be known that qualitative research has the following characteristics : it emphasizes the study of research objects in natural situations rather than artificial control environments. 

Attach importance to the relationship between the researcher and the research object. Qualitative research suggests that there is a "intersubjectivity" relationship between the researcher and the subject, The research process is a process of mutual interaction and mutual understanding, What researchers know about research, It exists in the interaction with the research object. 

Emphasizing the importance of understanding the meaning of one's actions and his views on things from the perspective of the parties concerned, And on this basis to establish the theory. 

Emphasizes the use of multiple approaches, Such as observation, interviews, physical collection, In order to obtain a comprehensive and in-depth understanding of the research issues. 

Focusing on the use of language to "map" research phenomena, sophisticated statistical methods (such as regression analysis, path analysis) are rarely used to report their findings. 

Qualitative research is an evolving process. In the process, The sampling of research, the direction of data collection, the emphasis of data analysis and the construction of conclusions will all change.

This paper analyzes the environment of Jumei's brand image under the background of Internet, including political environment, economic environment, social environment, technical environment and so on, and probes into the competitors, threats, suppliers and consumers in the process of establishing Jumei's brand image, and finds out the advantages, disadvantages, opportunities and threats in establishing the brand image, and then provides the basis for the formulation of Jumei's brand image strategy.

Research Method

Introduction

The purpose of this chapter is to review current academic literature on the importance of building brand image in businesses, with a particular focus on Jumei company. This chapter will complete the first objective of this dissertation:
In academic literature on learning more about how to Jumei building brand image.

Because of Jumei is a Chinese company, need to find more Chinese information. So, the literature review below is comprised of sources obtained from Google Scholar, some professional books about this research, China Wanfang Database, a Chinese academic website, China National Knowledge Infrastructure Scholar, It is the most authoritative academic website in China and the University of Wales Trinity Saint David’s (UWTSD) online library. These sources include academic journals and prior primary research in the topic area. Search terms included: “Jumei”, “Building brand image”, “Brand image”, “word of mouth marketing”, “Social media”, “Advertising strategy” etc.
Target customers
Target customers refer to the objects that companies provide products and services. According to (Chao, 2008) can know that companies should choose different target customers based on each product and service. Only when certain target customers in the consumer group are identified can then be targeted and marketed. The purpose of maintaining a close relationship between enterprises and various forces in marketing channels is to effectively provide products and services to their target customers. Customer demand is the starting point and core of enterprise marketing efforts. Therefore, it is very important for enterprises to analyze the characteristics and changing trends of target customer demand. Jumei's line is “gather beauty, help he or she achieve successful beauty”, so Jumei want to gather beautiful women, gather all kinds of fine products to make women beautiful. Jumei target customers are young and fashionable women. Jumei created a corporate image for female customers.

Social Media Marketing
Social Media, refers to websites and technologies that allow people to write, share, evaluate, discuss, communicate with each other. Antony Mayfield first used the term social media, his 2007 book (Chinese book is 2008) “what is social media” explains social media as a new type of online media that integrates participation, openness, communication, dialogue, community, connectivity and provides users with a wide range of participation space. Social media marketing is the use of these social media, enterprises can listen to the voice of users, promote their own products, in the subtle impact on customers. Many enterprises with the help of existing events, or through their own planning of events, keen to grasp the hot spots of public concern and creative docking, in order to achieve the purpose of promoting corporate culture and marketing. Jumei is also good at linking hot events of enterprises and products, keeping up with the situation, spreading through Weibo, fermenting influence and guiding the audience's cognition. At the 2016 Rio Olympics, the Chinese team won the gold medal and won the honor. When athletes are treated unfairly, the public is also aggrieved by the national team. Chen Ou is an ordinary citizen, like thousands of people, for the Olympic athletes refueling, hope they win honor for the country. Weibo is China one of the popular social media. As an ordinary entrepreneur, he cheered Olympic athletes by rewriting the red envelope password on Weibo. At the same time, some people will download Jumei for red envelopes, which also advertised on social media for more people to use Jumei.
Brand image
The brand image is the sum of the impressions and associations of the brand that the consumer remains in the mind after personal selection and processing of all the information about the brand received in the process of communication. According to (Xi, Dai and Hu, 2021), it can know that the brand should have the personality image like, this personality image is not determined by the substantive content of the brand product alone, but also should include some other content. At this point, the understanding of brand image into the brand personality level. Jumei CEO Chen ou once launched “I am Chen ou, I speak for myself” advertisement. So Jumei’s brand image most of the time and Chen ou personal binding. According to (Wu, 2017) can know that Chen ou once announced a lottery on Weibo at Chinese e-commerce shopping festival on November 11. A prize is a BMW mini car full of cosmetics. It's very simple if people want to get prizes. All we need is Weibo to pay attention to Chen's account and to forward Chen's Weibo to promote BMW mini cars for Jumei.

Word of mouth

Word of mouth marketing refers to the enterprise’s efforts to enable consumers to spread their product information and brand through the communication between their relatives and friends. This marketing method is characterized by its high success rate and strong credibility. According to (Yan, 2007) can know that this kind of word of mouth communication as the way of marketing, called word of mouth marketing. From the practical level of enterprise marketing, word of mouth marketing is a kind of marketing method and process that enterprises use all kinds of effective means to arouse customers' discussion and exchange of their products, services and the overall image of the enterprise, and to encourage customers to introduce and recommend to the surrounding people. According to (Jumei word of mouth, 2021) can know that every product talks about this word of mouth report. It is word of mouth center has more than 100000 words of mouth reports from users, which have become a reliable basis for Jumei users to choose to buy cosmetics. Every consumer who has purchased and used Jumei products can write down their views and comments on the product for reference. Unlike the brief evaluation of other e-commerce platforms, the word of mouth report of Jumei is more specific and standardized. Product packaging, user experience, uses techniques can be seen in some quality reports. Earful word-of-mouth reporters will also explain their age, skin and other basic information in the report, for consumers who want to buy the product to improve more reference.
Viral marketing 
Viral marketing is a common network marketing method, which is often used for website promotion, brand promotion and so on. Viral marketing uses the principle of user word of mouth communication. On the Internet, this "word of mouth communication" is more convenient and can spread as quickly as a virus. Viral marketing (viral marketing) has turned into an efficient way of information dissemination. Moreover, because this communication is spontaneous among users, it is almost cost-free means of network marketing. According to (Feng,2015), it can be known that viral marketing is not really carried out in the way of spreading the virus, but through the user’s word of mouth propaganda network, the information is spread and spread like a virus, and it is transmitted to thousands and millions of audiences by means of rapid replication. Chen ou often gives a gift to consumers and potential consumers of Weibo of some Chinese festivals. Every time there is enough raffle gift, Jumei's attention will grow crazily. Jumei consumers will always recommend to friends, family and so on, basically will promote each other, so that Jumei triggered a high degree of heat. This does not require such as video sites advertising a large amount of promotional costs, can save some money, while achieving the desired heat.

