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Abstract

The qualitative research on Customer Exper-
ience Management Strategies of Cosmetics is aimed
to study (1) The customer experience manage-
ment strategies in direct sale and counter sale;
(2) Problems and obstacles in customer experience
management ; (3) The customers’ responsiveness
of the customer experience management strategies
and activities in the cosmetics business. The five
brand samples of our in-depth interview were
Giffarine, Aviance, SKII, Lancome, and Elizabeth
Arden. The two focus groups discussion (6 people
/group) were 25-40 years old females (1) direct

sale and (2) counter sale users.

The research discloses that :

1. The cosmetics business, both direct and
counter sale, have the same approach to building
the customers’ experience in two ways: One was
physical ‘experience ‘management; the other was
emotional experience management. They also have
the same contact points in two ways, which are the
face-to-face customer interface and the personal-
but-distant customer interface. The difference is that
direct sale focuses on the electronic customer

interface more than the counter sale.

2. There were two common factors of
management problems: 1) Employees: errors in
communication and under-standards in their
service; 2) Customers: the customer database is not
being updated. These problems could be solved by

1) disclosing information and training for the



employee that will help that employee to feel a part
of branding and 2) ensure customers’ profiles are

updated.

3. According to the customers’ responsiveness,
the direct sale customers have more awareness from
the electronic customer interface and have more
brand loyalty than the counter sale customers because
of trust and benefit. The counter sale customers
will change their minds to another brand if they
trust the information through printing media, word
of mouth, and marketing activities especially
trials. Moreover, the factors that make a.good
experience and repeat purchases for/all customers
are (1) The product (2) The seryicg-and (3) The

marketing activities.

Keyword: Customer Experience / Cosinetic
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