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Abstract

With the continuous expansion of the Chinese cosmetics market, domestic
cosmetics brands have gradually risen in competition and are showing a trend of
catching up with, and even surpassing, international brands. This study aims to
explore how domestic brands can improve their market competitive position in the
era of online channels, through their own brand strategies and leveraging external
environmental factors. It also seeks to uncover the key influencing factors and
mechanisms behind the consumer behavior shift from international to domestic
cosmetics brands.

In the literature review section, this study systematically examines relevant
literature on the development of domestic brands, clarifying the unique paths
domestic brands take in brand building, market competition, and -cultural
adaptability. This provides the foundation for analyzing their performance during
the rise of the digital economy and online markets. Furthermore, the study conducts
a comprehensive literature review on brand-related theories, such as brand
legitimacy, brand communication, and consumer relationships, as well as the impact
of consumers’ prior knowledge and scientific literacy on brand perception. These
theoretical frameworks offer important theoretical foundations for analyzing the
mechanism of consumer brand behavior migration.

In terms of research methodology, this study combines case analysis with
survey research. The case analysis focuses on the domestic skincare brand Proya as
the main research object, complemented by the raw material brand Huaxi Bio and
the cosmetics brand Huaxizi. Through a multi-case comparative analysis, the study
reveals the key driving factors of the success of domestic brands, with a particular
emphasis on the big product strategy adopted by domestic cosmetics brands. The
research finds that domestic brands, through the big product strategy, focus on core
products in product development, and leverage digital communication in marketing
to simultaneously enhance product sales and brand awareness. In particular, under

il



the backdrop of increasing consumer prior knowledge, scientific literacy, and
demand for recognition of Chinese traditional culture, domestic brands have gained
competitive advantages in brand communication by strengthening local cultural
elements, improving product development and iteration capabilities, and
establishing better communication mechanisms with domestic consumers.

In the survey research section, this study constructs a consumer behavior
migration model from international brands to domestic brands based on the push-
pull theory. The model, combining the conclusions of the literature review and case
analysis, defines push factors as consumer dissatisfaction with the performance of
international brands (e.g., high pricing strategies, lack of localization in brand
communication, and insufficient cultural relevance in communication content),
while pull factors are defined as consumers’positive perceptions of domestic brands
in terms of functional utility, information satisfaction, and cultural identity.
Additionally, industry legitimacy, national product awareness, and consumer prior
knowledge are introduced as external moderating variables, further analyzing their
enhancing effect on pull factors. Through structural equation modeling, the study
finds that negative consumer evaluations of international brands’pricing,
communication content, and brand communication significantly drive the migration
of brand choice behavior. On the other hand, the advantages of domestic brands in
terms of functionality, cultural relevance, and effective information dissemination
become key factors in attracting consumers. Moreover, industry legitimacy and
national product awareness significantly enhance consumer recognition of domestic
brands, while the increase in consumer prior knowledge and scientific literacy
further reduces the psychological resistance to brand switching and strengthens
consumer acceptance of domestic brands.

The results of this study reveal how domestic cosmetics brands have gradually
established consumer acceptance and recognition through superior products and
communication strategies, leveraging favorable external factors in the competition
within the Chinese cosmetics market. Against the backdrop of an increasingly

diverse market competition landscape, this study provides strategic directions for
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the further development of domestic brands, particularly in the context of the digital
economy, offering insights into how domestic brands can seize development
opportunities in a highly competitive market alongside international brands.

The theoretical contribution of this study lies in supplementing and expanding
the applicable scenarios of theories such as brand legitimacy and consumer prior
knowledge in consumer behavior research, and further validating the dynamic
mechanism of the push-pull theory in consumer brand behavior migration through
survey research. The findings provide empirical support for market strategies and
consumer behavior forecasting in the cosmetics industry, and offer theoretical and
practical references for the internationalization exploration of domestic brands.

Keywords: Domestic Cosmetics Brands, Brand Legitimacy, Push-Pull Theory,

Consumer Behavior Migration, Structural Equation Modeling
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