Advertising strategy

Advertising strategy refers to the advertisement publisher's macro grasp of the advertising decision, which is to consider the long-term interests of the enterprise from the strategic perspective and to open up the market for the products, that is ," long line fishing big fish ". The purpose of studying advertising strategy is to improve the effect of advertising and make enterprises achieve the best marketing goal with the lowest expenditure. According to (Miao,2019) can know that in today’s increasingly fierce market competition, an enterprise, a product to gain a foothold in the market, or in order to defeat competitors for development, almost all have a close relationship with the correct use of advertising strategy. Jumei’s advertising mode is different from the traditional TV play gap and the next program after the end. Jumei advertising is in Jumei investment film and television drama and traditional advertising. Sometimes as a protagonist often shopping shop, in the "W two worlds" is the hero Jiang Zhe is the president of Jumei advertising will not be very abrupt, and the audience will also remember Jumei.

Conclusion

Jumei success is closely related to Chen Ou, and Jumei’s brand image is also related to Chen Ou’s personal image. This part successfully completes the analysis of how Jumei establish brand image. The following section will analyze the importance of brand image in corporate publicity.
Results and Discussion

The external environment of the enterprise

Political environment

The state has always attached importance to e-commerce: since 2004, the Law of the People's Republic of China on Electronic Signatures, Opinions on Accelerating the Development of E-commerce, Guidelines on Electronic Payment (No.1), and the Eleventh Five-Year Plan for the Development of E-commerce have been adopted. 

It is noted (Chyxx,2018) that China has a large population with a male-female ratio of about 116.9:100, so the cosmetics market in China is large enough. Now Chinese people are demanding more and more quality of life, and external maintenance has become an essential link. Moreover, e-commerce is becoming more popular; prices are rising the higher the purchase price, the more tempting it is; and the legal system ensures that the credibility of the purchase is not reduced. Therefore, the prospects for the development of the United States are still very good. The cost of building a brand image that is beneficial to Jumei's savings. But also conducive to the establishment of good faith image. 

Economic environment

After 2004, Chinese group purchases have been popular. According to (HK Economic Development Research, 2019) can know that The cosmetics market is also a high-margin industry in China, with an average profit of 25-30%, and some high-end brands have higher profits. To make cosmetics B2C, you can undoubtedly use the low-cost features of network channels to reduce costs, and let some profits to consumers, to create a platform that is affordable. Moreover, China is the world's third largest cosmetics market, and Chinese cosmetics B2C market has been lacking a well-known vertical online shopping brand, so the group buying model in the cosmetics field will be a good market. Conducive to the establishment of a good and cheap brand image.

Social environment

Online purchase of cosmetics has become a new consumption habit. Jumei has changed consumption habits of people buying cosmetics with innovative cosmetics group purchases. The most important thing for Jumei is a management team who understands the spirit of the Internet, makes sense, has faith, and is honest. With the maturity of the e-commerce environment, people are more and more interested in online shopping, and more and more attention to the service experience. Buying cosmetics online has become the habit of most people. 

Jumei has led this trend with the innovative vertical group of cosmetics. It is conducive to the establishment of a brand image with good quality and low price, and the brand effect is better developed. And, Jumei has gained a good reputation for the quality assurance, service quality and commercial credit of cosmetics, and integrity management is the root of a sustainable enterprise. B2C platform is an emerging channel for the cosmetics industry because of its low price. More categories, delivery, and consumers are loved. However, counterfeit and shoddy products have also become the biggest problem in the development of B2C platforms. The first problem in the industry is to solve these problems. Through good marketing strategies and good services, we can provide consumers with high-quality and low-cost products, and they can get the recognition of consumers and gain the advantage in the biggest market competition. 

Technical environment

Jumei became the first group-buying website in China to open Alipay's “credit card fast payment” function. Online access to all information on the product, a powerful customer service center, and mobile apps on the mobile side provide convenience for consumers. Customers can check the cosmetic patch number online, select the brand or fill in the product batch number to find the required information. Jumei's own customer service center, the current customer service system of the website can meet the needs of current development. In addition, the website also has an online survey system, where customers can submit their favorite products to the website, and the website purchases according to the need. Customers can subscribe to group purchases via mobile phones and share their feelings whenever and wherever they want. The technology of mobile apps is convenient. It is easier to establish a brand image and let the public better understand the beauty products to promote consumption.(Jumei,2019)

Industry Analysis 

According investigate, the global cosmetics market has shown a volatile trend in 2009-2018. The data show that the global economic recovery is weak during 2012-2014, although the size of the cosmetics market continues to grow, but the overall growth rate is low. In 2015, due to the continued sluggish demand in the euro zone and a major economic recession in Brazil, one of the major cosmetics markets, the global cosmetics scale The year-on-year decline, the decline reached 7.3%. The global economy has rebounded in the past three years, driving the rebound in cosmetics consumption. 

According to (Foresight Industry Research Institute, 2019) can know that in 2018, the global market size will reach 488 billion US dollars, an increase of 4%. Among them, Chinese cosmetics market accounted for 12.7% of the global market share, Chinese cosmetics industry market size reached 410.2 billion yuan, ranking second in the world, second only to the United States 18.3%. 
Figure 1：Staistics and growth of the global beauty and personal care market in 2009-2018

[image: image2.png]4500 14.0%

4102
4000 12.0%
3500
10.0%
3000

8.0%

2500
2000 6.0%

1500
4.0%

1000
500 2.0%
0 0.0%

2009 2010 2011 2012 2013 2014 2015 2016 2017 2018
wm  China cosmetics market size (100 s~ yoy growth(%)

nyuan)



data source: www.sohu.com, 2019

Figure 2: Statistics and growth of China’s beauty and personal care market in 2009-2018
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data source: www.sohu.com, 2019

Nowadays, there are 3 ways to purchase beauty products online. The first is to go to a comprehensive website to buy; the second is to go to the vertical beauty shopping platform purchase; the third is to find a reliable purchase. Under investigation, 49.17% of the purchase channels choose to buy beauty products on the integrated website, 42.5% choose to purchase and purchase, and only 4.17% choose the vertical makeup like Jumei. Purchase on the shopping platform. The main reason is that Taobao and Tmall's product categories are more extensive than Jumei's products, and they have a dedicated flagship store, which is more worthy of consumer trust. Tmall International competes with Jumei's overseas purchases. Netease Koala is buy overseas, which is more specialized than Jumei.

Sales of cosmetics in the consumer market have been rising, because men have begun to pay attention to the appearance of beauty, the “beauty to the people” and “beauty recommended” programs on the Internet are more popular than one. China has likewise become the largest market for cosmetics in the world. As of 2017, Chinese cosmetics retail sales amounted to 251.4 billion yuan, of which the network consumption scale reached 169.113 billion yuan.

