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Abstract 

 
QIÁ O: Business of Cosmetic face sheet mask in Central Chile 

By 

Alejandro Andrés Barrios Herrera 

 

This business plan provides the strategic analysis and a feasibility study for founding a company 

which will provide facial care to Chilean women primarily via a heretofore unused channel: 

beauty salons.  The goal of the company is to provide said product through a format that is 

fairly innovative for the average Chilean consumer. Our portfolio will initially be based on 

100% Taiwanese products containing traditional and new active ingredients that meet the skin 

care needs of Chilean women: moisturizing, nourishing, and anti-aging. 

Skin and hair care is a major part of the essence and culture of the overwhelming majority of 

Chilean woman. As it is surrounded by natural barriers such as the Atacama Desert, the Andes 

mountains, the Pacific Ocean, and the South Pole, Chile is somewhat isolated from other Latin 

American countries. The diversity of climates within the country attracted the arrival of 

immigrants from Europe. This mixture of races added to the local population and ethnicity has 

outlined a new character in Chilean women. The mentioned diversity of climates, in some cases 

different from other countries from the continent, has caused Chilean women to develop unique 

consumer behavior patterns for cosmetic products as opposed to the rest of the hemisphere. 

The economic integration of Chile with Asia-Pacific has long facilitated the arrival and 

acceptance of products beyond high-tech innovations. In this context, our company aims to be 

the leader in providing face sheet mask utilizing ingredients sourced in Asia and/or Chile. 

Keywords: Sheet masks, Taiwan, Chile, Face care, Cosmetics, Retail.  
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Executive Summary 

 

QIÁ O is a family business founded by three partners, whose purpose is the import and 

distribution of a select group of cosmetic paper masks manufactured by different Taiwanese 

producers. We aim to position these innovative and scarcely known products, through 

distribution in the Metropolitan Region and Valparaiso Region in Central Chile. 

 

The business plan lies on a simple strategy of developing long-term relationship with Taiwanese 

cosmetic producers in a scenario of dynamism, Taiwanese state support, facilitation of their 

technical processes, as well as environment for the businesses facing that industry. Moreover, 

the strategy is also based on the knowledge of the Taiwanese cosmetic industry by one the 

founders of QIÁ O, who for two years has known some of the industry players in that market, 

as well as its distribution channels. This has allowed QIÁ O to select the products that approach 

the need of our market, that is, the hardworking Chilean women from 25 to 70 years living in 

cities of central Chile. 

QIÁ O seeks to position in Chile the aforementioned masks while providing a solution for our 

customer segment. This solution incorporates technology and trend at a lower price compared  

to European face creams, currently facing a limited and incipient competition with arrival of 

sheet cosmetic masks from Korea focused on the segment of women between 20 and 30 years 

old, lovers of Korean culture. 

Our difference and uniqueness with other wholesalers of face care products is based on a 

channel-based business model that the company initially used, which is mainly composed of 

hairdressers and beauty salons that do not offer some cosmetic treatment for face care. This will 

materialize both through the sale of the masks and by applying the masks in those points of sale, 

located in some communes of the Región Metropolitana and in some cities of the Valparaíso 

Region, mainly Province of San Antonio. From the second year, our company will be entering 

partially to retail, through a counter in a shopping center in the city mentioned above. This 

channel will be used with the idea of positioning more product recognition in the end consumer 

and pushing promotion of sales and the brand present in our point of sales. 
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Our company plans in the third year to cover 30% more beauty salons in the Metropolitan 

Region and a strong entrance in the cities of Valparaiso and Viña del Mar, located in the 

Valparaíso Region. 

This is the origin of QIÁ O... 
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1. Company Overview 

 

As a man, in general I was not very familiar with the subject of the cosmetic industry.  However, 

when working in a state-owned agency linked to the trade policy of my country, I learned the 

peculiarities of many industries. During the last six years of my working life (prior to beginning 

IMBA), a colleague with whom I shared an office had been Product Manager of Exports related 

to the textile and cosmetics sector in Chile. From her, I received on-going information about 

the cosmetic industry, as well as its history and market dynamics in Chile. One such anecdote 

concerned a Chilean company, which ordered cosmetic face sheet masks from a manufacturer 

in Korea. 

 

In parallel, my sister, one of the founders of QIÁ O, set up a local business of female clothing 

that complement the cosmetic business.  Although her startup ended in 2019, it gave her vision 

and feedback on the interests and needs of women from the Chilean central coast about 

complementary industries such as cosmetics.  While studying in Taiwan, I could appreciate the 

size of the market and learned face sheet masks were popular among women in a fairly wide 

variety of demographics. Later, I met several stakeholders from within the cosmetic industry. 

This is how QIÁ O is born. 

 

QIÁ O will be an importer, wholesaler, and limited retailer of Taiwanese cosmetic products in 

the Chilean market. During the first year, the company will limit its operations to wholesaling 

face sheet masks in central Chile. QIÁ O will arrive to the Chilean market with a delineated list 

of cosmetic face sheet masks. The proposed products have been chosen by considering the 

experience of one of the founders, living in Taiwán while knowing different sector actors, 

including officials from the Taiwanese Government, manufacturers and trade associations 

representatives. Based upon personal knowledge of the preferences of women in central Chile 

regarding cosmetics, and vis-a-vis the current lack of face sheet mask in the Chilean market, 

the founders of this startup are convinced that face sheet masks represent a significant business 

opportunity within the broader Chilean cosmetics sector. These factors motivated us to create 

QIÁ O. 
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Face sheet masks are suitable to provide skin care to women, who divide time between social, 

house related, and working activities. Nevertheless, they can take advantage of these products 

not only by using them at home but at the hair salon while receiving another treatment. The 

products will be distributed in hairdressers and beauty salons which currently do not provide 

facial cosmetic treatment in Santiago de Chile and the Valparaíso Region. At the same time, 

beginning in the second year, we will directly sell the products in a retail store located in a 

shopping center in San Antonio, the main commercial port of Chile. 

 

1.1. Our Mission 

Provide skincare to Chilean women, connecting them with the culture, tradition, and innovation 

of other latitudes. 

 

1.2. Our Vision 

Become leaders in distributing face care products of Asian origin in Chile for women at 

different ages by selecting quality products and offering constant advice to our clients. 

 

1.3. Our Values 

Innovation   A different product base in innovation provided by a different service. 

Quality service   Sell cosmetic face sheet mask, originated in Asia, and distributed through 

hair salons. Our added value is providing a counseling service, either through our direct staff 

or through our distribution channels. 

Safety   Feel free to use authorized products that fit with the skin needs of most of the Chilean 

population by meeting all regulations involved with cosmetic import and distribution in Chile. 

 

1.4. Our Goal 

The leader in importing face care cosmetic products from Asia while satisfying the needs of 

Chilean women. 
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1.5. Our Objectives 

 Provide the most beneficial and innovative active ingredients in Taiwanese masks 

adaptable to the needs of Chilean women. 

 Being the leading provider of the cosmetic face sheet mask in Chile, adding at least two 

different types of masks every year to our product portfolio. 

 Achieve profitability after the third year of operation. 

 By year three, expand the initial market to the rest of the Region of Valparaíso and 

preliminary cities of another region (e.g., La Serena, Rancagua, and/or Concepción).  

 

 

1.6. Our Company Logo 

 

 

Figure 1- Logo 

 

1.7.  Company Ownership 

 

QIÁ O, as a family business, will be established as a Limited Liability Company (LLC) 

according to Chilean laws (Sociedad de Responsabilidad Limitada). The law does not require 

a minimum amount of capital to form a company. However, it does require that a firm be 

comprised of between 2 and 50 members.  

To create a company in Chile there are two systems: the traditional route and the new alternative 

method. The traditional method involves five stages and using it can take some months to allow 

the founding of a company. On the other hand, the new method, known as “your company in 

one day" (Tu empresa en un Día) allows you to create, modify, and terminate a company in just 
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one day.1 In this case, the company will be founded with the new simplified method in just one 

day. 

The proposed limited liability company will consist of the equal contributions of three partners: 

Alejandro Barrios H., Verónica Barrios H., and Javiera Seguel Barrios. 

  

                                                      
1 LEY-20659 08-FEB-2013 Ministerio de Economía, Fomento y Turismo, Subsecretaría de Economía y Empresas 

de Menor Tamaño. (2013). Ley Chile - Biblioteca Del Congreso Nacional. Retrieved from:  

https://www.leychile.cl/Navegar?idNorma=1048718 

 

 

https://www.leychile.cl/Navegar?idNorma=1048718
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2. Market and Situational Analysis 

This chapter includes a description of the global cosmetic market principally designed to focus 

on the skincare segment. It also contains a brief analysis of the Chilean cosmetic market and 

the Taiwanese sheet mask industry. Lastly, an external analysis of the industry is included. 

 

2.1. Global Market and Tendencies 

Cosmetics refers to products applied externally to the human body, teeth, or mucous membranes 

of the oral cavity, and used to moisturize hair and skin, stimulate the sense of smell, address 

body odors, change appearance, or cleanse the body. The segments that comprise this industry 

are skin care (including sun care), hair care, make up and color cosmetics, perfumes and 

fragrances, as well as hygiene and vanity.  The international cosmetic, beauty and personal care 

market grew by 5.5% in 2018, achieving total revenue of USD 420 billion. However, the figure 

announced in 2018 was expected to reach USD 716.63 billion by 2025.2 

Skincare is the most active sector within the cosmetics industry, comprising 32.03% during 

2018. Determinant factors may include: population aging driving increased concerns about 

physical appearance, which in turn contributed to growth within the cosmetic market; increases 

in per capita income; and, innovation in terms of more effective anti-aging and UV protection 

products.  All of the aforementioned cosmetic market segments include inorganic, organic as 

well as vegan sub-segments; with the vegan segment experiencing the largest gains in growth. 

Notwithstanding the foregoing, this business plan is not limited to an attempt to delineate the 

segments which comprise the cosmetics market.  Instead, it is focused on the sheet mask 

market in order to analyze an eventual business opportunity in central Chile. 

In terms of a geographic breakdown of the international cosmetics market, the Asia Pacific 

region experienced the largest amount of growth during 2018, generating USD 160.32 billion 

in revenues. This market share is explained by various factors, to include: population increases, 

increasing internet connection and smartphone use, as well as significant increases in demand 

for natural and organic products. North America placed second in terms of market share, a result 

                                                      
2 Statista. (2020). Cosmetic Industry Worldwide. Retrieved from: https://www.statista.com. 
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which can largely be explained by the presence of several major market players being 

headquartered within said region of the globe. 

The skincare segment includes five major categories: body care, depilatory, facial care, hand 

care and makeup remover. The facial care market – which, incidentally, comprises the primary 

focus of this plan – generated US$103.8 trillion in revenues during 2018; a figure which 

represented 81.2% of the broader skincare segment. 3   This factor makes facial care an 

especially promising market capable of supporting the entry of innovative products, such as 

facial sheet masks, into economies such as Chile which have yet to be exposed to sustained and 

highly-focused marketing efforts.  

 

2.2. Categories  

Face masks are a subcategory of the facial care market. Face masks are products which work 

by delivering active ingredients to the skin by creating a barrier between the skin and the 

surrounding air. Sheet masks are face-shaped sheet fabrics which are soaked with a nutrition-

packed solution called serum. Sheets are made of various materials such as paper, fibers or gel. 

Sheet masks can only be used once. Therefore, they are individually-packaged for fast, 

convenient, and easy use. 

There are many formats for facemasks, including: sheets, gels, creams, clay, scrubs, serums, 

essential oils, balms, powders (compacts, pressed and baked) and oils. The primary focus of the 

present business plan is the face sheet mask. They are a very popular product in Asia.  One of 

the proposed firm’s founders has met with several sector actors, including Ministry of Economic 

Affairs officials from the Biotechnology and Pharmaceutical Industries Promotion Office 

(BPIPO), the Development Center for Biotechnology (DCB), sheet mask manufacturers and 

trade-association representatives. 

 

2.3. Taiwanese cosmetic market and industry 

The Taiwanese cosmetics industry has had greater dynamism since 2008, when the Ministry of 

                                                      
3  Marketline. (2019). MarketLine Industry Profile Global Skincare. MarketLine. Retrieved from: 

https://marketline.com/ 

 

https://marketline.com/
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Economic Affairs (via its Industrial Development Bureau) launched a voluntary manufacturing 

verification system. Since the introduction of this system, many foreign companies carry 

contract through OEM and ODM mode. According to information provided by the Industrial 

Technology Research Institute (ITRI), the Cosmetic Health and Safety Management Law was 

improved. Said new legislation introduced in May 2018 paves the way for the implementation 

of good practice guidelines within the Taiwanese cosmetics industry. Additionally, the new set 

of regulations includes higher amounts of fine for failure to comply. However, penalties in terms 

of jail time were not increase.  The legislation is expected to ensure Taiwanese manufacturing 

within this sector is in alignment with international standards for the cosmetic industry.  

As of 4Q2019, Taiwan had 1073 cosmetic factories. These operations are primarily located in 

New Taipei, Kaohsiung, Taichung, Tainan, and Taoyuan. 80% of Taiwan's cosmetics industry 

is comprised of small and medium-sized enterprises employing fewer than 50 workers. 

However, it should be noted that market growth has attracted both new and foreign investors, 

who are interested in setting up operations in Taiwan. 

In Taiwan there is a preference for foreign cosmetic products. Evidence of this includes a 

negative trade balance in the cosmetic industry. In terms of 2019 imports, the main suppliers of 

cosmetics to Taiwan were Japan, France, United States and the PRC. 

According to the Taiwan External Trade Development Council (TAITA), exports were 

primarily made to Asian countries, in addition to the United States. The following table 1 

shoOws the leading importers of Taiwanese cosmetics. 

