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FN‘IM m Ilom Ended
For the Year Ended T
2018 2019 m
HME HME uss RMD HME Us!
iin thousands, except for share amounts and per share data)
Summary Consolidated Staterments of
Operations and Summary Consolidated
Statements of Comprehensive Income
(Loss):
Totad net revenues 635,318 440,443 1.608.930 m 481,850
Totad cost of revenues (232,073) i (182 520) {BTT 581) iR {178,001}
Gross profil 403,243 1,827,658 283,014 1,211,348 2,083,015 303,848
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aanges (300,331) 11.251.270) (184, 292) (04 008) (2,033,752 (200.530)
Gienarsl and sdminisrative sxpantes(1) (43.315) (209.326) 30,8300 (137.443) (B56.843) 1126.199)
Reswarch and developmant expenies 2.841) (23,178) (3.414) {8,748) (40,602} (8.024)
Total operating expenses {436,55T) (1,783,807} (282.739) 11,138,085) (3.211.8M) {4T3,083)
ncome (loss] from operations 313314y 4316 A7 12,204 11,148.815) 1169,200)
Income (1088) before INCome tax expenses 136,114) 147,33 n,ri 1,809 11,148 588) 1169,168)
InCome tis gxpenies {4.010) (71,078} (10801} (42 B68) (& £2%) {1.270)
Net income (loss) _ 40aM) 75358 11101 29,143 (1.157.211) {170,438)
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Marketing Strategy for D2C Cosmetic Brands to Cross the
Chasm:
Developing Small-Mass Market by KOL and KOC

EN Fukuyuki, GUO Wenhui

Abstract

In Diffusion of Innovations (1962), Everett Rogers introduces 5 categories, innovators, early adopters,
early majority, late majority, and laggards, defined as the degree to which an individual adopts a new
idea.

In Crossing the Chasm (1991), Geoffrey A. Moore follows the five customer categories of innovator
theory and find the most important issue in introducing high-tech products to the market is to overcome
the deep chasm between initial market, composed of a small number of visionaries and the mainstream
market, composed of many utilitarians. M. Baba (2015) shows that it is necessary to overcome the
chasm to capture the mainstream market even in the fashion industry and proposes a second brand
strategy by brand expansion.

In this paper we can find that, in order for D2C (Direct to Consumer) cosmetics brands, which are
newly entering the market by making full use of their original world view and technology, to overcome
the chasm, they must understand the small-mass structure of the mainstream market and let KOL (Key
opinion Leader) and KOC (Key opinion Consumer) to form a fan community, enhance sympathy, trust,

and customer experience, and carry out the value co-creation between brand and consumers.

Keywords: innovator theory, chasm theory, small mass strategy, cosmetics, D2C (Direct to Consumer),

KOL (Key Opinion Leader), KOC (Key Opinion Consumer)