Chinese cosmetics in the current marketing methods are mainly divided into online and offline. According to (China Research Network,2019) can know that online more and more popular, more convenient and simple operation, brings two effects: one is offline physical cosmetics sales are hit, the other is online channels are increasingly recognized. The scale of Chinese cosmetics network consumption has increased in 2012-2017, accounting for more than 50% of the total retail sales. The cosmetics online consumer market was 62.229 billion yuan in 2012, reaching 154.376 billion yuan in 2016, more than doubling, a 35.95 percent increase over the previous year. Networking in 2017 the scale of cosmetics sales continues to expand to 169.31 billion yuan. 

Figure 3：Channel analysis of cosmetics sales in 2017
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data source: www.sohu.com, 2021

Figure 4: what is your most popular cosmetic website?
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data source: Questionnaire design, 2020
In addition to the increase in domestic cosmetics sales, the new online personal purchasing sales method has also been recognized by a large number of people. Relevant statistics, as of 2017, the proportion of personal purchasing cosmetics sales reached 29.4%, and most of them were mainly high-end cosmetics brands. According to the survey, 45.13% of people choose Taobao as the most frequently purchased website, and 39.43% choose to occasionally shop in Jumei. This shows that Taobao is more competitive than Jumei, which requires the establishment of a brand image to improve the brand Competitiveness. Jumei has not much competitive advantage and has great competitive pressure. Therefore, Jumei needs to establish a good brand image to enhance competitiveness.

The target customer of the company

Brand image characteristics

Jumei is a B2C e-commerce company that has been striving to create a women's face project. Female consumers have high quality requirements for makeup and skin care products. On the Internet, customers cannot directly and intuitively understand the products, so It will be easy to have a distrust of the cosmetics sold online. Therefore, if Jumei wants to establish a good brand image, the product image is the foundation. Only consumers can recognize and reassure the cosmetics of Jumei. It is possible for Jumei to maintain a lasting competitive advantage and establish a good Brand image.

Corporate image is a good support for the brand image. According to (Huang and Zhou, 2017) can know that the image of entrepreneurs is an important aspect of corporate image, because market communication is influenced by personal influence, and the personality of entrepreneurs directly penetrates into all aspects of the company. In Jumei, CEO Chen Ou uses a phrase “I am Chen Ou, I speak for myself”, so that the attention of consumers and potential customers on Jumei will be instantly improved, and the popularity of Jumei will be enhanced. And the brand reputation has increased dramatically. 
Corporate customers

Customer characteristics analysis

Jumei is based on the market positioning of Chinese first professional cosmetics group buying website, adhering to the values of “customer first, quality first”, and the concept of “gathering beauty, beauty of adults”, gathering beauty and beauty, gathering various kinds of beautiful women. Excellent product. 

Judging from the market positioning, corporate philosophy and service tenet of Jumei, Jumei has locked the consumer group into a fashionable woman at the beginning of its establishment. 

According to the survey, 39.43% of people choose to use Jumei occasionally, indicating that most people use Jumei infrequently. Jumei needs to establish a brand image to improve this situation.

Figure 5: how often do you shop on Jumei
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data source: Questionnaire design, 2020
 Gender analysis of customer

According to statistics, female users of Jumei website account for about 70%, and the males account for about 30%. The majority of the people who visit the site are women. According to the survey, 57.72% of people chose females, which indicates that Jumei has more female users but that males use more than second-hand survey data, indicating that male consumers are increasing.

Figure 6: gender
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data source: Questionnaire design, 2020
Age analysis of customer

Jumei website customers are mainly 18-39 years old, of which 19-30 years old is the core user. According to the survey, 28.86% of people chose 20-25 years of age, indicating that Jumei is used by young people as well as the second-hand data survey.

Figure 7: age
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data source: Questionnaire design, 2020

 Regional analysis of customer 

Jumei users are mainly concentrated in first-tier cities such as Beijing, Shanghai, Guangzhou. According to the survey, 41.06% of the people live in first-tier cities, which shows that most of Jumei's customer groups live in first-tier cities with the same second-hand survey data.

Figure 8: residence
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data source: Questionnaire design, 2020
Customer education and career analysis

The main user qualifications of Jumei are concentrated at the level of college students and graduate students, showing high quality. The distribution industry is mainly for education, followed by IT and finance. According to the survey, 20.73% of the candidates are professional professionals, which shows that Jumei's customer group has a high level of education as well as the secondary survey data.

From analysis, it can be concluded that the users of Jumei are mainly young netizens, and the proportion of female users is slightly higher; the users of the website are more concentrated in office white-collar workers and students, and the personal monthly income of these people is polarized. According to the survey, 28.46% of the people chose an income of 3000-5000, which shows that the number of people in each option is not too much. Jumei consumer income is indeed very polarized.

Figure 9: income
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data source: Questionnaire design, 2020

Figure 10: occupation
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data source: Questionnaire design, 2020
Jumei a strategic approach to building brand image

Using hot events to spread corporate culture

Many companies “use the existing events, or by self-planning events, keenly grasp the hot spots of public attention and carry out creative docking,” in order to attain the purpose of promoting corporate culture and achieving marketing. 

Jumei is also good at linking hot events of enterprises and products, keeping up with the current situation and spreading the influence through Weibo to guide the audience's cognition. The red envelope activity launched by Jumei is similar to that of Tmall's secret red envelope. Consumers can open Jumei APP directly, and then type the password in the search field will pop up the page, you can receive the cash red envelope. The password red envelope is not every day, but like a gift falling from the sky, from time to time to surprise customers. 

In Rio 2016 Olympics, affecting the hearts of the people of the country. The Chinese team was gaining gold medal and won the honor. The nationals were excited and happy. When the athletes were treated unfairly, the public also clashed for the national team. As an ordinary citizen, Chen Ou, like millions of nationals, cheers for the Olympic athletes and hope that they will win glory for the country. As an ordinary entrepreneur, he refueled the Olympic athletes by rewriting the password of Jumei. 

According to the survey, 35.37% of people chose to publish occasional hot events, which indicates that Jumei does not frequently publish hot events/news and the survey of second-hand materials is inconsistent.


Figure 11: Jumei often releases hot events/news?
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data source: Questionnaire design, 2020

At the beginning of the Olympic Games, Chen Ou expressed his concern and expectations for the national team through the red envelope password. He gave great support to many Olympic game. The majority of Weibo users are young groups, and direct emotional expression is easy to render the public's emotions. Chen Ou not only expressed his patriotic feelings, but also gave Jumei a good publicity. Consumers grab red envelopes for shopping, which will also increase the sales of Jumei. 

Except during the Olympics, Jumei will occasionally distribute red envelopes. Its password keeps up with the trend and conforms to the psychology of young people. For example, the password updated on May 31: Jumei tomorrow to celebrate Children's Day. Reminisce about childhood and bring back memories of consumers. Established a positive brand image of Jumei. 

According to the survey, 78.46% of people chose not to pay attention to Jumei Weibo. 77.24% chose not to follow Jumei Weibo, indicating that few people pay attention to Jumei, and Weibo marketing did not have a great influence. 