Good Housekeeping and Elle magazine published major studies about face sheet mask and 

tendencies in May 2020.  Therefore, sheet masks are clearly a major trend. Allied Market 

Research indicates that the global market is highly significant ($206 million). The key players 

operating in the global sheet face mask industry include BioRepublic SkinCare, ES Cosmetics, 

Estee Lauder Companies Inc., Innisfree Corporation, Kracie Holdings, Ltd., L’Oreal, Lancôme 

Paris, Sephora Inc., The Face Shop and Tonymoly Co Ltd. Other key players operating in the 

sheet mask value chain are Amorepacific Corporation, Bio Natural Inc., Boss Biological 

Technique Ltd., Decleor Paris, Erno Laszlo, It's Skin, Luxaderme, Orgaid, Star Skin Beauty 
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Group AG, and Starskin, Yunos Co. Ltd. 4  KBV projects $1.4 billion in growth.5  Studies do 

not specifically address Chilean figures. 

 

Table 1 - Leading Export markets for Taiwanese cosmetics  

Values in NT1000 

 

. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: Own elaboration based on information provided by ITRI and TAITRA 

 

 

Taiwanese cosmetic market corresponds to NT$124 billion (USD 4.17 billion). 

As for the segments of the Taiwanese cosmetic industry for the year 2018, the largest 

                                                      
4 The Allied Market Research. (2020). Global sheet Face Mask market Expected to reach $392.1 million By. 

Retrieved from: https://www.alliedmarketresearch.com/press-release/sheet-face-mask-market.html 

 
5 D’Souza, A. (2018). LAMEA Sheet Face Mask Market by Fabric Type (Cotton, Non-woven, Hydrogel, Bio-

cellulose), Distribution Channel (Offline, Online), Category Type (Mass Sheet Face Masks, Premium Sheet Face 

masks), End User (Female, Male). KBV Research. Retrieved from: https://www.kbvresearch.com/lamea-sheet-

face-mask-market/ 

RANKI

NG 
Year 2016 Year 2017 Year 2018 

1 
7,932,586 

Hong Kong 

6,891,846 

Hong Kong 

8,152,749 

China 

2 
3,826,384 

China 

6,096,990 

China 

6,236,824 

Hong Kong 

3 
2,622,141 

United States 

2,431,529 

United States 

2,402,074 

United States 

4 
914,313 

Japan 

1,506,727 

Japan 

872,736 

United Kingdom 

5 
696,085 

Singapore 

949,312 

Malaysia 

869,252 

Singapore 

6 
613,239 

United Kingdom 

642,893 

Singapore 

868,115 

Japan 

7 
539,716 

Malaysia 

625,228 

Thailand 

734,436 

Korea 

https://www.alliedmarketresearch.com/press-release/sheet-face-mask-market.html
https://www.kbvresearch.com/lamea-sheet-face-mask-market/
https://www.kbvresearch.com/lamea-sheet-face-mask-market/
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corresponded to skin care with 52.6%, followed by color cosmetics (17.3%) and hair care 

(8.7%). 

Taiwanese consumers have shown special interest in products from abroad, mainly from Asian 

countries such as Korea and Japan, in addition to Taiwanese women's tradition of having a 

skincare routine compared to that of the West.  This dynamic has encouraged the emergence 

of many paper cosmetic masks in the local market. 

It is estimated according to information posted by Taiwan Trade on its website, approximately 

200 brands of sheet cosmetic masks are available in Taiwan. 

The Taiwan Cosmetic Industry Association has declared that of its 210 members, only 12 were 

mask manufacturers, many of whom were OEM and ODM. 

Additionally, the Taiwanese market offers a wide variety of products, and has achieved a high 

degree acceptance among young consumers, especially students. 

According to a 2016-2017 study published by the Market Intelligence Agency (MINTEL), 

Taiwan is the world's third-largest producer of newly launched face sheet cosmetic masks. 

 

 

Figure 2 - Percentage of Global Face Sheet Mask Launches Jan 2016-May 2017 
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2.4. Chilean skincare market 

The Chilean cosmetics market demonstrated generally positive numbers in recent years, 

achieving over 8% annual growth during 2016 and 2017. This is a figure which outpaced 

generalized economic growth within the broader Chilean economy. 6  Additionally, Chile also 

possesses one of the highest per capita consumption of cosmetics in Latin America, having 

surpassed even international growth rates at times. 7 

However, despite forecasts the Chilean market recorded a considerable decrease during the last 

two months of 2018, an indicator which was especially telling due to Christmas sales.  In 2018, 

and primarily due to the aforementioned situation, the industry underwent a decrease of 1.2%.8  

However, it is important to note that this decrease did not significantly impact the face care 

segment, which generated CLP$202,413 million in 2018.9 

As for market share per distribution channel, supermarkets led the sector with a 29.5% share, 

followed by pharmacies at 21.4%, specialty stores at 12.2%, and lastly by department stores at 

9.3%.10  It should be noted that, when viewed simply as an industry category segment, the 

skincare segment is the third-largest sector (18%), after personal hygiene and vanity products 

(31%) and hair care (20%). 

 

If one takes into account all of the aforesaid mask formats, the Chilean facemask market 

corresponds to CLP$ 1952 million (USD 2.53 million). Based on consultations with the Korean 

Trade Office in Chile, as well as Sandra Martinez, a former product manager within the 

cosmetics industry and current sector-related official at ProChile, sheet masks have the potential 

                                                      
6 Burgos, G. (2016). Chile: Industria Cosmética proyecta crecer 10% este y el próximo año. América Retail. 

Retrieved from: https://www.america-retail.com/chile/chile-industria-cosmetica-proyecta-crecer-10-este-y-el-

proximo-ano/ 

 
7 Muñoz, A. (2018). Chile es el país de la región con mayor gasto per cápita en productos cosméticos. 

BioBioChile - La Red de Prensa Más Grande de Chile. Retrieved from: 

https://www.biobiochile.cl/noticias/economia/actualidad-economica/2018/10/18/chile-es-el-pais-de-la-region-

con-mayor-gasto-per-capita-en-productos-cosmeticos.shtml 

 
8 Cámara de la Industria Cosmética de Chile, the Chilean cosmetics trade association. 
9 Euromonitor International. (2019). Skincare in Chile. Retrieved from: https://www.euromonitor.com/es-

passport 
10 Euromonitor International. (2019). Skincare in Chile. Retrieved from: https://www.euromonitor.com/es-

passport 
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to eventually comprise 10% of the broader face mask market.11 

It should be noted that no Chilean cosmetic companies have manufactured cosmetic face sheet 

masks; only one firm, COESAM, currently utilizes Korean OEM and ODM manufacturers. 

 

 

2.5. Cosmetic face sheet masks: Potential customer profile 

As noted above, cosmetic face sheet masks are a subcategory within the face care products 

segment. Facial product market share within a given consumer demographic tends to correlate 

to a firm’s approach to design, content, and packaging. Although several firms have attempted 

to introduce sheet masks into the Chilean market, none have managed to effectively position 

their brand. Those that have managed to generate measurable results have tended to focus on 

Chilean consumers’ penchant for Korean culture, in general, and K-Pop in particular.  

Additionally, several firms have managed to import and/or distribute one or more masks. 

However, none have managed to generate a lasting impact within the marketplace due to the 

sheet masks being overshadowed by other products manufactured or imported by the selfsame 

companies.  QIÁ O will focus its product on women aged 25 to 70 with products and active 

ingredients that satisfied the facial care needs of said demographic within Chile. Given the 

climactic diversity of central Chile, which involves a wide variety of conditions as well as some 

of the highest UV levels on the planet, the product line will be fairly diversified from the outset.  

Given the wide variety of brands available in Taiwan, this issue should be easily addressed. 

Many Chilean women no longer retire at the age of 60, choosing instead to maintain their 

standard of living and remain economically active. Retirement age is mentioned as a factor of 

buying power, since in Chile workers receive relatively low pensions vis-à-vis their income.  

The younger generations of women – and most especially those corresponding to generation Y 

– have economic independence.  Chilean women have also increased their labor participation. 

This share reached 52% by the beginning of 2020.12  It should be noted that’ female labor 

market participation rates recorded its largest increases within the services sector, followed by 

                                                      
11 ProChile is a federal entity charged with, inter alia, promoting Chilean exports abroad. 
12 Instituto Nacional de Estadísticas (INE)Chile (2020). Mujeres y hombres en el Mercado Laboral. Retrieved 

from: https://www.ine.cl/docs/default-source/genero/infografías/infografías2/infografía-género-y-mercado-

laboral-(ene)-2020.pdf?sfvrsn=500dbfe5_3 
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the professional and intellectual segments. Additionally, a concomitant decrease occurred in the 

birth rate, which fell to 5.4. Life expectancy increased from 81 years in 2010 to 82.1 years in 

2019. 13 

The aforementioned demographic shifts have led to a female population with relatively more 

economic independence than previous generations, who have an increased probability of 

purchasing premium or value products. Many of these women mainly reside in urban areas, 

which are mainly located in central Chile. 

 

 

2.6. External analysis  

In order to analyze the various segments which make up the cosmetic industry, it is advisable 

to review the concept of value chains. This concept assumes that a company consists of a chain 

of activities that transforms inputs into outputs. According to Cosmetics Europe, Europe’s 

leading personal-care trade association, the cosmetics industry's value chain can be divided into 

five stages.14  These stages include primary activities (i.e. those associated with the creation, 

production, and distribution of the product), and marketing functions. The following diagram 

shows the stages of the industry: 

 

 

Figure 3 - Value Chain from Cosmetic Industry.  

Source: Cosmetics Europe. 

 

                                                      
13  Instituto Nacional de Estadísticas (INE)Chile (2020). Esperanza de Vida. Retrieved from: 

https://www.ine.cl/ine-ciudadano/definiciones-estadisticas/poblacion/esperanza-de-

vida#:~:text=En%20Chile%20la%20Esperanza%20de,77%2C3%20para%20los%20hombres. 

 
14  Cosmetic Europe. (2020). The Personal care Association. Industry value-chain. Retrieved from: https: 

//cosmeticseurope.eu/cosmetics-industry/ 
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In the case of QIÁ O, the company will have operations at only two levels of the primary 

activities of the value chain. QIÁ O will function as a wholesaler for the beauty salon and hair 

salon channel. From the second year, the company will also act as a retailer after installing a 

store in the region of Valparaíso.  

 

 

Figure 4 - Location of QIÁ O in in value chain. 

Source: Own Elaboration 

 

To determine the competitive scenario of an industry, we will examine the context of a 

wholesaler of face sheet masks in Chile by using Michael E. Porter’s Model. This tool analyzes 

how bargaining power of suppliers, bargaining power of customers, threat of new entrants, 

threat of substitutes and rivalry with established companies can affect our profit and Return on 

Investment (ROI) 

 

Bargaining power of suppliers. Medium 

 

Supplier force will be medium and dissimilar. In general, Taiwanese and Asian production of 

face sheet masks and face care products is highly fragmented; which is to say, many companies 

dominate only a single segment of the mask market. According to the website Taiwantrade, 

more than 200 manufacturers and wholesalers of cosmetic face sheet masks are operating in 

Taiwan. However, the largest companies who have managed to gain brand recognition 

throughout Asia Pacific wield quite a lot of power.  

While suppliers are interested in positioning their products in new markets, the obligation to 

register cosmetic products with each national health authority challenging suppliers a daunting 

task.  Therefore, most importers opt to remain loyal to a given firm and thus forgo the 
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expensive process of approving another product for their market. 

 

Bargaining power of customers. Medium 

 

Small salons will have no bargaining power, as will those end customers who will purchase the 

product when QIÁ O will install its store. However, salon chains will have more bargaining 

power. 

 

Threat of new entrants. Medium 

 

The face sheet mask business has not been attractive to large cosmetic conglomerates, due to 

the variety of products they already have on offer. In this context, they have included masks 

only to advertise their entire portfolio, and do not invest in ad campaigns specifically designed 

to promote masks. High registration costs with Chilean officials and unfamiliarity with 

suppliers in Asia will scare many distributors away from using QIÁ O's channels. However, if 

the company succeeds in the segment of women between the ages of 25 and 70, this could 

motivate the emergence of some retailers in cities with masks other than those demanded by 

fans of Korean pop culture. 

 

Threat of substitutes. High 

 

Face sheet masks can easily be replaced by other products.  However, in a context of economic 

recession, the search for substitutes may be lower because each mask is intended for single-use.  

Therefore, cream formats tend to cost a great deal more than sheet masks. 

 

Rivalry with established companies. Medium 

 

This force is heterogeneous. In Chile's cosmetic sector, about 50% of the segment corresponds 

to the channel of large-scale retailers. There is a great deal of internal, sector competition. In 

the channel that QIÁ O will operate not much competition has been seen to date. 
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Figure 5 - Five Forces of Porter 
Source: Based on How Competitive Forces Shapes strategy, by Michael Porter, Harvard Business 

Review, March/April 1979. 
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3. Business Model 

Taking into consideration that there are no other distributors in Chile offering a solution for 

women's facial care focused 100% on a single type of cosmetic product, even more so if this is 

of excellent value for money. This product is a face cosmetic sheet mask. This type of product 

corresponds to sheet cosmetic masks that in different formats for different types of treatments 

required for end-users, who are women, between 25 and 70 years old, related to the hectic 

environment of modern life. These women face different challenges at home, at work, etc.  

After having a clear picture about the needs of our customers we proceed to complete our 

Business Model Canvas. 

