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Abstract

In the digital era, the ability to convert online traffic into actual purchases has
become a critical factor determining the success of brands in cross-border
e-commerce. For luxury beauty brands, effective digital marketing strategies are
essential not only for attracting online attention but also for transforming consumer
interest into real purchasing behavior.

Therefore, this study adopts the concept of “from traffic to conversion” to
analyze the effectiveness of digital marketing strategies employed by luxury beauty
brands in cross-border e-commerce environments. The study uses the eye-care product
“Dior Capture Totale Super Potent Eye Serum” from Dior as a case study to examine
how digital marketing strategies enhance traffic conversion efficiency and strengthen
market competitiveness.

The main objective of this research is to analyze consumer behavior, marketing
challenges, and distribution channel structures in the eye-care market in Taiwan and
further evaluate the marketing performance and development potential of luxury
beauty brands within cross-border e-commerce and digital marketing environments.
The research methodology begins with secondary data collection to examine industry
trends and competitive dynamics within the luxury beauty sector. In addition, SWOT
and TOWS analytical frameworks are applied to identify the internal and external
competitive factors influencing the product.

Furthermore, this study conducts an online questionnaire survey using Google
Forms, collecting a total of 90 valid responses to analyze consumers’ eye cream usage
behavior, purchasing motivations, price acceptance levels, and information sources. In
addition, digital marketing data from Meta Ads Manager and Google Analytics 4 are
integrated to examine differences in website traffic, click-through rates, conversion
rates, and return on advertising spend (ROAS) across various advertising strategies,
thereby evaluating digital marketing effectiveness in cross-border e-commerce.

The findings reveal that the eye-care market is becoming increasingly younger
and more function-oriented. Consumers place particular emphasis on product efficacy,
gentle formulations, and compatibility with pre-makeup skincare routines. Dior
differentiates its product through a 3D elastic massaging applicator design,
high-performance yet gentle ingredients, and a product positioning that combines
skincare with pre-makeup preparation, thereby enhancing user experience and
consumer acceptance. Moreover, the analysis indicates that when advertising creatives,
audience targeting, and landing page content are highly aligned, conversion rates and
advertising return on investment can be significantly improved.

In conclusion, this study suggests that in the rapidly evolving cross-border
e-commerce environment, luxury beauty brands can enhance overall marketing
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performance by strengthening data-driven digital marketing strategies, improving the
integration between traffic acquisition and conversion mechanisms, and developing
personalized marketing experiences across multiple channels.

Keyword :

Luxury Beauty Brands
Cross-border E-commerce
Digital Marketing

Traffic Conversion
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