Figure 12: pay attention Jumei’s Weibo?
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Figure 13: pay attention Chen Ou’s Weibo?
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Promotion method

Weibo Marketing
Every year on November 11th, e-commerce discounts lasting for several days. Major e-commerce companies are scrambling to increase the discount rate and launch various preferential activities to attract consumers. In 2016, Jumei will take a different approach and used Weibo for viral marketing. Before Double Eleven, Chen Ou made a sound on Weibo and announced that he would send out many BMW mini cars full of cosmetics. The way to participate is very simple. As long as you follow Chen Ou Weibo and forward it, everyone has the opportunity to participate in the lottery. Many netizens participated in it, and the amount of reposts and comments on Weibo increased geometrically. This marketing method has won a lot of new audiences for Jumei.

Every time a car is sent, Chen Ou will deliver the car live on Weibo. In the face of many questions, he directly disclosed the information of the winners on Weibo and their evaluation of the delivery.

After the event, Chen Ou still interacted with the fans, and the welfare activities continued. On November 25th, 2016, Chen Ou announced the list of winners in the “Selfie wins red envelope”, using Weibo to attract consumers’ attention and use the network to rapidly expand brand awareness and influence.

TV drama placement marketing
In 2016, Jumei will take a new approach to advertising and gained good publicity.

First, Jumei chose to advertise in "W Two Worlds", and its first broadcast TV station was South Korean MBC TV station. It is one of the three major media outlets in Korea, with strong strength and considerable influence. The male and female TV series and the lineup of the directors to ensure the quality of the work. Male master and the female actor are all popular stars in Korea. They are highly competitive in terms of acting, fan groups, and ratings. The screenwriter is good at the creation of TV dramas that transcends the theme of time and space. Most of the work is rigorous  structure, and the plots are ups and downs and can stand the test. Jumei selects such a work that is expected to have high ratings, and it is clear that it has done a lot of market research and is quick to pick up, grasping the psychology of the core audience, in line with market conditions.

Jumei broke the traditional means when placing advertisements. Korean drama master directly incarnates the CEO of Jumei, virtual and reality, the perfect combination of brand and TV series. When you see the man, you will think of his role setting, and you will think of the company and the brand. Actor is an influential figure in the comic world. Therefore, bus stop cards, Actor’s room, cabins, and company materials all become the stage for Jumei to show themselves.

Jumei positioning in the "fashion trend e-commerce ", the target audience of the majority of young white-collar women, but also the main audience of Korea. Before that, Jumei has been in the Korean version of "doomed I love you" Pinocchio "," Fight the Ghost "and many other Korean dramas have been implanted or sponsored. Not only that, in the film and television drama to do implant marketing, but also Jumei has taken the strategy. For example, Jumei has invested in filming "Women's Public Enemy," and Jumei Senior Vice President Liu Huipu also participated in it. Jumei also produced its own "warm strings," as the first film and television production of Jumei, after the release of the effect is not effective. Always good. Chen Ou celebrated on Weibo. 

Too many advertisements will cause the audience to resent. Jumei integrates the brand into the film and television drama, so that the two have achieved a perfect integration.

Entertainment Marketing

Celebrity endorsement

Product homogenization competition is intensifying, and brands want to expand their popularity and reputation. The image spokesperson represents the image of the company and the brand, with high communication value and good communication effect.

Jumei’s first celebrity endorsement adopted the “double endorsement” approach, which was endorsed by Han Geng and Jumei CEO Chen Ou. Han Geng was the first celebrity spokesperson of Jumei. Sunny idol and enthusiastic entrepreneurial youth acted together, sparking ripples in the hearts of female consumers.

Company needs to let the audience associate the unique personality of the brand by showing the distinctive personality of the “brand image spokesperson”. Chen Ou has said that Han Geng’s endorsement is mainly due to his personal temperament and perfect requirements for himself, which is in line with the concept of Jumei’s pursuit of quality. Han Geng’s handsomeness also complements Jumei’s slogan “for the beautiful endorsement”. 

Enterprises needs to constantly innovate to maintain their vitality. Wei Chen, the second spokesperson of Jumei, is equally handsome. His sunshine temperament is in line with the concept of “being beautiful”.(see appendix 3) According to the survey, 34.96% of the people chose the star spokesperson who doesn't know Jumei, which shows that Jumei's popularity has dropped. Many people don't know Jumei's spokesperson.

Figure 14: do you know the star spokesman of Jumei?
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data source: Questionnaire design, 2020
Advertising of CEO Chen Ou

On October 12, 2012, Jumei released a new version advertisement. In the early stage of the screen, there were scenes such as white-collar overtime struggle, anti-workplace unspoken rules, and student college entrance examinations, in which the beautiful parcels and walls were implanted. Finally, it was settled in the United States CEO Chen Ou, showing his unrecognized from the early stage of the venture to the final success. “You only smell my perfume, but I don't see my sweat; you have your rules, I have my choice;You deny my presence, I decide my future; you laugh at me and have nothing to do with love, I pity you always wait; you can despise our youth, we will prove who this is. Dreams are destined to be alone. Travel, there is no doubt and ridicule on the road, but what about it? Struggle to live wonderfully even everything hurts me. I am Chen Ou. I speak for myself.” 

This advertisement tells the story of struggle in the name of dreams, evokes the resonance of the consumers, especially after the 80s, and makes them flock to the brand of Jumei, because they also want to fight hard like young people in the advertisement. Ogilvy's brand image theory is more concerned about selling products. An advertisement is repeated, linking certain intentions and symbols with advertising products, and constantly reinforces the impression of consumers, attracts consumers’ attention, and resonates with them. They associate themselves with others and satisfy them. 

A certain psychological need to deepen consumers’ perceptions of advertising, thereby urging them to purchase products and increase sales of products. In the advertisement, Jumei did not mention the quality, packaging and characteristics of the products, but only shaped the image of a group of young dream-seeking young people who struggled for the ideal. This image endowed the positive quality of Jumei, showing Jumei the efforts and efforts behind the success of the product. Consumers are strongly attracted by the struggling young people in advertising. 

Consumers choose Jumei because they seek some kind of spiritual support. Chen Ou's young and handsome image has made many people rush, and the success of Jumei is that it firmly grasps the psychology of consumers. The positive and positive brand image of Jumei has attracted consumers' good feelings. According to Jumei’s advertising survey, 31.71% of the people chose the average, indicating that Jumei’s popularity has declined and its advertising influence is not as good as it was at the beginning.

Figure 15: can you recall Jumei’s ad?
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data source: Questionnaire design, 2020
Jumei Events

On May 16, 2014, Jumei was listed on the New York Stock Exchange. The spokesperson Han Geng, Wei Chen and Chen Ou appeared together on the New York Stock Exchange to witness the great moment of the listing of Jumei. The emergence of spokespersons on the market has attracted the attention of many fans. In addition to celebrity endorsements, Jumei also organizes various events and invites various stars. On February 29th, 2016, Jumei held the 2016 Star Beauty Awards Ceremony of “Star Beauty, Unbounded”, which kicked off 6th Anniversary Celebration of Jumei 301. And, it teamed up with Tencent Cloud, online live broadcast party, APP timely on-line anchor interactive content, continue to attract user traffic. (see Appendix 5) According to the survey, 42.28% of the people chose not to participate in the activities, indicating that Jumei's activities were not popular and did not have much effect.