3.1. Value Proposition 

-We deliver a suitable facial treatment for each skin type of the Chilean woman. This treatment 

has three essential characteristics, namely economic, easy to use, and timesaving: 

Economic. This comparison is given based on other cosmetic facial treatments, such as creams 

with specific active ingredients 

Easy to use and timesaving. It can be applied by the same end-customer, who should dedicate 

only a few seconds to apply and remove the mask. The face mask once applied to the face, 

should remain on average 20 minutes according to each type of mask, allowing the end-user, to 

dedicate that time to perform another activity while the active ingredients of the treatment act 

on their face. 

-To bring closer the Taiwanese - Chilean cultures through facial care cosmetic products. 

3.2. Customer Segment 

 General customers: Women between 25 and 70 years old, related to the conditions of 

modern life in Chile, such as long-distance commuting, traffic jam, climate change, etc.  

These women correspond to the same age group as the one that will buy masks in the 

beauty salon or hairdresser, but we also offer the product to women who are not going 

to the beauty salon regularly as well. 
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3.3. Channels 

QIÁ O will use as main channels hair and Beauty Salons. This is largely because it is a virtually 

not exploited channel in terms of cosmetics facecare retail. At the same time, a few years ago, 

one of the founders of QIÁ O had an enterprise aimed at female audiences on the central coast 

of Chile. In that instance, she was able to meet representative of suppliers from other adjoining 

and complementary industries, while also being able to meet other entrepreneurs such as hair 

salons. This type of contacts allows us to access salons within the city of San Antonio as in 

some communes of the capital. We will describe in detail each of our channels in detail: 

 

 Hair Salon: As a wholesaler we will distribute the cosmetic face sheet masks, where 

they will offer these products to its customer, either for home use, or to be applied while 

receiving hair treatment. 

 

 Beauty Salon: In the same role as a wholesaler, we will distribute the facemasks. In 

this case, the offer is focused on salons, which could give some cosmetic treatment, such 

as manicure pedicure, but no facial one. 

 Own Store (counter): in the Mall “Arauco del Pacífico”, located in the City of San 

Antonio, the region of Valparaíso, in such a case, acting as retail. To arrive in San 

Antonio, it takes one hour by car from Santiago, the same as from Valparaiso. This 

area is visited very often by families from Santiago who want to see the ocean, eat 

seafood, or visit the casino located in the same Shopping center. QIÁ O will have a 

store in that shopping center. 

 Social Media: Due to the situation of COVID-19, our social networks will help us 

communicate our value proposition. In particular, we will have frequent and dynamic 

posts on Facebook and Instagram, where we will also inform the way we buy online 

either through our traditional channels (salons) or through our store.  Moreover, 

through YouTube, we will show tutorials on the correct use of our products, mainly in 

periods of confinement. 
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3.4. Customer Relationship 

Considering that the nature of our business is distribution, our direct contact is with those 

hairdressers and beauty salons who will serve the end customer in the chain of this product. In 

this context, QIÁ O intends to maintain a high standard of service to ensure loyalty to its 

products and customer retention. 

 Customer Engagement. Our company will incentivize those beauty salons, who have 

a constant demand and that make a constant promotion of our products. For example, 

they will be given some masks for the birthday of one of their customers, provided that 

it gives us the database of those customers. 

 Community Engagement. We will participate with the community conversation 

through a hotline to guide end customers’ inquiries and support our salons. At the same 

time, social media will allow us to create two-way communication. From one side, 

QIÁ O provides some information to our end-customers. On the other hand, we will 

receive feedback from our end-customers. 

 Email marketing.   This tool will allow us to position the brand while collaborating 

with our points of sale in the communication of the promotional activities to carry out 

together. E-mail marketing will be an alternative channel of communication with our 

end-customers for the events that QIÁ O will perform when opening his store as well. 

 

3.5. Key Activities 

 Selecting beneficial face masks. This is an essential activity that will be developed to 

create a value proposition. We will keep in constant contact with well-known suppliers 

in Taiwan, as well as those who can contribute to our QIAO value proposition. In this 

way, we will remain abreast of new innovations; especially in terms of product, design, 

and packaging, in order to evaluate and incorporate them into our portfolio. 

 Registering and Importing. Registration at Institute of Public Health is a procedure 

that applies to each cosmetic product that needs to be imported and then distributed, 

either for use or sale in Chile. Detailed insight into this process will be addressed in the 
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Operational Plan section. The somewhat lengthy registration process at the Institute of 

Public Health should prove less cumbersome in my case due to my work experience as 

a Chilean government employee.  Government has allowed me to develop contacts 

with different actors in the public sector – in terms of regulatory matters – as well as the 

private sector – in the industrial and logistics sectors. These contacts will ensure I file a 

correct application to the aforementioned registration process and, through the proper 

information from each entity, obtain the needed permits more easily and efficiently than 

someone who lacks said contacts and experience. 

 Distribution of cosmetic face masks. Acting as a distributor is the central mission of 

our business. This is an activity that will be developed to create a value proposition. At 

this point, we will have permanent contact with suppliers and logistic agents. 

 Training. By training the staff of our main sales channels, we will ensure the firm 

delivers an efficient promotion of our products and an invitation to reinforce our value 

proposition. 

 Promotion. Supporting our customers on their premises is an essential activity to 

position the brand, help customer loyalty with our products, and communicate our value 

proposition. These promotional activities can be developed in places outside the points 

of sale when there are important events that are conducive to greater demand for our 

products. For example, Mother's Day, Secretary's Day, etc. 

3.6. Key Partners 

 Manufacturers and Suppliers of face masks. Initially all our suppliers of paper face 

masks will be Taiwanese companies. It is noted that they will co-finance 50% of the 

registration costs with the Institute of Public Health (IPS) as indicated in the Operational 

Plan (Chapter 6). 

 Council of the Pharmaceutical College of Chile. This organization will provide us 

with the list and recommendations of pharmaceutical chemists experienced in the 

registration of cosmetic products to the above-mentioned IPS. 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

DOI:10.6814/NCCU202001079

 

 

20 

 

 Warehouse Company to store imported cosmetics (Urbanstorage). This type of 

partner helps us to comply with legal regulations. On the other hand, it helps us save 

resources, whereas there is no need to lease a larger office with storage space. 

 Owner of a coworking space. It provides us with the most convenient option to locate 

our office in Santiago de Chile and undertake our activities. 

 

3.7. Key Resources 

 Rented Office (co-working space): This type of shared office will help QIÁ O to use 

its resources efficiently, at no cost to its flexibility. In a fairly limited space, our staff 

can develop all the necessary functions of the company.  

 Car: A contribution from one of the partners, a vehicle allows us to deliver goods at a 

reduced cost, as well as visit easily potential customers, and transport in less time to our 

firm’s cosmetician-trainers when they have to conduct customer education seminars 

with our channels. 

 Database of Beauty Salons located in 5 communities of Santiago. This information 

will allow us to find new clients interested in knowing our value proposition. 

 Human Capital. Mainly focused on our cosmetologists and sales staff. All together 

will help us communicate our proposal and carry out our business model. 

 Authorizations from Health Authority. The most essential resource is the cosmetic 

registration, as well as the corresponding Customs Destination Certificate15 (CDA, in 

its Spanish acronym). It consists of a Certificate issued by the Health Authority, which 

authorizes the removal and transport of the goods, from the customs precincts to the 

address of the interested party. In this case, a warehouse will be rented for this purpose. 

 

                                                      
15 Seremi Salud Región Metropolitana, Chile. (2019). Instructivo Para La Obtención De Certificado de 

Destinación Aduanera y Autorización de Uso y Disposición De Productos Farmacéuticos Para. Retrieved from: 

http://sesma.gtdinternet.cl/Archivos/Servicios/Instructivo_internacion_uso personal.pdf 

 

http://sesma.gtdinternet.cl/Archivos/Servicios/Instructivo_internacion_uso%20personal.pdf
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3.8. Cost Structure 

Fixed Costs:  

 Registration of Cosmetic products. The process detailed in the Operational Plan, have 

a fixed cost in terms of that amount paid to the Institute of Public Health, such as the 

fees of the pharmaceutical chemist who will be our representative. It is noted that the 

fees of a pharmaceutical chemist in the process of registering a product on average reach 

CLP$500,000 (equivalent to USD 649,97) 

 Salaries and wages. The administrative staff will have a fixed salary while the sales 

staff as well as cosmetologists (just in those months when they are supporting the sales 

function) will have a variable component. This component reaches around 35% of their 

salary. 

 Rental of coworking space. It corresponds to a fixed cost. 

 Rental of a Counter. It will be the most efficient way to finance our store in the City 

of San Antonio. This is a fixed cost. 

 Design and manufacture of display and exhibition furniture. Corresponds to the cost 

of designing an acrylic display for exhibiting our mask. In the places with the biggest 

amount of sale, if space available, QIÁ O will be installing a piece of furniture with our 

logo. 

 Advertising. A fixed estimated amount will be used to promote our business through 

different means. 

Variables Costs: 

 Inventory. Based on sales volume: 

 Delivery. This cost is based partially on the volume of sales. 

 

3.9. Revenue Streams 

 Wholesaler. Our Revenues streams will proceed mainly from our activity as wholesaler  

 Own Store: Our store from the second-year sales will provide no more than 15% of 

revenues streams.  
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4. Products and Services 

QIÁ O in its role as a direct importer and wholesaler has been involved in selecting those masks 

that provide the best active ingredients for Chilean women. Those best ingredients are 

understood as those who contribute most efficiently to meet the skincare needs of the Chilean 

woman according to demographic, climatic, and geographical conditions that they face. 

We aim to provide the most beneficial face care to women while these products have properties 

and ingredients from Asia that meets the requirements of our customers. 

4.1. Hyaluronic Acid Moisturizing Facial Mask Dr. Morita 

4.1.1. Product Description 

 

 

Figure 6- Moisturizing Face Sheet Mask 

 A black moisturizing face mask 

 Made with black cotton leaf and pearl paper.  

 It contains small hyaluronic acid molecules that penetrate the skin. 

 Provides more intensive hydration to the skin. 

 Mixed with Ceramide 3 to maintain the moisture level while conditioning dry skin.  

 Elastin load to maintain the firmness and elasticity of the skin 

 Reveal a soft, smooth, wet, full, clearer, and younger skin. 
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 Infused with sake yeast to lighten dull skin and improve skin translucency.  Sake 

yeast can hydrate and moisturize, increase skin elasticity, and firm skin, so that dry, 

dehydrated fine lines quickly return to shiny, sensitive skin. 

4.1.2. Instructions 

After washing your face, apply the mask to the face for 10 to 15 minutes, gently massage the 

skin so that the essence is absorbed, it is not necessary to wash it, use it every day, the effect is 

better! 

Steps for use: 

 Face Wash, then Apply Mask 

 To Strengthen Maintenance: Make-up Remover > Clean Face > Apply Mask > Essence 

> Sunscreen 

 Many people currently have allergies and may be allergic to natural substances. 

Therefore, be sure to try it inside the arm for 10 minutes before using it. If there are no 

allergies the next day, use it again. 

If you have sensitive skin, talk to your doctor first. If there is any discomfort in the skin, stop 

using it immediately, and consult a doctor. 

• Do not apply the mask to your face for a long time. 

• Do not use if your skin has wounds, redness, sunburn, or eczema. 

• Do not touch your eyes. If you accidentally touch your eyes, rinse immediately with water 

• To ensure quality, use the aluminum bag immediately after opening it. 

• Once used; please do not use it twice 

Please keep it out of reach of young children. 

This product is a natural phenomenon due to the addition of natural extraction. The color of the 

taste and content will vary slightly depending on the raw material. Please use it easily. 
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4.2. Bird's Nest Nourishing Mask - My Beauty Diary 

4.2.1. Product Description 

 

 

Figure 7 – Nourishing and Moisturizing Face Sheet Mask   

 

 Usage: Elastic force; moisturizing. 

 Applicable to all skin types, especially dry skin, and those with a lack of elasticity  

 Capacity: 23ml / piece. 

 Serum Type: Moisturizing serum.  Caution: Please keep the product out of the 

reach of children. 

 Ultra-Nourishing: The precious bird's nest is rich in Amino Acids, collagen and 

polysaccharides, which are ingredients that can nourish and moisturize even the deepest 

layers of dry skin.  Along with extracts of Prairie Grass, Laminaria digitata, and Codium 

Tormentosum, the mask provides enough moisture to moisturize and soften dry skin by 

turning it into a velvety, soft skin. 

 Moisturizing Resistance. The extract from Fucus Vesiculosus works alongside, 

while the extract from either lecithin or apple can penetrate dry skin in soothing moisture 

and prevents skin from cracking. This formula also provides moisturizing power to the 

skin to improve elasticity, while calendula and aloe extracts soothe and moisturize the 

skin, leaving it supple and resistant. 
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4.3. UKD Mask 

4.3.1. Product Description 

 

 

Figure 8 –Antiaging-Hydrating -Nourishing Face Sheet Mask 

 HC Rejuvenating 

 Hydra - Nourish 

 An implicit 3D formula to improve moisturization, soaking the skin with 

hyaluronic acid , Vitamin C dimension L,  Scutellaria extract, flavonoids, oat peptides, 

and minerals provide instant hydration and a powerful shine, resulting in a softer and 

brighter skin tone. It contains powerful anti-aging agents to assert and minimize the 

appearance of fine lines, as well as deep wrinkles 

4.3.2. Instructions 

 

After Cleaning Your Face, open the mask and apply it flat on the face so that it fits tightly. 

Wait for 15 to 20 minutes before removing the mask. 

Massage the essence into the face with small touches until the essence is completely absorbed 

by the skin. 
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Ingredients: Purified Water, Hyaluronic Acid, Glycerin, Licorice Flavonoids, Oat Peptides, 

Scutellaria Extract, Vitamin C Dimension L, Acetyl Hexapeptide 3, Panthenol, Polysaccharide 

Isomer, Carbomer. 

