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Analysis on Development Model of China Time-honored Brand
Cosmetics Company XieFuchun

‘A* %Bﬁﬁ o ZS'D E* E_ﬁ***** 7'3}-%*****

I [== iy

AT

JingYi Xu*, AnNa Zou**, MyeongCheol Choi***, ChuiJie Meng****,
HannEarl Kim****%*

2 O Boxste(EF oA GAE AU AF, 7% B Ansg slelE, 23 AT P95 ge 9
S 23 glom, Asdon AWl 4% WHe YAT HALE ons. A¥ Gezsor Wisw 3
A, AF gozstot Az 97l Austn glom, T ATk ASE g A9PAS WEske] A&
0L 9l wetn otk A4 BTN ehozstod W AT WS FESlG, B ATE 2% HFEL
= ANFE@IADS A, A, A4S BAGT ATAN, ANFEE FF el AF Agoms, AF
B8 ASH AZ/WS Jov, AA 4FE AT AHEL F4500 ek 5-Forces RAS FEato] Ao F
o AAYe BA8I, dezste el uE AT BARDe ANtk

FRO ;. AFE glexsle, T 34FE 7|9, 5-Forces €

Abstract Time-honored Brand refers to a product, technology or service with a long history, and refers to a
brand that has a traditional Chinese cultural background and deep historical heritage, and has been socially
recognized and has formed an excellent reputation. Some Time-honored Brand are developing, but some
Time-honored Brand are facing a crisis of survival, and the Chinese government and society are announcing
various support policies to strive for continued development. Currently, there is a lack of research on
Time-honored Brand in Korea, so this study analyzed the history, current status, and competitiveness of the
Chinese cosmetics brand XieFuchun. As a result of the research, XieFuchun is the first cosmetics company in
China, has manufacturing techniques inherited from traditional culture, and currently maintains a significant
market share. XieFuchun's competitiveness was analyzed using the 5-Forces model, and implications and
development models for Time-honored Brand enterprises were presented.
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Figure 3. Production volume of cosmetics in China from 2016
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