Figure 16: participated Jumei’s activities
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Word-of-mouth communication

Chen, 2017 has said that “Word-of-mouth communication is an important way to form a brand reputation. In the means of brand communication, word-of-mouth communication is the easiest to accept for consumers. Under investigation, consumers believe in the brand quality and other information introduced by other users. It’s 18 times more advertising.”

Each product of Jumei has a word-of-mouth report. Its word-of-mouth center has a total of more than 100,000 word-of-mouth reports from users, which have become a reliable basis for Jumei users to choose cosmetics. Every consumer who has purchased and used Jumei can write their own opinions and evaluations about this product for reference. Different from the short evaluation of e-commerce platforms such as Taobao and Tmall, the word-of-mouth report of Jumei is more specific and standardized. Product packaging, use of experience, uses techniques can be seen in some boutique reports. The thoughtful word-of-mouth reporter will also explain the basic conditions of his age, skin quality, etc. in the report, and increase the reference for consumers who want to buy the product.

Word-of-mouth reports are available for review, high ratings are often accompanied by high sales, and consumers' real experience are more convincing. According to the survey, 38.21% of people chose to introduce their friends, which shows that Jumei's word-of-mouth marketing strategy is very effective. 46.57% of people chose not to release a word-of-mouth report, indicating that many people did not like writing word-of-mouth reports.

However, since 2013, Jumei has been involved in fake goods. Previously announced that Jumei, which has cooperated with many big names, has encountered successively Estee Lauder, Guerlain, DHC, Lancome and other international makeup brands. They have not cooperated with Jumei.

Until 2015, Jumei's fake goods storm continued, and Jumei's negative news continued, making it difficult to distinguish between true and false. Although Jumei's public apology on the website, it is difficult to escape the bad luck of continuous stock price declines, and at the same time, it has been sued by multiple law firms in the United States. With the rise of other e-commerce platforms, consumers are moving to other e-commerce platforms when hesitating. Even if Jumei sacrifices high profits to save consumers, it still cannot save the trend. (American Trading Company, 2018)

According to the survey, 46.34% of people chose to know about a fake event, and 35.77 people chose to shop in Jumei with a little influence. In Jumei, a company with a good image, 38.62% chose general, indicating that the fake event allowed Some customers believe that Jumei is not trustworthy and has a great impact on Jumei's brand image. It is difficult for Jumei to re-establish its brand image.

According to the results of the interviews, the respondent stated that Jumei was known through friend recommendations and advertisements, but was unwilling to recommend it to friends. As long as it was a website, it was possible to sell fake goods. Jumei is not a company with a good image, it was before the fake event, but the corporate image is very bad after the fake event. Some people will still use it after the fake event, which shows that the previous Advertising still exists to some people. Jumei’s impact on Jumei is very large, and Jumei’s peers have great pressure on e-commerce competition. Jumei’s brand image needs to be completely resolved.

Figure 17: do you know about Jumei fake event?
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data source: Questionnaire design, 2020

Figure 18: fake incident has affected your shopping in Jumei
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data source: Questionnaire design, 2020
Figure 19: Through what channels did you learn about Jumei?
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data source: Questionnaire design, 2020

Figure 20: published word of mouth report
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data source: Questionnaire design, 2020

Figure 21: Jumei is a company with a good reputation?
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Service

For e-commerce companies, service is an extremely important part. For Jumei, the establishment of the word-of-mouth center can truly and completely reflect the customer’s feelings, so that consumers perceive professionalism, security and trust.

Genuine guarantee

Jumei is the first website on the group purchase website to receive Internet Society Level A and above credit rating. Committed to all products sold are 100%authentic.

30 days unpacked unconditional return

Jumei proposes the industry's highest standard 30-day unsealing unconditional return policy, and the return shipping cost is fully borne by Jumei.

100%in-kind shooting

Jumei spend huge sums of money to build professional studios, hire professional photographers, insist on 100% physical and live-action shooting, clearly show every detail and actual use effect of all products, and strive for the most objective and detailed introduction products, let users buy the practical, practical and practical.

Word-of-mouth center

Jumei Word-of-mouth Center is a beauty product experience exchange platform for users to share the experience. Only users who have purchased this beauty in Jumei can publish a word-of-mouth report to ensure the authenticity and fairness of the word-of-mouth report. Jumei word-of-mouth Center has a total of more than 100,000 reports from users of Jumei, and has become a reliable basis for Jumei users to choose cosmetics.

According to the survey, 53.23% of people chose the general after-sales, indicating that there is still much room for improvement in Jumei's after-sales. 70.5% of people chose Jumei as the biggest concern for product quality, and 54.47% of them chose average quality. This shows that Jumei's fake incident has a great impact on Jumei's brand image, and many people worry about product quality.

Figure 22: Jumei online shopping cosmetics
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data source: Questionnaire design, 2020

Figure 23: Jumei’s Satisfaction with the quality of cosmetics purchased online
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Figure 24: After-sales service satisfaction of Jumei’s
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Assessment of the implication of Jumei
Success factors in the establishment of Jumei brand image

Using CEO influence

According to (Sirgy, 1982 ) can know that the personality charm of the leader can enhance the reputation and reputation of the company. The influence of leaders greatly helps companies to establish a brand image and make customers have a good impression of the company.

Jumei's CEO, Chen Ou, graduated from Nanyang Technological University and obtained a Master of Business Administration from Stanford University. He earned the first bucket of gold in his life through online game during his university years, and the second venture is Jumei. According to (Shang, 2018) can know that Chen Ou, who has a high educational background and rich entrepreneurial experience, can easily cause people's curiosity and attention. In 2011, Chen Ou personally starred in Jumei's one-minute advertising promotional video, and chose to put it in the "Happy Camp" of Hunan TV high-profile. As soon as the advertisement was broadcast, it caused a dramatic reaction. Appeared smoothly in front of hundreds of millions of viewers, and became a hit. As a celebrity entrepreneur, Chen Ou has brought word-of-mouth discussions with hundreds of millions of people. Studies have shown that the influence of the sender of the message depends on his professionalism, reliability and his popularity. The choice of Jumei is personally endorsed by the CEO of the mall, and it is more persuasive. The young and handsome image of the CEO is in line with the image of Jumei. Jumei did not choose any advertising company to cooperate. Instead, Chen Ou led some people to plan marketing strategies, then determined the content of the advertising film, and finally found a film production company to produce commercials and put them into TV commercials. Establishing Jumei  brand is a producer image that delivers positive energy.

Focus on corporate culture construction

According to (Schultz and Cage, 2004) can know that “brand culture means establishing a distinctive brand positioning by giving the brand a profound and rich cultural connotation,” and making full use of various strong internal and external communication channels to form a consumer's high spiritual recognition of the brand and creating brand beliefs. Form a strong brand loyalty.