 

4.4. Hydrating Mask Sheet with Luffa and Aloe Vera – Lovemore 

4.4.1. Product Description 

 

 

Figure 9 - Hydrating Face Sheet Mask 

 

Composed with high-quality water for deep ocean water as a base, add selected extracts from 

top grade plants and traditional formulations from all over Taiwan and then combine several 

professional ingredients. It may not be the most expensive, but provide the most desired effect 

on the skin after nutrition:  A healthier and radiant looking skin. 

 

4.4.2. Indications 

After cleaning, apply the mask sheet to the face. Remove the blade from the mask after 15-20 

minutes. Continue with skin care steps, helps block nourishing ingredients in the skin. 
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Ingredients: 

Butylene glycol, glycerin, seawater, xanthan gum, butyl carbamate iodopropinilo, 

methylisothiazolinone, glycosyl trehalose, hydrogenated starch hydrolysate, Luffa Cylindrical 

Fruit Extract, Leaf, Stem, Soluble Collagen, Aloe Barbadensis, Leaf Juice Powder, Hydroeonic 

Acid Oligomer. 

4.5. Bags of Face Sheet Masks 

From the second year, when we are adding at least two more products to our portfolio, QIÁ O 

will include a new concept. The end- customer will buy a bag, called “QIÁO Bag”, which 

include two cosmetic face sheet masks of their choice with a small discount. 

 

 

Figure 10 - QIÁ O Bag 
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5. Marketing Plan and Sales Strategy 

In its quest to complete its market analysis and develop a marketing strategy, QIÁ O will initially 

focus on the analysis of its competitors. Subsequently, we will focus on the analysis and 

proposals of four marketing decisions:  price, place, position, and promotion. Since the 

product portfolio is analyzed in section four, only a brief review of these will be done. 

 

5.1. Competitors Analysis  

Given that our background indicates that the size of cosmetic paper masks is relatively low, 

QIÁ O's competitors will be analyzed from two points of view. One aspect relates to the 

innovative model of our company in distributing cosmetic products in beauty salons and among 

hairstylists. The other relates to the distribution of face sheet cosmetic masks in Chile. 

5.1.1. Competitors among Distributors of Cosmetic Products in QIÁ O Channels 

As retailers of cosmetic products, many hair salons are limited to offering hair care products 

and/or color cosmetics. In our segment, only a single competitor was found that distributes 

some products for face care.  However, even this firm does not supply sheet masks. 

Dr. Fontboté: A Chilean company dedicated to the research, development, and marketing of 

products related to dermo-cosmetics. Used by cosmetics professionals in facial and body 

treatments and by end clients, for the beautification of face and body. Firm also has a 

cosmetology academy. In recent years it has distributed products in around 20 beauty salons in 

the Metropolitan Region of Chile, which are sold to the final consumer. Among its products 

that are distributed to beauty salons are: 

 

 Sensitive Skin Cleaning Gel.150grs. 

 Sensitive skin tonic lotion. 150 grs. 

 Facial serum Line H2 hyaluronic acid. 30grs. 

 Facial Cream Line H2 Hyaluronic Acid. 50grs. 

The average price of these products is CLP 20,500. 
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5.1.2. Competitors Among Cosmetic Mask Distributors 

Coesam. Manufacturer of cosmetic products based on natural ingredients such as rosehip, grape, 

and snail extracts. This company has a retail store in Santiago de Chile, but mainly serves as a 

distributor of its products in souvenir shops, hotels, etc. COESAM only offers one type of 

cosmetic paper mask manufactured under its formula in Korea. The cost is CLP 12,000 for a 

pack of 4 masks. 

Vichi. Loreal Chile, S.A. Occasionally distributes some types of paper masks, in some sectors 

of the Metropolitan and Valparaíso regions in central Chile, via the Cruz Verde pharmacy chain. 

However, their distribution is not constant and at some point, they have carried discontinued 

products, that is, according to the point of the sales channel, they will not continue to be sold in 

the country. The cost of these masks fluctuates between CLP 3000 and CLP 4000. 

 

5.1.3. Competitors in retail 

As noted in Section 3, the main activity of QIÁ O is to be a distribution of paper facial cosmetic 

masks. However, from the second year, it will open a shop in a shopping center in the 

Valparaiso Region. By acting as a retailer, we must be aware of the competitors currently 

operating within the face sheet market: 

Arumi. Currently operating two retail stores focused on the sale of Korean cosmetic products. 

Chilean headquarters are located in the Patronato neighborhood, defined as the Korean 

immigrant neighborhood. They offer cosmetic paper masks as well as other products in the 

makeup segment. The online catalog from the company offers 24 types of masks. However, as 

of 28 April 2020, there were only 10 types of these masks available. 

The company does not carry out a special positioning strategy, or the promotion of paper 

cosmetic masks. 

One of its brands competes directly with our flagship product:  Bird's Nest. However, this 

competitor is currently failing to adequately describe the attributes of their masks, as well as 

provide a link to traditional Asian culture and medicine that QIÁ O intends to. 

Prices range from CLP 1990 to CLP 3990. 
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Rakuen: It is an online store: Korean cosmetics its facilities are located in the city of the Andes. 

Rakuen offers various cosmetic skincare products, including 26 types of masks. Prices range 

from CLP 1990 to CLP 2990.  However, shipping costs will drive the final cost of the masks 

significantly beyond that of QIÁ O products. 

Skinlab. Online shop located in Santiago. Product line limited to beauty products of Korean 

origin. It has a strong focus on bringing the country's beauty items to the Chilean population.  

Here again, shipping costs will drive prices significantly beyond that of those available with 

QIÁ O at its points of sale. 

Beautystore. Online store offering various Korean cosmetic products. It offers 6 types of masks 

of known quality from within the Asian market. These masks are focused on an anti-aging and 

firming effect. Prices range from CLP 3500 to CLP 4500 and increase with the shipping 

surcharge, placing QIÁ O prices in a far more competitive position. 

 

5.2. Internal Analysis (SWOT) 

After understanding our face sheet masks markets from an external analysis such as from the 

point of competitors, we will now analyze same through a SWOT analysis of the above-

mentioned internal environment. The SWOT matrix consists of strengths, weaknesses, 

opportunities, and threats. 

 

5.2.1. Strength of QIÁ O 

 Provides a cosmetic treatment in a format not yet well known by the Chilean community; 

(except for those followers of Korean culture). This treatment can even be applied by 

the same end customer, while doing other activity at home or in the salon. 

 Will be the first facial care cosmetics company to initially focus 100% on paper 

cosmetic face masks, this will allow it to lead this product segment, through each of its 

communication strategies and be a leader in reaching the intended niche market. 

 Offers a variety of products of Asian origin with different active ingredients such as 

Japanese and Taiwanese hyaluronic acid, sake yolk, bird's nest and lufa that will allow 
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the company to quickly position itself as a distributor and then retailer of said cosmetic 

products in the Chilean market.  

 The first and only mask company in the country to capitalize upon the hair and beauty 

salon distribution channel. This will lower shipping costs for potential consumers 

residing in cities where QIÁ O has these points of sale.  Will use a new distribution 

channel through the advantages of the format of products.  

 

5.2.2. Weaknesses of the Business 

 

 Time and effort required to establish distribution channels. This is because many 

beauty salons and hair salons are used to selling cosmetic products for the face, but 

only those associated with hair care and color cosmetics. 

 High initial costs to register each type of mask with the Institute of Public Health of 

Chile. It should be noted that the registration of each cosmetic product is a mandatory 

prerequisite to the sale and distribution the product in Chile. 

 Given it is a startup, limited budget available.  

 Limited brand recognition. On the one hand, QIÁ O is attempting to offer a highly 

innovative product to consumers.  Regarding the budget limitation mentioned above, 

it is very difficult, in the short term, to make the QIÁ O brand more known. 

 

5.2.3. Business opportunities 

 

  Segment is undergoing a great deal of growth and sheet masks provide an especially 

innovative method to achieve periodic face care. 

 People are usually looking for new trends and formats. 

 For the Chilean market, it is a relatively new product: at least in the past, the few 

companies that distribute have failed to perform any advanced promotion. 
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 Access to a powerful new distribution channel in general not exploited. It is noted that 

in Chile there are about 20,000 beauty salons of different sizes. The number includes 

from those salons which operates at the house of a hairdresser to established chains in 

the country's most demanded commercial locations. 

 Opportunity to grow in a context of economic recession in the face of some reduction 

in demand for more onerous treatment formats. Thus, more accessible treatments, in a 

more convenient format, have the potential to experience increased demand. For 

example, some face masks in the cream format last three months, and a container can 

cost ten times what an average face sheet mask costs. 

5.2.4. Business threats 

 Presence of strong, global competitors in the face care market through traditional 

channels in the face care segment. These competitors have a considerable variety of 

product lines, in some cases paper face masks. 

 Trade deviation. The presence of trade agreements signed by Chile with other Asian 

countries where face sheet masks are produced, could allow the arrival of some products 

at a more competitive price resulting from the benefits in terms of market access 

obtained through these trade agreements. 

 Smuggling, a situation that at some point allows online platforms to offer more 

competitive prices than those offered by the retail of face sheet masks. 
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Figure 11 - QIÁ O SWOT Map 

 

5.3. Strategies  

After carrying out SWOT analysis, the company has developed two groups of strategies. The 

first group is focused on exploiting strengths and opportunities, while the second group is 

focused on minimizing weaknesses and threats.  

5.3.1. Strategies to exploit strengths and opportunities 

 Build brand differentiation, focusing our supply on active ingredients such as sake yolk 

and bird’s nest. The latter is very used in Traditional Chinese Medicine (TCM) to 

communicate our portfolio from Asia applied to the needs of Chilean women. 

 Focus on Asian lifestyles and culture. For example, when promoting the brand in a 

salon or a tradeshow, preparing traditional tea. 
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 A commitment to the environment in a country of extremely limited recycling efforts. 

It is important to promote, as is done in South Korea, the reuse of face masks; that is, 

once used they end-user hang it for a couple of days. Once the paper is dry, it is used 

to perform other household tasks. 

 Train the staff of our channels intensively and dynamically. 

 Reduction of registration costs. As it has done with some suppliers, QIÁ O may 

continue to negotiate with some suppliers some of the costs of registering the cosmetic 

product. This applies when incorporating new products into the portfolio. In the same 

line to register two products at once, even more so if they are from the same 

manufacturer and belong to the same line significantly reduce the fees of the 

pharmaceutical chemist that must be contracted for these purposes. 

5.3.2. Strategies to exploit weakness and threats minimization 

 Promote brand awareness by choosing adequate channels to access to our target 

customers. In this context, QIÁ O will conduct an efficient use of advertising expenses  

 Collaborate with prestigious Cosmetician Academies, whose management is not related 

to development and manufacturing face care products. In this case, they could promote 

our brand awareness between colleagues and between its potential customers, 

 Collaborate with Health authority, Instituto de Salud Pública in any campaign organized 

in order to challenge Chilean consumers of avoiding not-registered cosmetics. This type 

of collaboration with the authority helps to strengthen the idea that QIÁ O only provides 

authorized products that deliver well-being and skincare to the Chilean population. 

 

 

5.4. Product Strategy 

The details of each product to be offered during the first year of operation, are delivered in 

Section 4. However, to facilitate the analysis of our plan, in this section, I will refer to the main 

aspects of each product. 

The following table 2 shows the main properties, as well as active ingredients and/or 

differentiating elements of each face mask to be marketed during the first year of operation. 
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Table 2 - Main Ingredients and Properties from QIÁO’s Masks 

Face Sheet Masks Supplier Properties Active 

Ingredients-

Differentiating 

Elements 

HYALURONIC ACID 

MOISTURIZING 

FACIAL MASK 

Dr Morita Moisturizing Hyaluronic 

Acid from 

Japan, 

Sake yolk 

BIRD'S NEST 

NOURISHING MASK 

My Beauty 

Diary 

Ultra-

Nourishing 

Moisturizing 

Bird's Nest 

UKD MASK Danitex Rejuvenating 

Hydrating 

Nourishing 

Hyaluronic 

Acid 

HYDRATING MASK 

SHEET WITH LUFFA 

AND ALOE VERA 

Lovemore Hydrating Luffa 

 

QIÁ O will try to add two new masks to its portfolio each year until having a portfolio of at least 

twelve masks. The selection criteria for incorporating new brands will include consumer 

preference, experience in the Taiwanese or Asian market, along with other variables as the 

supplier's arrangement to co-finance the registration of the mask with the health authority in 

Chile. 

5.5. Positioning 

With few competitors in the field of distributors of paper cosmetic masks, the positioning 

strategy from QIÁ O will be effective and successful, only if it can meet the value proposition 

indicated to the consumer. In our model as a wholesaler, we have few competitors, only the 

subsidiary of a foreign company with very occasional distribution, sporadic and limited units 

in a pharmacy in the capital. At the same time, the company COESAM, as mentioned above 

distributed in retail. 
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Considering that QIÁ O from the second year will act as retail, we will present the positioning 

map for that channel: On this map, we see the companies Arumi, Rakuen, Skinlab, and 

Beautystore. 

In the positioning map, we have chosen the quadrant quality and availability because there are 

no big differences in the price of our masks. At the same time, our promotional campaigns will 

be focused on the sufficient stock of our products. 

 

 

Figure 12 - QIÁ O Positioning Matrix 

       Source: Own Elaboration 

 

5.6. Price Strategy 

In order to establish an appropriate pricing strategy, QIÁ O took into account related costs. In 

the cosmetic wholesaler channel, said inputs include the costs associated with the import of the 

product, operational costs, as well as those of inventory. 