Jumei is committed to creating a pre-emptive brand personality and strictly requires brand partners. Excellent team and marketing team with innovative ability, high brand awareness and reputation, and good promotion and promotion ability. The brands of Jumei cooperated with Sohu, Hunan TV, Travel TV, etc., and jointly created classic cases. For example, Jumei and CCTV “Buy Fashion” column interact online to provide women with Jumei Beauty Fund. With the high ratings, "Buy Fashion" has enhanced the popularity of Jumei's products, enabling advertising consumers to get closer to Jumei, familiar with Jumei, and experience and purchase fashion programs. The interaction won the surprise gift from Jumei.

Jumei has developed rapidly with its unique business model and has been recognized by the industry and the attention of consumers. Since its establishment, Jumei has received a lot of attention from the media and has been reported by many channels of CCTV. In August 2010, the China Internet Society awarded the A-level credit certification of Jumei. Later, Jumei was awarded the most popular group buying website in 2010, and other awards. Corporate honor that has been worn many times has established a good corporate image for Jumei. The good corporate image helps Jumei to gain the recognition and trust of the mass consumers and cultivate a loyal consumer group. The spokesperson of Jumei is the idol Han Geng, young and handsome temperament, the courage and self-confidence displayed on the way, and the image of a positive spokesperson. Later, Jumei's CEO Chen Ou personally acted as the spokesperson for the mall. The commercials that were filmed resonated with the young people after 80 and 90, successfully shaping the image of young and promising, confident and courageous. Established a positive and positive image, which is conducive to the follow-up development of Jumei.

Pay attention to advertising

Through advertising and marketing, enterprises promote and promote products, promote direct purchases by consumers, expand sales of products, and enhance the visibility, reputation and influence of enterprises.

The widely disseminated information must cover several aspects: taboo, unusual, novel, interesting, noteworthy, secret. According to (Hughes, 2006) can know that Jumei has just adopted the unusual, novel, interesting and attention-grabbing content to attract consumers' attention and create the focus of word-of-mouth communication. Advertising is of great help to the brand image of Jumei. In 2012, the inspirational blockbuster of Jumei. "You only smell my perfume, but I don't see my sweat. You deny my present, I decide my future! You laugh at me, I have nothing, I don't deserve to love, I pity you always wait. You can despise us. Young, we will prove who this is. The dream is destined to be alone, there is no doubt and ridicule on the road, but what about it? Even if it is bruised, it must live beautifully." The commercials are very exciting. First, take beauty as the starting point and add Han Geng’s star benefits. Secondly, taking the attitude of the contemporary young people at the point of convergence, it will resonate with the group after the 80s and 90s. Finally, in a unique and innovative way, with a young man to symbolize the beauty of the United States, facing the loneliness and hardships along the way, with a brave and confident attitude to face everything and continue, full of inspirational color. The image and novel effects of word-of-mouth are more obvious. The advertisement has successfully created a positive corporate image of Jumei, which has enhanced the visibility of the company.

 Selected word-of-mouth communication channels

Word-of-mouth information needs to be communicated to the audience through certain channels. There are two main channels for transmitting word-of-mouth information: one is an attractive general consumer, and the other is an influential opinion leader.

Consumers are defined as people who buy and use products to meet their needs and desires. Consumers are free communicators of enterprises. After purchasing or using products (or services), they spread their feelings through personal relationships. Interpersonal networks are mostly for family, friends and colleagues. Among them, the distance of the relationship directly affects the acceptance and credibility of information dissemination.

According to (McCarthy, 1960) can know that Consumers can be divided into purchasing and potential buyers. For potential buyers, the purchasers in the network of people are more convincing. For enterprises, they should regard the purchasers as word-of-mouth communicators, let them actively spread the word-of-mouth information of enterprises, and use effective marketing methods to set up the information of word-of-mouth communication for them to spread to potential consumers.

First, opinion leaders work as communicators, and must be good at communicating and communicating widely, so as to have frequent access to the media and access to more sources of information. Schultz, Tannenbaum and Lauterborn, (2006) has said that opinion leaders should be good at thinking. Dare to accept new things, and have the ability to innovate. Secondly, after defining the characteristics of the opinion leader group, Jumei should take measures to get the approval of the opinion leader, and launch some specific marketing activities for the opinion leader to make it cooperate with the positive word-of-mouth information dissemination. Opinion leaders word-of-mouth information is more influential and credible. So spreading word of mouth information through opinion leaders can have a more pronounced effect. A total of more than 100,000 word-of-mouth reports have been received from users, and consumer word-of-mouth reports have become a reliable basis for consumers to choose to buy cosmetics. Makeup bloggers often recommend new network red cosmetics will also have more consumers to buy. Jumei has established a good brand image of Jumei with the reputation of consumers. 

Locking word-of-mouth communication objects
Companies must adopt different marketing strategies according to different target audiences. Companies also need to launch different word-of-mouth marketing activities for different consumers to improve the efficiency of word-of-mouth marketing. Consumers can be divided into purchased consumers and potential consumers. The object of word-of-mouth communication of enterprises is purchased consumers. The purpose is to turn purchased consumers into loyal consumers. The word-of-mouth communication objects of enterprises can also be potential consumers, in order to acquire more consumers. The object of word-of-mouth communication is the target consumer group of the enterprise. Word-of-mouth information spreads among the target consumer groups in order to enhance the company's visibility and gain more consumers. The word-of-mouth communication target of Jumei is locked into a female group of 21 to 30 years old who uses cosmetics frequently. Both purchased and potential consumers are the target of word-of-mouth communication. In response to the consumer psychology of women of this age, Jumei has launched the demand for female groups such as genuine guarantee, buy two packs, unconditional refund after 30 days of demolition, and 0 yuan draw, which not only eliminates women's economic worries, It also offers a range of promotions. Besides, Jumei has a word-of-mouth center, which provides information feedback for purchased users and provides information sources for potential consumers. Established the image of Jumei with low prices and good service.

Limitations of Jumei to establish brand image

The location of the mall is not clear

The purpose of brand positioning is to turn products into brands to facilitate the correct understanding of potential customers. A successful brand has a feature that connects the brand's functionality to the consumer's psychological needs in a consistent manner, and in this way accurately communicates brand positioning information to consumers.

In March 2010, Jumei appeared in the form of instant group buying network for cosmetics. Up to now, Jumei includes various types of online shopping products, cosmetics, women's shoes, home textiles, luggage, infant products and other types of products. The all-round development is the choice of many online shopping malls. Jumei has adopted this development model with the flow. In a short period of time, this change will help to increase the turnover of the mall, but in the long run, this runs counter to the initial positioning of the mall to occupy the market with cosmetics group buying websites. Marketing is the battlefield of cognition. There are two kinds of cognition, that is, consumers' understanding of products or services, and the understanding of the mall. The mall should find the perfect fit between the two and then make an accurate positioning. The so-called positioning is the comprehensive application of various marketing means, so that the target market customers can understand and correctly understand the characteristics of the company different from other competitors. As the saying goes, it is better to do the best. If you commit to giving consumers the idea of “buying cosmetics, the first choice for Jumei”, you should put all your strength into the development of the cosmetics industry.