Our audience focuses on women in the middle and high media sector. According to the socio-

economic categorization used in Chile, this would correspond to strata C1A; C1B and C2 

(please see the definitions of these strata in Appendix 2) mainly in the Metropolitan Region and 

the Province of San Antonio. 

QIÁOARUMI

Beautystore SKINLAB

Rakuen
STOCKLack of 

Stock

High 

Quality

Low 

Quality
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Brands that could be competitors of QIÁ O are entered with values ranging from CLP$2,900 to 

CLP$4,500, plus shipping charge that is not less than CLP$2,500 for a package that can range 

from 1 to 5 masks. The following table shows the final customer prices at which each QIÁ O 

mask will be sold, as well as the minimum retail margin. 

          

Table 3 - Summary of Price Strategy 
 

 

 

 

 

 

 

 

 

 

Besides the above-explained actions, in those salons where the mask is applied on site, an 

additional amount may be charged, which is ideally recommended not to exceed 25% of the 

value of the face sheet mask. 

Our promotion policy is that these channels do not charge a margin for the application of the 

mask during the first year with the idea of publicizing the product while positioning our brand. 

 

5.7. Location 

The offices of QIÁ O will be located in a coworking space in the Santiago, where it will carry 

out administrative and management tasks. 

Our operations during the first year will be in two regions of the country. 

MASK Supplier  Price 

to 

end-

user 

Margin 

Channel  

Price to 

channel 

HYALURONIC ACID 

MOISTURIZING 

FACIAL MASK 

Dr Morita CLP 

3,300 

 20 % CLP 

2,640 

BIRD'S NEST 

NOURISHING MASK 

My Beauty 

Diary 

CLP 

4,200 

 20 % CLP 

3,360 

UKD MASK Danitex CLP 

4,200 

 20 % CLP 

3,360 

HYDRATING MASK 

SHEET WITH LUFFA 

AND ALOE VERA 

Lovemore CLP 

3,300 

 20 % CLP 

2,640 
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 Metropolitan Region: Basically, our efforts will focus on distributing our products 

through Hair salons and Beauty Salons in the communes of Santiago Centro, Providencia, 

Ñ uñoa, La Florida, La Reina, Peñalolén and Las Condes. These communes correspond to those 

of medium and high sectors. At the same time in these communes they receive several 

populations residing in other communes because they house many offices and commerce. 

Furthermore, they bring together many Beauty salons with excellent location and visibility. 

 Valparaiso Region: We will be in the city of San Antonio, for several reasons. One of 

them is due to the knowledge of the area by the partners of QIÁ O. This knowledge is feasible 

for us to encompass several beauty salons to position our brand. At the same time, this city so 

close to Santiago is one of the favorite destinations of the inhabitants of the capital who want 

to spend a day on the coast. 

Secondly, the founders of QIÁ O know the system of government support for small and 

medium-sized enterprises, especially startups. The location in San Antonio allows us to access 

the non-refundable government funds of the Valparaiso Region more easily. 

In addition, from the second year we will install a counter in our own store in the Mall Casino 

del Pacífico, the only shopping center of the city, visited both by local population and those 

from Santiago. 

 

5.8. Promotion Strategy 

The promotion strategy of QIÁ O will be done both through Pull Marketing and Push marketing. 

5.8.1. Pull Marketing 

 Promotional catalogues at the points of sale (beauty salons) 

 Public Relations. We plan to promote the QIÁ O brand and its products through radios -

line, to reach the public of the Metropolitan Region, while radio and local newspaper for the 

Valparaiso Region. 

 Online Marketing: This strategy will be developed through email marketing as well as 

social networks. Through the first tool, our real and potential channels will have the opportunity 

to subscribe to a newsletter with information about our products, new additions to our portfolio, 

as well as promotional activities. Moreover, through social networks, in particular Facebook 

and Instagram, we will permanently communicate photographs of our products and promotional 
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activities, as well as celebrities or influencers linked to Chilean cultural activities using masks. 

To do this and with the idea of communicating that our masks are for women of various ages, 

QIÁ O has contacted some people who have agreed to cooperate with us. Along these lines, we 

will upload some tutorials on YouTube, where we are informing how to apply properly our face 

sheet masks through our brand ambassadors, who are women important in some discipline in 

Chile and relatively known, expecting that they could influence the target of adult women. 

Brand ambassador is not necessarily paid. If both parties agree, benefits for the ambassador 

include a number of products during a given period of time. 

5.8.2. Push Marketing 

 Loyalty Campaign: With the collaboration of our channels we will give a product to end 

customers for their birthdays. This data will be provided by the customer database built utilizing 

data provided by beauty salons. 

 Promotion Campaign.  These will be developed both directly, and through our channels, 

through the presence of our cosmetologists. We will hold special events before the Chinese 

New Year to promote our flagship product "Bird's Nest Mask". On the other hand, we will 

actively promote our product for special dates with the highest probability of sale. For example, 

Secretaries’ Day. 

 

5.9. MARKET RESEARCH 

 

The objective of carry out this Market research is determining the buying and use of cosmetic 

face masks habits among women in the Metropolitan Region (Santiago, Chile). 

 

5.9.1. Research methodology  

The research methodology addresses the perception of women in the Metropolitan Region with 

regard to the attributes of face masks in a wide variety of formats via the use of a survey.  The 

survey involved three approaches. 
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 Non-experimental: Observes phenomenon as it is and how it is presented in a given context. 

Research carried out without manipulating the variables studied, based on variables that have 

already occurred or occurred in reality without the direct intervention of the researchers. 

 Transversal: The variables to be studied in a given period during June 2020, where surveys 

were carried out, followed by analysis of incidence and interrelationship. 

 Descriptive: Measures and evaluates various aspects, dimensions or components of the 

phenomenon or phenomena to be researched. 

Despite the above, the survey has a quantitative approach, because data collection is obtained 

through surveys covering only women between 25 and 70 years old, to know or measure the 

phenomenon under study and finding solutions for it. 

 

5.9.2. Sample selection 

The sampling element of this study initially included only women from the Metropolitan 

Region who have used a face mask, are between the ages of 25 and 70, who reside in the 

communes of Santiago Centro, Maipú, Providencia, Ñ uñoa, La Reina, Peñalolén and La 

Cisterna. Socio-economic differentiation was made to control for said factor within the 

conclusions. 

However, due to the COVID-19 pandemic that has been a factor in Chile since March 2020 

(especially in the Metropolitan Region), the design of this study was changed. 

Research now involves a survey of women within the said age group, who reside in the 

communes of Santiago or Peñalolén.  These communes were selected based on two criteria. 

The first and most important is because they predominate the socioeconomic strata C1A, C1B, 

C2, C3 and the second is for the scope and access for the study.  Lastly, this strategy was 

utilized due to limited resources and time. 

 

5.9.3. Quantitative definition of population 

According to data from the Chilean Department of Health Statistics and Information (DEIS), 

2017 data on the total number of women in the aforementioned communes was estimated at 

232,129, see table 4. Of these, 35% correspond to the commune of Peñalolén, and 65% to the 

commune of Santiago. 
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Table 4 - Population size, by socio-economic stratum 

 

Socioeconomic Group Commune Population of women Percentage 

C1B-C2-C3 Peñalolén 81054 35% 

C2-. C3 Santiago 151075 65% 

Total   232129 100% 

 

 

5.9.4. Sample Size 

 

Because originally a probabilistic sample design was used, it was necessary to determine a 

sample that ensures a standard error of less than 10% and that the estimated sample number is 

close to the total population; that is, within a confidence interval comprising the total of the 

selected population. The model applied 95% of confidence and a confidence interval of 5%. In 

keeping with statistical standards, the sample size is 384. However, because of the quarantine 

situation in Santiago, the sample was reduced to 10% of the original. This is to say, 38 people. 

Finally, 40 respondents answered the survey. 

 

5.9.5. Survey 

The survey could be applied randomly, by choosing 50 people from a database of 70 people 

whose data was provided by different hair salons located in the communities of Peñalolén and 

Santiago. This data included women between 20 and 69 years old.  The only contact data 

available was an individual’s email address 

 

General background 

Social-economic segmentation criteria began to be standardized around 1985 in Chile, 

according to the Chilean Institute of Rational Resource Management (ICARE).  

The socioeconomic variable is undoubtedly one of the most frequently used variables in Chile 

to segment markets. 

“Invariably, any marketing plan includes a description of the social-economic stratum to which 

the product or service is directed. The underlying assumption of the concept of socioeconomic 
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stratification is that consumers of different strata differ in terms of certain lifestyle 

characteristics, which manifests itself in different consumption patterns. Hence, the interest in 

operationalizing this concept as a segmentation variable." 16 

 

5.9.6. Instrument design  

To build a useful survey we defined four types of variables: Background of the survey, 

Knowledge of cosmetics consumed, Buying facial cosmetics and Brand. Then we   considered 

the instruments. After that indicators were identified that related to every variable. Finally, a 

group of elements related to every indicator was set in order to group the questions.  

 

Table 4 - Table Survey design matrix 

 

 

Variable Indicator 
ELEMENT 

Evaluation 
Questions 

Background of 

the survey 

Characteristics of 

women and frequency 

of use and purchase of 

cosmetics 

Frequency of use and 

purchase of cosmetics 
1,2 and 10 

Age 15 

Occupation 16 

Commune 17 

Knowledge of 

cosmetics 

consumed 

Origin of brands used Source of the product 

consumed 
3 and 4 

Buying facial 

cosmetics 
Purchase choice 

Relevant attributein the 

purchase choice 
5 

Place to buy 6 

Spending on Facial 

cosmetics 12 

Willingness to Pay Facial 

Masks 13 

Brand Brand loyalty 

Preference Brand 11 

Media Promotion 7 

Site access 

Web 
8 and 9 

Source: Own elaboration 

                                                      
16 Mladen Koljatic, Exposition at first Congress of Marketing Icare, -1984. 
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The applied survey con be reviewed in Appendix 1 

 

5.9.7. The Result of Marketing Research  

With regard to the market research finding, there are some hotspots that could be highlighted: 

Demographics Results: 

 From the total sample (40 people), 37.5 % declared living in the commune of 

Peñalolén, while 27.5% stated they resided in Santiago, and 5% in Providencia. Then 

another 30% declared they lived in other communes. Although it was expected all 

survey respondents would reside within the first two communes mentioned, residents 

from other communes found their way into the survey results. This situation might be 

explained by the context of COVID 19 affecting the city since March 2020, and partial 

quarantines in some sectors Santiago. In the context of the pandemic, some people 

were at the home of a family member residing in another commune where they have 

more networks as a family, as well as services (supermarkets, banks, etc.). 

 In regard to occupation, 62.5 % declared to be professional, 10% indicated they were 

administrative workers, while another 10% mentioned they were self-employed. 

 

5.9.8. Consumer behavior and preferences 

The survey analyzed knowledge of and attitude towards consumption towards of generic 

product masks. 

Of the total number of respondents, 97.5% said they used cosmetic face masks. Of that 

percentage, 45% stated that they used these masks only for special events, while 27.5% when 

going out for the evening; on the other hand, the group that used them both to go to work or 

study, also makes daily use of them. 

  

As for the origin of the products, 70% say that they know that the origin of the masks available 

in Chile is of foreign origin, while 15% think they are of Chilean origin, while the remaining 

15% replied they had no idea. 72.5% of the respondents surveyed would be willing to wear a 

cosmetic mask of Taiwan origin, while 22.5% would consider it. These preferences indicate a 

clear availability of consumers to test the products included in the QIÁ O portfolio. 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

DOI:10.6814/NCCU202001079

 

 

44 

 

  

When surveys were consulted by those properties of the masks, they considered most relevant, 

they had the opportunity to choose more than one property. The response options were based 

on the actual properties of QIÁ O products, as well as some options that will allow identifying 

the required properties of the products to be incorporated into the portfolio. 57.5% of 

respondents said they preferred masks that are in addition to anti-aging, moisturizing and 

restorative at the same time, while 42.5% preferred the restorative and moisturizing properties 

at the same time (similar to our bird's nest mask product). Lastly, 17% of respondents 

considered a moisturizing mask relevant. 

  

As for the purchase channel, respondents could choose a single response. 57.5% declare to buy 

in supermarkets, 7% in pharmacies, while 22.5% in exclusive personal care stores (a channel 

that QIÁ O intends to exploit). Only 20% reported buying in department stores. As for brand 

loyalty, 77.5% declared not to use the same brand for all their facial cosmetics. This result is 

very positive for QIÁ O as potential consumers appear to be open to the possibility of consuming 

QIÁ O products even though they currently consume competing facial cosmetics products.   

Brand loyalty, therefore, does not comprise a major obstacle to QIAO. 

 

With regard to face mask prices, and where three alternatives were offered to respondents, 40%   

stated that they were willing to pay between CLP 2,801 and 3,300, while another 30% were 

willing to pay between CLP 3301 and 3800. Thus, 70% of those surveyed were open to 

purchasing QIÁ O products. Additionally, QIÁ O prices are below the average of competing 

product. 

 

As for the available price to be paid by survey respondents, 70% would pay prices for half of 

the QIÁ O portfolio. The rest of the PORTFOLIO of QIÁ O is 10.52% of the indicated value for 

which the respondents would be paying. However, together with evaluating in the medium term 

the value of one of its masks, QIÁ O can see a tremendous opportunity since many more survey 

participants are willing to pay for masks at current price, about three times the number of those 

who declare to use the specialized store channel. 
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12.50%

45%

27.50%

12.50%
2.50%

2. How often do you wear face masks, 

independently of the format?

To work or study

For special events

To get out

Daily

 I don't use

72.50%

23%

2.50%

3. Would you be willing to buy a face mask of 

Taiwanese origin?