Insufficient brand products

The number of branded merchants that Jumei  has settled in is considerable, but the types of products offered by Jumei have to be increased. Since its establishment, Jumei has been established by domestic and foreign brands, such as Estee Lauder, Ke Yanshi, Herborist, Baique Ling and other brands. A large number of brand merchants will bring more consumers to Jumei , but Jumei  website focuses on the home group today's group purchase products, the specific product categories of a certain brand products are not complete, open specific brands. The group found that the number of products labeled "grab the light" was even more than the number of products available to consumers. As a consumer, we not only hope to buy the products we want at the lowest price, but also hope that the mall can improve the types of products of the same brand and provide consumers with more choices. Most of Jumei's brands are low-end and mid-range products. There are few high-end products, and they don't have the best ideas that consumers want. Leading the brand image to the lower end can not attract consumers with high-end demand. If Jumei has a complete range of brands, there will be a better brand image.

Word-of-mouth commentary is not strong

The word-of-mouth information source on Jumei has two parts: word-of-mouth report and star recommendation. There have been thousands of word-of-mouth reports so far, and they have been well received in the word-of-mouth. But everything has two sides. A lot of positive information is helpful to enhance people's desire to buy, but lacks a certain sense of reality. The purchase behavior of mistakes cannot be eliminated. From the word-of-mouth report, consumers not only want to get good information about the product, but also pay more attention to whether the product has any adverse reactions, so that consumers can selectively purchase products suitable for their skin needs. In addition, Jumei also has a star recommendation area, He Wei, Jia Jingwen and many other stars to support the United States. There is nothing wrong with it. The influence of star benefits in Chinese economic market is huge. For the mall, enabling star benefits will help to increase the visibility of the company and the sales of goods. For the consumer, the recommendation of the star is easy to confuse the actual judgment, and it is easier to ignore the actual demand and cause economic loss. Therefore, consumers should not blindly chase stars, they should make purchase choices according to their actual situation.

Jumei has been 80% from the fierce competition of the “Hundred Regiments” to the current market share of cosmetics. The core reason is to control the resources. On the other hand, Jumei The service level of excellent products to users is also an important guarantee for their industry first. But its essence, as a B2C company, the user experience is the key to its success. The development of Jumei is so rapid that it causes a lack of internal management and corporate culture. In the past, the resignation of the vice president of Jumei and the current war of words with Le Bee Network reflected the lack of corporate culture and management physique of Jumei. At the same time, Jumei started relatively late, although it has received a lot of attention in the industry, but compared with the consumer groups, “Jumei” is an unfamiliar platform. For limited time group purchases, consumers have reservations. Obstruction. In the case of 100% authentic guarantee, the emergence of counterfeit and shoddy products also caused Jumei to lose faith in the public and eventually lost a large number of customers.

Conclusions
According survey, the advantages of Jumei in politics, economy, social environment, technology and industry competition will help reduce the brand image cost of Jumei, establish an image of integrity, and establish a brand with good quality and low price. The image, so the resulting brand effect will have a better development. In terms of threats, because there is not much advantage in the industry competition, it is better to establish a good brand image to enhance competitiveness. The concept of Jumei brand is ‘collecting beauty, the beauty of adults’. Target customers of Jumei  are young and fashionable women. In the target market, we have established a brand image that is inexpensive, honest, positive, and comfortable. The strategic approach to the establishment of brand image by Jumei has to use the hot events to spread corporate culture and TV drama marketing. Promotion methods include microbiology marketing, entertainment marketing, celebrity endorsement, CEO Chen Ou advertising, organizing events, word of mouth communication. Service is also a way to establish a brand image. The reason for the success of Jumei's brand image is to use the influence of CEO, pay attention to advertising, pay attention to corporate culture construction, select word-of-mouth communication channels, and lock the target of word-of-mouth communication. However, the establishment of the brand image of Jumei also has limited positioning of the mall, brand products are not complete, the credibility of the word-of-mouth comments is not high.

Recommendations

Establish correct market positioning

In terms of advertising, Chen’s microfilm and star promotion were in the early years. In the past few years, Jumei has invested a lot less in the beauty of cosmetics, and gradually faded out of the public's attention. Jumei  should re-emphasize the beauty business and should invest its full strength in the development of the cosmetics industry.

Product differentiation, forming its own characteristics

Beauty products of various websites are similar, nothing more than the difference of partner brands. To be different, it is necessary to differentiate products. Le Bee Net, Netease Koala Haibu have a self-operated brand, and Jumei  has almost no. In addition, Jumei  should strengthen cooperation with overseas manufacturers and strive to obtain brand agents, so that consumers can buy products that cannot be purchased by other websites on Jumei . Take advantage of the speed-free duty-free shops, provide consumers with more products, and let consumers spend less money to buy quality products.

Strengthen supervisions and improve product quality

Increase the number of supervisors, train supervisors, strengthen the professional quality, strictly control each link, go up to the procurement link, and go down to the circulation. The Industry and Commerce Bureau and the Supervisory Bureau regularly conduct sampling inspections on the products of Jumei . Once the counterfeit and shoddy products are found, they will be punished and made public, so that consumers have the right to know, so as to enhance the trust of Jumei. In addition, Jumei need to introduce technology to produce a set of anti-counterfeiting code system that can be certified by an authoritative organization, allowing consumers to check the products they purchase.
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Appendices

Appendix 1: Questionnaire

	1. How often do you shop on Jumei

	A. Basically not

	B. Occasionally

	C. General

	D. More

	E. Regular

	

	2.What is your most popular cosmetic website?

	A. Taobao

	B.Jumei

	C. JingDong

	D.VIPSHOP

	E.Little Red Book

	F.Amazon

	

	3.Through what channels did you learn about Jumei? 

	A. Online advertising 

	B. Television advertising

	C. Introduction by friends 

	D. Navigation website 

	E. Search by yourself 

	F. Other

	

	4. your biggest concern about Jumei online shopping cosmetics?

	A. network security

	 B. product quality

	C. Logistics Distribution Speed

	 D. logistics distribution costs

	

	 5. do you know the star spokesman of Jumei?

	 A. don't know

	B. Basically don't know

	C. Basically know

	D. know

	

	6.Do you know about Jumei fake?

	 A. don't know

	B. Basically don't know

	C. Basically know

	D. know

	

	7. do you think Jumei often releases hot events / news?

	 A. often

	 B. occasionally

	C. General

	 D. few

	 E. basically not

	

	8.Do you pay attention to Jumei's Weibo?

	A.Yes

	B.No

	

	9.Do you pay attention to Chen Ou's weibo?