Yes

Maybe

Not

57.50%23%

20.00%

4. Where do you buy your facial cosmetics? 

(Select maximum 1 attributes)

Pharmacies-

supermarket

Exclusive personal

care shops (beauty

Big stores
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12.50%
17.50%

57.50%

15.00%

42.50%

0.00%

10.00%

20.00%

30.00%

40.00%

50.00%

60.00%

70.00%

Hydrating Moisturizing Repairer Anti-

Aging

(Moisturizer +

nourishing  (at

the same time))

Anti-aging Hydrating

+nourishing

(at the same

time)

5. When choosing your facial cosmetics 

Which properties are most relevant to you?

22.50%

60%

17.50%

7. How did you know the brands you use? 

By advertising on

the internet or on tv

On the

recommendation of

a close person

Through a magazine

or store

10%

20.00%

70%

10.     How often do you buy face masks in all 

their formats?

1 time a month

I don't keep track.

When I run out
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5.9.9. Potential Market Identified After Research 

In QIÁ O's strategy, the company focuses its efforts to provide face sheet masks in some 

communes of the Metropolitan Region: Ñ uñoa, La Florida, Macul, Providencia, Santiago, La 

Florida, Peñalolén. According to the last Population Census held by the year 2017. The 

population of women in the communes mentioned, aged between 25 and 69, corresponds to 

471,799 inhabitants. 

 

Considering that 72.5% of respondents would be willing to wear face masks of Taiwanese 

origin. Also, within this group, there are 22.5% that buy-in specialized stores, including salons 

which is the channel of our company.  In this context, QIÁ O's potential market for the first 

year in the Metropolitan Region is 76,792 women. 

17.50%
5.00%

77.50%

11. Do you use the same brand for all your 

facial cosmetics?

Yes

Sometimes

No

30.00%

40.00%

30.00%

13. What price would you be willing to pay 

for a face mask?

From CLP 2300 to

CLP 2800

From CLP 2801 to

CLP 3300

From CLP 3301 to

CLP  3800
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6. Organizational Management  

 

In an effort to clearly delineate job functions within the firm, QIÁ O has adopted the 

organizational chart shown below. This type of structuring has the added benefit of ensuring 

efficient use of company resources.  At the end of the day, it is a fairly simple organizational 

chart due to the scale involved.  Lastly, and most importantly, QIÁO’s organizational 

management goal is to provide a productive and highly collaborative work environment for the 

individuals involved. 

 

6.1. Organizational Structure 

QIÁ O will be divided into five areas: operations, human resources, marketing, research and 

development, and finance. 

However, due to the scale of firm involved, several areas will be managed by a single individual. 

Firm founders will assume active roles in the hopes of fully capitalizing upon their unique skill 

sets and experience. 

 

Figure 13 - QIÁ O Organizational structure 
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6.2. Roles and Responsibilities  

 

6.2.1. Chief Executive Officer (CEO) 

The future Chief Executive Officer of QIÁ O has a background in international business and is 

currently completing an IMBA. He will also serve as Chief Finance Officer. 

Work schedule: 9:00 to 18:00  

Responsibilities: 

- Set business goals and develop strategic plan based on the issues included in the 

present business plan. 

- Record and monitor all financial transactions. 

- Maintain healthy, working relationship with suppliers and foreign as well as domestic 

sector actors. 

- Manage small-business grants provided by Chilean government. 

 

6.2.2. Chief Operating Officer (COO) 

This position will be held by one of the founders of QIÁ O who has experience in several 

ventures focused on female clients in central Chile, and who also has 15 years of experience 

teaching human resources to Chilean professionals. 

Work schedule: 9:00 to 18:00 

Responsibilities. 

- Research and develop new strategies designed to tap into hair salon sector. 

- Ensure logistics and operations function properly. 

- Manage production and supply chain issues.  

- Manage human resource issues.  Ensure firm is in compliance with Chilean regulations 

in terms of salaries, benefits, and worker rights. Work closely with CEO on developing 

and improving job descriptions.  
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6.2.3. Chief Marketing Officer (CMO) 

This position will be assumed by another of the firm’s founders.  

Work schedule: 9:00 to 18:00 

Responsibilities. 

- Develop strategies designed to raise brand awareness and execute marketing strategy. 

- Provide guidelines for responding to customer feedback, as well serving as point person 

on telephone hotline. 

- Prepare, update the firm’s social network content.  Manage all digital marketing tools. 

 

6.2.4. Personnel 

QIÁ O offices will be open from Monday to Friday from 0900 to 1300 hours. In this period, 

personnel will perform duties with governmental agencies who normally receive public in the 

mornings. During the afternoon hours, will hold relevant meetings at the facilities, during which 

time sales Associates will visit customers or train staff at said points of sales. Individuals will 

work 44 hours a week. QIÁ O will have three types of employees: administrative, cosmeticians 

and sales staff. 

At the outset, only one individual will be employed to handle administrative tasks. Said 

individual will be hired once the company has obtained the required Ministry of Health approval 

face sheet masks. The remainder of the administrative work will be carried out by two of the 

founders.  

Two cosmeticians will join QIÁ O to collaborate with our marketing strategy (i.e., training 

cosmeticians and staff at beauty salons), as well as with an eye to providing promotional 

activities at different points of sales.   They will also help the firm combine educational and 

training opportunities with a more flexible sales promotion strategy. 

One of the company founders will dedicate 75% of their time to sales, and will support the 

efforts of a single salesperson who will be hired to conduct onsite visits to potential clients 

during the startup phase. 
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In total QIÁ O will hire 4 employees during the first year and the number of staff is expected to 

increase by and/or during the third year, with increases mainly coming in the areas of sales and 

administrative staff.  

Regarding accreditations for QIÁ O staff, some will be provided by our company, while others 

will constitute prerequisites to employment (for example, cosmetology license, undergraduate 

degree). 

The administrative staff will be expected to hold a technical degree related to careers such as 

secretary, administrative technician, or accounting. Nevertheless, experience in administrative 

roles in pharmacy or small companies’ wholesaler of cosmetic may be accepted in lieu of said 

university training. 

The cosmeticians are expected to have received a diploma from a technical academy authorized 

by the Ministry of Health. 

In terms of sales staff, potential candidates will be expected to have experience in sales and at 

least one year of studies in one of the following sciences: biochemistry, pharmacy, or chemistry. 

Candidates possessing the ability to converse in Chinese will receive stronger consideration. 

Staff training will comprise a major issue within the firm’s annual budget, in order to ensure a 

rational use of company resources. The firm is also extremely aware of the motivational nature 

of training opportunities that are regarded as value added benefits by many professionals. 

Training strategies will include a component designed to encourage participants to share 

knowledge with clients and colleagues. The Cosmetology Association of Chile and the Chilean 

Cosmetics Trade Association conduct regular professional training seminars on the principles 

of cosmetics, as well as their properties and applications. QIÁ O will select the courses which 

best meet its needs. 

Our suppliers of masks will provide online training from Taiwan to QIÁ O team on related 

technical subjects related.  This has the potential to be a truly unique tool capable of 

significantly impacting consumer behavior within the Chilean cosmetics sector. 
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7. Operational Plan 

 

As a new company, wholesaler and to a lesser degree retailer of cosmetic products, QIÁ O must 

consider the following points during its startup phase: 

 

7.1. Production and logistics 

QIÁ O will import face cosmetic masks directly from Taiwan (ROC). To this end, a group of 

sheet mask producers capable of meeting the demands of the Chilean market will be identified. 

 My Beauty Diary: Brand owned by President Pharmaceutical Corp (統一藥品). Will 

provide flagship product called “Imperial Bird Nest Face Mask”. The brand is not sold 

in the Chilean market. QIÁ O will provide an opportunity for the firm to generate sales 

throughout an entire region of South America (namely, Colombia, Peru, Bolivia, 

Argentina, and Chile). The pharmaceutical firm has expressed a fair degree of 

willingness to assist QIÁ O with registration of this product within the Chilean market 

(for further details regarding product approval process, see section 7.4 below). 

 Dr Morita: Morita Biotech Company (MBC) produces this brand. the Dr Morita line of 

products Moisturizing Hyaluronic Acid Essence Sheet Mask. MBC has been producing 

sheet masks since 2004 for the Taiwanese market, using selected raw materials from 

Taiwan and Japan.  

 UKD, Danitex: Brand from Huey Mei Biolabs, Inc.  This company, which is primarily 

a e-commerce channel in Taiwan, will provide QIÁ O its only face mask (rejuvenating 

hydrating, nourishing).  This mask meets the requirements of Chilean women, 

especially those who have no prior experience using face cosmetic masks. 

 Lovemore: This company produces a line of face sheet mask based on natural 

ingredients by providing an attractive package. They will provide the face sheet mask 

of loofah and aloe vera. 
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7.2. Location  

 

QIÁ O, as a small company, will begin operations in a coworking office located in Santiago de 

Chile. As noted, the firm will obtain licensing from the city hall it holds a contract for such co-

working space. In fact, this strategy is utilized by a large majority of startups in central Chile; 

most notably in recent years. This option will allow our company to meet all legal and market 

requirements, whereas it will allow us to hold meetings, meet with potential clients, etc. The 

office building is located on a street which has a significant level of foot traffic in the capital of 

Chile. 

The company will run a small warehouse, which will fulfill another legal requirement of 

importing cosmetics. The size of this warehouse is 5 square meters.  

During the second year of operation, QIÁ O will operate a retail outlet in the aisle of a shopping 

center in the city of San Antonio.  The city is one of the main commercial ports of Chile, and 

is situated a mere 109 KM from Santiago. 

 

7.3.  Inventory and Quality Control 

 

To meet QIÁ O mission-critical aims, our products will be warehoused in conditions which are 

conducive to conserving product quality and which meet health ministry standards.  This point 

is analyzed further in section 7.4 of this text. Inventory will be audited on a weekly basis. 

Clearly, weekly audits are an essential task for a small cosmetic company operating a 

warehouse in Santiago.  To carry out properly our task we will use Enterprise Resource 

Planning (ERP) software called OODO.  This product is extremely user-friendly and fairly 

simple to operate.  Additionally, a visual inspection will be conducted to ensure inventory 

levels. 

 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

DOI:10.6814/NCCU202001079

 

 

54 

 

During the second year, the firm will begin operating a retail counter in the city of San Antonio, 

as mentioned in section 7.2.  Inventory at the retail outlet will also be checked on a weekly 

basis. 

 

7.4. Legal Environment 

QIÁ O, as a cosmetic wholesaler and retailer, must comply with a variety of federal regulations. 

To analyze and resume the most important regulations, they can be grouped into different 

categories, such as companies, health authority, labor, etc. 

Company: In the process of founding our company, QIÁ O must be registered with a variety of 

federal agencies. 

 Ministry of Economic Affairs and Tax Revenue Service: Availing itself the opportunity 

to incorporate via the use of the new legal system that allows creating a company in 

one day, QIÁ O will be created as a Limited Liability Company (LLC) in Chile.  This 

process will be carried out on the website www.tuempresaenundia.cl, which is operated 

by the Ministry of Economic Affairs.  The necessary paperwork will be filed after 

being signed in the presence of a licensed attorney. 

 

 Municipal License: This license will allow the firm to carry out commercial activities 

in a given city as well as to utilize Santiago as the LLCs legal domicile for tax purposes 

in Chile.  This address will be in a coworking space located in the City of Santiago. 

During the second year the company will apply and obtain a license in the city of San 

Antonio to run a retail counter in the Arauco San Antonio mall.  

 

 Brand Registration and Commercial Name: In order to Register the brand “QIÁO” and 

its logo, we must comply with current Chilean law on these matters, where we are 

expected to apply the brand for the Class N° 3 (i.e., cosmetics). 
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The process can be carried out throughout the year, either on the web site of the National 

Institute of Intellectual Property (INAPI), or at an INAPI branch office.  In general, the process 

is made of the following steps: 

 

 Formal review: Carried out by INAPI. If an error or omission is identified, applicant 

must correct or clarify within 30 days. 

 Publication in the Official Gazette/Examination on the merits: If the application is 

accepted, the publication of the extract of said application must be paid for at the 

Official Gazette office (at INAPI offices), within the legal period of 20 business 

days following acceptance. 

 Final Resolution: Communicated by the National Director of INAPI through a 

resolution that accepts or rejects the brand. If accepted, the applicant must pay and 

prove the payment within a period of 60 days, counted from the notification of the 

acceptance resolution. If rejected, the applicant has the right to appeal to the 

Industrial Property Court, requiring the services of a lawyer and consignment.  

 Registered Trademark: After payment, the trademark is registered. 

 When obtained the registration, QIÁ O will have exclusive rights to use the name for 

a period of 10 years.  Nevertheless, our company can renew the brand registration 

with the same Agency. 

 

 Employee Benefits: In the Republic of Chile, every employer must make three 

mandatory payments: 

 The first mandatory payment is the Retirement System contribution, 

administered in Chile by private agencies denominated “Pension Funds 

Administrator” (AFP17 , for its acronym in Spanish language). The pension 

contribution is 10% plus a small fee charged by the AFP to manage said fund. 

This amount is paid by the employee.  For its part, the employer must pay 

1.53%, for disability and survival insurance coverage 

                                                      
17 Catálogo Bibliográfico - BCN. (1980). Decree Law N°3500, Republic of Chile. Retrieved from:  

https://www.bcn.cl/catalogo/detalle_libro?bib=132479&n=1 

https://www.bcn.cl/catalogo/detalle_libro?bib=132479&n=1
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 Social security benefit. This amount will either be administered by a state-

owned agency (FONASA) or a private insurance plan (ISAPRE). The social 

security benefit is paid by the employee.   Individuals are obligated to pay 7% 

of the salary or an amount agreed over such percentage. 

 

 The last payment is related to Unemployment Insurance18, which is co-financed 

by employer and employee. The employer must contribute 2.4% of the 

remuneration of every employee, while the employee must contribute 0.6% 

 

Health Authority: As a cosmetics importer, QIÁ O must comply with three basic parameters: 

One of them is registering the company at Public Health Institute, Ministry of Health Own in a 

Technological Platform (GICONA).  The second process, and the one which takes more time 

and resources, is obtaining a registration from the mentioned Institute for every imported 

cosmetic product. The third is an authorization to use and distribute the products throughout 

Chile once properly registered. 

 The company needs to be registered and obtain an account in a Technological Platform 

(GICONA) in the internet site from Instituto de Salud Pública (Public Health Institute). 

In this process need to provide at least:  

 Information on the company 

 The company must count on the service of a technical advisor, who must 

demonstrate an Academic Degree of Pharmaceutical Chemical. This advisor is 

expected to have experience in registering cosmetic products at Public Health 

Institute. 

  Affidavit concerning the veracity of the information (in front of a  notary). 

 Public deed of the company and its modifications, such 

as power of legal representative to technical advisor, with the Academic 

                                                      
18 LEY-20829 25-ABR-2015 MINISTERIO DEL TRABAJO Y PREVISIÓ N SOCIAL. (2015, April 25). Ley 

Chile - Biblioteca Del Congreso Nacional. Retrieved from: https://www.leychile.cl/Navegar?idNorma=1076584 
 

https://dictionary.cambridge.org/dictionary/english-spanish/affidavit
https://dictionary.cambridge.org/dictionary/english-spanish/concerning
https://dictionary.cambridge.org/dictionary/english-spanish/the
https://dictionary.cambridge.org/dictionary/english-spanish/veracity
https://dictionary.cambridge.org/dictionary/english-spanish/of
https://dictionary.cambridge.org/dictionary/english-spanish/the
https://dictionary.cambridge.org/dictionary/english-spanish/information
https://dictionary.cambridge.org/dictionary/english-spanish/notary
https://dictionary.cambridge.org/dictionary/english-spanish/public


‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

DOI:10.6814/NCCU202001079

 

 

57 

 

Degree of Pharmaceutical Chemical from the mentioned representative 

attached.    

 Own or rent storage warehouse (demonstrated through a notarized 

contract), duly authorized by the Public health Institute, 

   This account is obtained in a period of 5 days and no cost is associated.  

 Cosmetic Product Registration applies to all cosmetics imports distributed for use or 

sale in Chile. Taking into consideration, some document has a highly complexity, those 

need to be fulfilled basically for the technical advisor before mentioned. As annexes 

the following documents need to be presented: 

 Certificate of Free Sales, including the qualitative and quantitative formula. The 

documents issued by the Federal Drug Administration in Taiwan. It is expected 

to be legalized and authorized by the Taipei Representative Office in Chile 

 Certificate of Safe Use,  

 Formula of the issued by the manufactured   

 Specifications related to the quality of the finish products 

 Description of the type and material from the package to be utilized. 

This process is expected to be approved in 12 days in case of all the information required 

is presented properly. 

Each sheet mask registered involves a cost of CLP $574,874. 

 

 Certificate of Customs Destination and Authorization of Use and Disposition. This 

certificate has two functions. First, it complements those import procedures supervised 

by Chilean Customs. On the other hand, allows to the products under competency of 

Public Health Institute, as cosmetics, to be used or distributed along Chile. 

https://dictionary.cambridge.org/es/diccionario/ingles-espanol/own
https://dictionary.cambridge.org/es/diccionario/ingles-espanol/or
https://dictionary.cambridge.org/es/diccionario/ingles-espanol/storage
https://dictionary.cambridge.org/es/diccionario/ingles-espanol/warehouse
https://dictionary.cambridge.org/es/diccionario/ingles-espanol/through
https://dictionary.cambridge.org/es/diccionario/ingles-espanol/a
https://dictionary.cambridge.org/es/diccionario/ingles-espanol/duly
https://dictionary.cambridge.org/es/diccionario/ingles-espanol/by
https://dictionary.cambridge.org/es/diccionario/ingles-espanol/the
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8. Financial Plan 

 

As it develops its financial plan, QIÁ O will initially approach issues based on the following 

assumptions: 

 QIÁ O will use funding from three investors. 

 On hand inventory will be increased vis-à-vis projections of sheet masks sales generated 

through an analysis of the preceding year ś demand. 

 Machinery, equipment, and furniture will be depreciated using the straight-line method. 

 With regard to taxes, a 25% tax will apply.  

 In terms of currency, we have forecast the transactions with the exchange rate of 9 June 

2020 that corresponds to 1 USD = CLP769.26. 

 As of May 2020, the Chilean annual inflation was 2.8%.19 

 

8.1. Startup Expenses 

QIÁ O will need an initial investment of CLP 36,000,000, equivalent to USD 46,789.22. Said 

startup capital will be covered by three family members. Details regarding the initial investment 

are explained in the following table. 

  

                                                      
19 Infation.EU.(2020)  Inflación actual de Chile - inflación IPC. Retrieved from: https://es.inflation.eu/tasas-de-
inflacion/chile/inflacion-ipc-actual-chile.aspx on June 16 
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Table 5 - Start-up costs and expenses 

Startup Expenses 

Amounts in Chilean 

Pesos (CLP) 

Capital equipment         5.350.000  

Location/administration expenses         1.731.265  

Opening inventory       16.544.038  

Advertising/promotional expenses         1.300.000  

Other expenses         3.202.416  

Contingency fund  
Working capital         7.872.281  

Total      36.000.000  

 

8.2.  Sales and Revenue Forecast 

 

The expected number of sales for the first year has been calculated based on the methodology 

utilized by QIÁ O as described in the market research section. According to data in said section, 

5% of the total potential market would correspond to 3839 females. We assume this will 

purchase three face sheet masks per month. This would translate into 138,204 face sheet masks 

during the first year. At the same time, and with the idea of creating brand awareness, we will 

carry 12% extra inventory. This additional stock will be focused on people from other 

communities, who discover our products. Clearly, this buffer will also serve to meet the needs 

of sales within San Antonio should first-year projections prove conservative. 

In regards to the wholesaler channel, which will comprise the primary source of QIÁ O revenue, 

we estimate a 3% increase in units sold during the second year of operation. this will likely be 

followed by an 8% increase during the third year for masks within the original product portfolio. 

Year 4 should include a 10% increase, followed by a 13% increase during Year 5. 

At the same time the category new products , which involves either a promotion of a bag with 

two different face masks, such as new products to be incorporated to the portfolio, increase 15% 

during the years 3 and 4, and 10% during the year 5.   

Table 2 was generated using sales projections for the wholesaler stream, while Table 3 utilizes 

retail projections.   
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Table 6 - Sales projections  – Wholesale channel – Amounts in Chilean Pesos (CLP) 

YEAR YEAR 2021 YEAR 2022 YEAR 2023 YEAR 2024 YEAR 2025 
Moisturizing Dr 

Morita 
50.200 51.706 55.842 61.427 69.412 

Sale Price/Unit $ 2.640 $  2.640 $ 2.640 2.904 3.049 

Cat 1 TOTAL 132.528.000 136.503.840 147.424.147 178.383.218 211.651.688 

Bird nest - 

Beauty Diary 
39.300 40.479 43.717 48.089 54.341 

Sale Price/Unit $ 3.360 $ 3.360 $ 3.360 3.528 3.740 

Cat 2 TOTAL 132.048.000 136.009.440 146.890.195 169.658.175 203.216.563 

UKD 

Rejuvenating 
44.200 55.706 60.162 66.179 74.782 

Sale Price/Unit $ 3.360 $ 3.360 $ 3.360 3.528 3.704 

Cat 3 TOTAL 148.512.000 187.172.160 202.145.933 205.178.122 215.437.028 

Loofah & Aloe 

Vera 
25.200 25.956 28.032 30.836 34.844 

Sale Price/Unit $ 2.640 $ 2.640 $ 2.640 2.904 3.049 

Cat 4 TOTAL 66.528.000 68.523.840 74.005.747 89.546.954 101.188.058 

New Products 0 28.000 32.200 37.030 43.695 

Sale Price/Unit 

(Average) 
3.000 3.000 3.000 3.150 3.308 

Cat 5 TOTAL 0 84.000.000 96.600.000 116.644.500 144.522.536 

Units 158.900 201.847 219.955 243.560 277.075 

Net Sales 479.616.000 612.209.280 667.066.022 759.410.969 876.015.872 

Table 7 - Sales Projection Retail - Amounts in Chilean Pesos (CLP) 

YEAR YEAR 2021 YEAR 2022 YEAR 2023 
YEAR 

2024 
YEAR 2025 

Moisturizing Dr Morita 0 4.000 4.320 4.752 5.370 

Sale Price/Unit $          3.300 $        2.640 $           2.640 2.904 3.049 

Cat 1 TOTAL 0 10.560.000 11.404.800 13.799.808 16.373.472 

Bird’s nest - Beauty 

Diary 
 2.000 2.160 2.376 2.685 

Sale Price/Unit $          4.200 $        3.360 $           3.360 3.528 3.740 

Cat 2 TOTAL  6.720.000 7.257.600 8.382.528 10.040.592 

UKD Rejuvenating  1.000 1.080 1.188 1.342 

Sale Price/Unit $          4.200 $        3.360 $           3.360 3.528 3.704 

Cat 3 TOTAL  3.360.000 3.628.800 3.683.232 3.867.394 

Luffa & Aloe Vera  - 

Lovemore 
 2.000 2.160 2.376 2.685 

Sale Price/Unit $          3.300 $        2.640 $           2.640 2.904 3.049 

Cat 4 TOTAL 0 5.280.000 5.702.400 6.899.904 7.796.892 

New products 0 500 575 661 780 

Sale Price/Unit 

(Average) 
3.750 1.000 3.750 3.938 4.134 

Cat 5 TOTAL 0 500.000 2.156.250 2.603.672 3.225.949 

Units 0 9.500 10.295 11.353 12.862 

Net Sales 0 26.420.000 30.149.850 35.369.144 41.304.299 
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The cost of goods sold is estimated in terms of manufacturer quotations. In the case of two 

suppliers, said cost is based on the commitment of registering the product for being sold in 

Chile.  So QIÁ O is able to maintain its cost of goods sold if no unforeseen events occur, i.e., 

the company is in a position to negotiate good conditions with two out of the four providers. 

The following table explains the forecast of the cost of goods sold (by mask and year) for the 

wholesale and retail streams. 

 

8.2.1. Cost of Goods Sold (COGS) 

 

Table 8 - Cost of Goods Sold (Amounts in Chilean Pesos (CLP)) 

YEAR YEAR 2021 YEAR 2022 YEAR 2023 YEAR 2024 YEAR 2025 

Moisturizing Dr Morita 50.200 55.706 60.162 66.179 74.782 

COST/unit  $             359  364 370 407 427 

Cat 1 TOTAL 18.021.800 20.298.431 22.251.140 26.923.879 31.945.183 

Bird nest   39.300 42.479 45.877 50.465 57.026 

COST/unit 497 504 512 538 565 

Cat 2 TOTAL 19.532.100 21.428.744 23.490.189 27.131.168 32.191.131 

UKD Rejuvenating 44.200 56.706 61.242 67.367 76.124 

COST/unit 718 729 740 777 816 

Cat 3 TOTAL 31.735.600 41.325.632 45.301.157 45.980.675 48.279.708 

luffa & aloe Vera   25.200 27.956 30.192 33.212 37.529 

COST/unit 552 560 588 618 649 

Cat 4 TOTAL 13.910.400 15.663.188 17.762.055 20.515.173 23.182.146 

New Products  0 28.500 32.775 37.691 44.476 

COST/unit 0 531 558 585 615 

Cat 5 TOTAL 0 15.133.500 18.273.701 22.065.494 27.339.147 

Units:  158.900 211.347 230.250 254.913 289.937 

Total COGS:  83.199.900 113.849.494 127.078.242 142.616.390 162.937.316 

 

8.2.2. Operating Expenses and costs 

With regard to company personnel, section 6.2.4 on organizational management provides a 

more in-depth analysis. Additionally, the following information was taken into account in order 

to calculate operating expenses. 

The founders holding the positions of CEO, CMO and COO will not receive salary during the 

first year of operations. Thus, they will begin receiving salaries in January 2021.  During Year 
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2, founder salaries will increase by 100%. During the ensuing years, employer salaries will 

increase at a higher percentage rate than those of the founders. 

 

Table 9 - QIÁ O Initial Salaries fixed expenses. 

Initial employees’ salaries   Amounts in Chilean Pesos - CLP 

CEO 1 CLP    600.000 

COO 1 CLP    500.000 

CMO 1 CLP    500.000 

Cosmetician  2 CLP    700.000 

1 salesman  1 CLP    350.000 

Total Salary fixed salary /month CLP   2.650.000 

Total fixed salary Year CLP  31.800.000 

 

Due to the current global pandemic, office space should be available at a fairly competitive 

price. Additionally, increases in rent are also less likely due to the aforementioned scenario. 

The use of a co-working space will serve to further curtail expenditures on rental fees. 