	A.Yes

	B.No

	

	10. Have you participated in Jumei's online and offline activities?

	A. Often

	B. occasionally

	C. Basically not

	D. No

	

	11. Have you published word of mouth report?

	A. Often

	B. Occasionally

	C. Basically not

	D. No

	

	12. Are you satisfied with the service of Jumei?

	A. Very satisfied

	B. Satisfied

	C. General

	D. Not satisfied

	E. Very dissatisfied

	

	13. Can you recall Jumei's advertisement?

	A. Yes

	B. Basically OK

	C. General

	D. Basically not possible

	E. No

	

	14. Do you think Jumei is a company with a good reputation?

	A. No

	B. Basically

	C. General

	D. Basically not

	E. No

	

	15. Do you think the fake incident has affected your shopping in Jumei?

	A. Has a big impact

	B. A little impact

	C. General

	D. Little impact

	E. No impact

	

	16. Jumei's Satisfaction with the Quality of Cosmetics Purchased Online

	A. Very satisfied

	B. Satisfied

	C. General

	D. Not satisfied

	E. Very dissatisfied

	

	17. After-sales service satisfaction of Jumei's online shopping

	A. Very satisfied

	B. Satisfied

	C. General

	D. Not satisfied

	E. Very dissatisfied...

	

	18. What makes you satisfied

	A. None

	B. Commodity attributes

	C. Product search function

	D. Website payment system

	E. Logistics

	F. After sales service

	G. Website size

	H. Dispute resolution

	I. Page opening speed

	J. Other

	

	19. What aspects make you dissatisfied

	A. None

	B. Commodity attributes

	C. Product search function

	D. Website payment system

	E. Logistics

	F. After sales service

	G. Website size

	H. Dispute resolution

	I. Page opening speed

	J. Other

	

	20. your age

	A. Under 19

	B. 20-25 years old

	C. 26-30 years

	D. 30-35 years old

	E. 36-40 years old

	F. 41 years and older

	

	22. Your gender

	A. Male

	B. Female

	

	22. Your occupation

	A. Professionals (such as teachers / doctors / lawyers, etc.)

	B. Service industry staff

	C. Freelance

	D. Workers

	E. Company staff

	F. Institutions / civil servants / government workers

	G. Students

	H. Housewife

	I. Other (Businessmen)

	

	23. Your income

	A. 1000 and below

	B. 1000-3000

	C. 3000-5000

	D. 5000-10000

	E. Above 10000

	

	24. Where is your residence?

	A. Tier 1 cities

	B. Second- and third-tier cities

	C. Below Tier 2 and Tier 3 cities


Appendix 2: Jumei’s ad

[image: image26.png]IR
REMRLH

BHECHRE

RESHE LREIS IATRERS

0% 397 8B
BEfiR

JUMELCOM
=
i [7+ ]

SrATRRAIGE, AR SRRAT RO D1




[image: image27.png]REHRE
RERRREA




[image: image28.jpg]



Appendix 3: Jumei Awards

On August 19, 2010, it won the honor of "A-level Credit Enterprise" issued by China Internet Association;

On November 21, 2010, he was awarded the "Top Ten New Venture Cases of the Second China Independent Entrepreneurship Conference 2010" by 21st Century Business Herald;

In December 2010, he was awarded the "2010 China Internet Economic Forum's Most Popular Group Buying Website" by the Internet Weekly of the Chinese Academy of Sciences and the Information Research Center of the Chinese Academy of Social Sciences;

On December 10, 2010, won the "2010 China Heavy Credit Group Buying Website" honor awarded by the 2010 First Group Buying Summit;

On December 10, 2010, he was awarded the "2010 China Group Buy Website Innovation Award" by the 2010 First Group Buy Summit;

In March 2011, it was awarded the "2011 China Daily Chemical Outstanding Online Business" by the Asian Cosmetics Association, China Daily Chemical Market Research Institute, and China Daily Cosmetics Network.

On March 15, 2011, won the honor of "Integrity Promotion Alliance Member Unit" jointly awarded by China Internet Association and Network Integrity Promotion Alliance;

In November 2012, he was shortlisted in the Effie Award for "Best Creative Marketing Award" for creative subway advertising. Industry veterans said that unlike other e-commerce companies, they simply cover the main subways, bus lines, major interchange points, and outdoor advertisements in first-tier cities simply and rudely. Jumei ’s subway package column showcase advertising is a marketing promotion in the industry. Very bold and innovative attempt;

On December 19, 2012, at the Global Entrepreneur Innovation Festival, Jumei won the "Marketing Innovation Award of the Year" in the case of "CEO Marketing";

In December 2013, I won Sogou URL Navigation 2013 My Favorite Website.
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Appendix 4:Star Jumei Event 

As early as a year ago, Jumei put a lot of star advertisements on TV and subway to warm up the 301 store celebrations. The most recent and best-known entertainment with the stars is Jumei ’s constant desire to convey to consumers. Prior to the ceremony, Chen Ou continued to attend variety events such as the Happy Base Camp for the store celebration and the ceremony, and also warmed up through his Weibo with 30 million fans. On the same day, Chen Ou also broadcasted the live event on Weibo and combined the attention of fans with Jumeidian Qing by sending red envelopes and pushed the party to the climax.

In addition to watching live broadcasts and Weibo fans, consumers who shopped at Jumei that day may also receive Easter eggs and surprises. Jumei Liu, senior vice president of Jumei, said that while shopping on TV, advertising, Weibo, and e-commerce platforms has become the current trend, Jumei ’s initiative is to make star fans scream while shopping with idols. The most entertaining way to drive e-commerce, the most Internet way to play entertainment, this entertainment ceremony for the success of Jumei value economic success.
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In fact, this evening party incorporated Chen Ou's many thoughts on "value economy". He believes: Jumei doesn't stop at e-commerce. In the future layout, e-commerce is only a small piece of Jumei, it is just a way of service and value realization. Jumei will open up more new businesses, integrate various resources such as film, television, celebrities, and content to create influence, rely on influence to bring traffic and users, and create China's most influential value economy company within three years. Playing entertainment and playing cross-border, Jumei has been on the road since its inception. In 2015, Jumei vigorously entered the entertainment film and television culture. First, it appointed Su Mang, president of the Fashion Group, as the sole director, and later participated in various variety shows such as "Acceleration of All Members", "First Grade" and "Happy Camp". Chen Ou circle fans are numerous. Recently, Jumei launched the concept of "Jumei Ju Fashion" in a high profile, announced the establishment of Jumei Film, a film and television company, and completed the first step in the transformation of "Fashion Entertainment Media + E-commerce". Chen Ou said that in the future, Jumei will interact with the fashion and entertainment circle with greater efforts to jointly create content and topics.

In the current situation that e-commerce is extremely hungry for traffic and new customers, Jumei has been actively opening new businesses in search of breakthroughs. Jumei's financial report for the last quarter shows that under a series of aggressive promotion methods, Jumei has achieved the highest peak of new customers since its establishment. Taking the evening party as an example, cross-border cooperation in entertainment marketing will bring more topics and audience participation to enterprises.