Office equipment for the startup firm will be limited to one laptop, due to the fact that the co-

working option provides a desktop to new renters. Warehousing costs will total CLP 40,000 per 

month. Founders already own laptops. The company has purchased three tablets for sales 

representatives for a total of CLP 600,000. 
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8.3. Income Statement  

 

Table 10 - QIÁ O Income Statement Forecast 

 

 

  

QIÁ O
Annual Estimated Income Statement from 2021 to 2025

CLP

2021 2022 2023 2024 2025

Revenue stream 1 479.616.000 578.004.480 630.124.838 721.915.668 836.645.806

Revenue stream 2

Total Net Revenue 479.616.000 638.629.280 697.215.872 794.780.113 917.320.171

Cost of Goods Sold 83.199.900 101.849.335 112.075.860 126.507.590 145.237.498

Gross Profit 396.416.100 536.779.945 585.140.012 668.272.523 772.082.673

Expenses

Advertising & Promotion 1.300.000 5.000.000 9.000.000 9.000.000 9.000.000

Depreciation & Amortization 1.064.000 1.064.000 1.064.000 1.064.000 1.064.000

Insurance

Maintenance

Office Supplies 1.000.000 1.300.000 2.000.000

Rent 5.880.000 7.700.000 8.200.000 8.700.000 10.200.000

Salaries, Benefits & Wages 56.904.800 87.634.073 103.581.873 121.314.327 138.715.192

Telecommunication

Travel 1.200.000 3.000.000 4.000.000 10.000.000 9.000.000

Utilities 1.000.000 1.400.000 1.200.000 1.200.000

contingencies expenses 673.488 1.066.981 1.292.459 1.512.783 1.691.792

Other Expense 2 0 0 0 0 0

Total Expenses 68.022.288 107.765.054 130.538.332 152.791.111 170.870.984

Earnings Before Interest & Taxes 328.393.812 429.014.891 454.601.681 515.481.412 601.211.688

Interest Expense

Earnings Before Taxes 328.393.812 429.014.891 454.601.681 515.481.412 601.211.688

Income Taxes 82.098.453 107.253.723 113.650.420 128.870.353 150.302.922

Net Earnings 246.295.359 321.761.168 340.951.260 386.611.059 450.908.766
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Table 11 - Projections to 5 years- Cash Flow (Amounts in Chilean pesos CLP) 
      

Year 0 Year 2021 Year 2022 Year 2023 Year 2024 Year 2025 

Investment 

-

$ 36.000.0

00 

          

Sales   
$ 479.616.

000 

$ 578.004.4

80 

$ 630.124.8

38 

$ 721.915.6

68 

$ 836.645.8

06 

Other variable costs   

-

$ 15.890.0

00 

-

$ 19.166.70

0 

-

$ 20.896.03

6 

-

$ 23.146.64

0 

-

$ 26.340.85

3 

- Cost of goods sold  

(Variable) 
  

-

$ 83.199.9

00 

-

$ 101.849.3

35 

-

$ 112.075.8

60 

-

$ 126.507.5

90 

-

$ 145.237.4

98 

Gross Profit   
$ 380.526.

100 

$ 456.988.4

45 

$ 497.152.9

42 

$ 572.261.4

38 

$ 665.067.4

55 

-fixed cost   

-

$ 68.022.2

88 

-

$ 107.765.0

54 

-

$ 81.876.00

0 

-

$ 96.064.91

5 

-

$ 110.134.5

47 

- Depreciation   

-

$ 1.069.50

0 

-

$ 1.069.500 

-

$ 1.069.500 

-

$ 1.069.500 

-

$ 1.069.500 

- Interest   $ 0 $ 0 $ 0 $ 0 $ 0 

Income Sale of assets   $ 0 $ 0 $ 0 $ 0 $ 0 

- cost of asset   $ 0 $ 0 $ 0 $ 0 

-

$ 24.000.00

0 

-Tax loss carryforwards   $ 0 $ 0 $ 0 $ 0 $ 0 

EBIT   
$ 311.434.

312 

$ 348.153.8

92 

$ 414.207.4

42 

$ 475.127.0

23 

$ 529.863.4

08 

- Taxes   

-

$ 77.858.5

78 

-

$ 87.038.47

3 

-

$ 103.551.8

61 

-

$ 118.781.7

56 

-

$ 132.465.8

52 

Net Profit/Loss   
$ 233.575.

734 

$ 261.115.4

19 

$ 310.655.5

82 

$ 356.345.2

68 

$ 397.397.5

56 

+ Depreciation   
$ 1.069.50

0 
$ 1.069.500 $ 1.069.500 $ 1.069.500 $ 1.069.500 

+ Cost of Asset   $ 0 $ 0 $ 0 $ 0 $ 0 

- Amortization   $ 0 $ 0 $ 0 $ 0 $ 0 

Cash Flow 

-

$ 36.000.0

00 

$ 234.645.

234 

$ 262.184.9

19 

$ 311.725.0

82 

$ 357.414.7

68 

$ 398.467.0

56 

       

NPV 
$ 986.994.

179 
     

rate 15%      

IRR 664%      
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8.4. Profitability Analysis 

 

For determining the cost of capital of our company, such as the net present value (NPV) of the 

investment, we will assume the following information: 

The Chilean Central Bank benchmark monthly interest rate is 2.44 %, the effective annual rate 

is 23.52%. 

The country risk premium is 2.37% and the equity risk premium is 7.30%.20 .  We have 

assumed a discount rate of 15% for our investment. 

 

8.5. Scenario Analysis 

 

Based on the income statement forecast, QIÁ O should be profitable form Year 1 on.  This is 

under the assumption that the company sells face masks to a population equivalent to 5% of 

women in communities included in the market analysis section. The assumption includes each 

customer will purchase three sheet masks per month. 

This monthly purchase rate was arrived at considering a moderate operation during the first 

year, as well as the potential effects of quarantine during Year 2 due to COVID 19. Even though 

it might be argued that QIÁ O’s sales projections are very optimistic, given the economic 

projection of growth of about - 4.5%, 21  we believe that our product will be extremely 

competitive given its lower price point vis-à-vis competing products and formats. 

Nevertheless, it is important to contemplate how forecast shortfalls were increases in the cost 

of goods sold might affect the firm’s operations. 

 

                                                      
20 Trading Economics. (2020). Chile Government Bond 10Y. Retrieved from: 

https://tradingeconomics.com/chile/government-bond-yield 
21  La Tercera. (2020). Noticias, deportes y actualidad de Chile y el mundo. Retrieved from: 

https://www.latercera.com/pulso/noticia/expectativas-para-el-pib-de-chile-2020-se-hunden-y-se-acercan-a-

vision-mas-pesimista-del-fmi-de-45/BT67WIECORD2NON4SQ/ 
 

https://tradingeconomics.com/chile/government-bond-yield
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Chile is currently under what might best be described as an indefinite quarantine, which has 

repeatedly been expanded beyond the Metropolitan region of Santiago. Given these 

circumstances, it is a bit difficult to generate an optimistic scenario. Therefore, one scenario 

has been generated involving a variation in sales, while another one takes into account a shift 

in sales volume coupled with an increase in the cost of goods sold. 

Table 12 - QIÁ O Scenario Analysis 

Criteria  Scenario Assumption Net Present Value 

(NPV) 

Customer 

base 

Pessimistic 1 1% of sales in the selected 

communes (767 women) is 

achieved, coupled with no 

additional sales. Each customer 

buys only one face mask per 

month.  

- CLP 98.760.389 

Customer 

base and 

cost of goods 

sold 

Pessimistic 2 3% of sales in the selected 

communes (2301 women) is 

achieved, coupled with no 

additional sales. Each customer 

buys only two face mask per 

month.  Annual COGS 

increases by 10%. 

CLP 198.062.119 

 

Clearly, the first scenario would generate the worst results for the business. The first scenario, 

assumes that the amount of sheet masks sold to customers will not exceed projections and that 

no expansion into other markets will occur due to a concomitant significant increase in fixed 

cost levels. Sales were projected to increase by 3% annually, while the cost of goods sold was 

projected to increase by 1% during 2022 and 2023, followed by 3% increases occurring during 

2024 and 2025.Fixed cost was adapted taking into consideration we would not expand to other 

cities and no new staff would be hired. 

Under these circumstances, and as the table clearly indicates, a negative NPV of CLP 

98,760,389 would make the business venture completely unviable. 

The second scenario, as stated, involves a projected annual increase in sales of 3%, coupled 

with a concomitant 10% increase in the cost of goods sold. This scenario generates a larger 

customer base and results in a positive NPV of CLP 198,062,119. 
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9. Conclusion 

 

The goal of the present business plan was to analyze the feasibility of operate a startup primarily 

as a wholesaler – and later as a retailer – of face sheet masks to Chilean women. 

 

Having completed an in-depth analysis of competitors, conducting market research and taking 

into consideration operational and financial aspects, we have concluded that there is a high 

probability that the portfolio of QIÁ O – as well as the brand itself – has the potential to be 

widely accepted in central Chile; and specifically within our target market of the Metropolitan 

Region of women over 25.  Our idea of using a new channel for face care products giving many 

benefits to the channels as offering a new revenue income, occupying less space of other 

products could push up actively the promotion of sales from the same channels. Our expansion 

to other cities within central Chile will depend on how successful our company is during the 

first two years.  Even our market research indicates that customers are not loyal to one given 

brand regarding cosmetic, we will strive to ensure customers think about QIÁ O when they think 

about sheet masks. 

 

We are very conscious that the pandemic of COVID -19 has affected many companies in a 

variety of economies. This can be seen as a chance to reshape a company or even an entire 

sector. We are conscious that cosmetic products are not essential but may be a practical solution 

even for people who receive treatments at spa and are not able to go out because of quarantines.  

 

With regard to future plans, our company expects to include new varieties of sheet masks into 

its portfolio. These masks will include other active ingredients, such as palo negro (Leptocarpha 

Rivularias) and maqui berry, heretofore unseen in Asian masks. If we are successful during 

startup, we will work hard to begin incorporating in a single complementary product such as 

skin toner or skin wash.  
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11. Appendix 

11.1. Survey 

 

1. Do you use cosmetic products for your face? 

a) Yes 

b) Sometimes 

c) No 

2. How often do you wear face masks, independent of the format? 

a) To work or study 

b) For special events 

c) To get out 

d) Daily 

e) He doesn't use 

3. What origin do the brands you use come from? 

a) Chilean 

b) Foreign 

 

4. Would you be willing to buy a face mask of Taiwanese origin? 

a) Yes 

b) No 

5. When choosing your facial cosmetics Which properties are most relevant to you? 

 

 

a) Hydrating 
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b) Moisturizing 

c) Repairer Anti-Aging (Moisturizer + 

nourishing (at the same time)) 

d) Anti-aging 

e) Hydrating +nourishing (at the same time) 

 

6. Where do you buy your facial cosmetics? (Select maximum 1 attributes) 

a) Pharmacies-supermarket 

b) Exclusive personal care shops (beauty 

salon, 

c) Big stores 

7. How did you know the brands you use?  

a) By advertising on the internet or on tv 

b) On the recommendation of a close person 

c) Through a magazine or store 

 

8. Do you know any beauty tutorials? 

a) Yes 

b) No (If your answer is no, skip to question 9) 

 

9. How much have they influenced your purchase decision? 

a) A lot 

b) Regular 

c) Little 

d) Nothing 
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10. How often do you buy face masks in all their formats? 

a) 1 time a week 

b) 1 time a month 

c) I don't keep track. 

d) When I run out 

 

11. Do you use the same brand for all your facial cosmetics? 

a) Yes 

b) Sometimes 

c) No 

 

12. How much monthly money does it spend on cosmetic face care? 

a) From $0 to $9,999 

b)  $10,000 to $19,999 

c) $20,000 to $49,999 

d) d$50,000 or more 

 

13. What price would you be willing to pay for a face mask? 

a) From CLP $2300 to 2800 

      b) From CLP $2801 to 3300 

         c)From CLP $3301 to 3800 

         d) From $3801 to 4300 

         e) About $4300 

 

1. Age: _________-_ 
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2. Occupation: ___ 

 

3. Commune: ___ 

 

Thank you a lot! 
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11.2. Description of Chilean Social-Economic Strata 

Description of Socio-Economic Stratum22AB. 

Proportion of the Population It represents 1.4 % of the country's total population 

Number of households In Chile there are 94405 households 

Communes representative in 

Santiago 

Vitacura, Las Condes and Lo Barnechea. 

Educational level 99% have University background. 

100% are Directors and Senior Executives 

Income average household CLP 6452000. 

 

Description of Socio-Economic Stratum C1 A 

Proportion of the Population It represents 6% of the country's total population 

Number of households In Chile there are 388127 households 

Communes representative in 

Santiago 

Vitacura, Las Condes and Lo Barnechea. 

Educational level 95%   were university-educated professionals, 

92% are senior executive 

Average household income CLP 2739000 

 

Description of Socio-Economic Stratum C1 B 

Proportion of the Population It represents 6.4% of the total population of the 

Number of households There are 413,064 households in Chile 

Communes representative in Peñalolén, La Reina, Las Condes. 

                                                      
22  National Association of Advertisers. Retrieved on June 7 2020. https://www.anda.cl/wp-

content/uploads/2019/05/GfK_GSE_190502_FINAL.pdf 
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greater Santiago 

Educational level 71% are university professionals. 56% are senior 

managers or professionals. 

Income average household CLP1986000 

 

Description of Socio-Economic Stratum C2 

Proportion of the Population It represents 11.5 % of the total population of the country 

Number of households There are 747863 households in Chile 

Communes representative in 

greater Santiago 

Peñalolén, La Reina, Santiago 

Educational level 45% are professionals in technical fields. 58% work in 

activities which requires formal education. 

Income average household CLP1360000 

 

Description of Socio-Economic Stratum C3 

Proportion of the Population It represents 25.3 % of the total population of the country 

Number of households There are 1641407 households fin Chile 

Communes representative in 

greater Santiago 

They are in 13 communes of Metropolitan Region, 

Estación Central, San Bernardo, Recoleta, among others. 

Educational level 53% count with full high school education. 

Income average household CLP 899000 

 


