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ABSTRACT
According to recent ITRI research, the global market for cosmetics is raising up to a $202 billion (USD) industry. ITRI has
predicted that this year it should raise to a NT$ 650 hundred million market (PcHome News, 15 Feb 2006). Scholar (T. Brown,
2,004; P. Kaotler, 2,003) pointed out, the marketing question is the rhetoric question, and the rhetoric research is a persuasive power.
Research question this research is as follows, the sales personnel does affect under the factor in which, can affect the sales personnel
to convince the skill? This research picks the questionnaire research method. The survey is done in the northern part of Taiwan. Up
until 30th June 2006, we have released 436 questionnaires, 331 of them came back with responses. findings discovery[d 1) industrial
environment- only market configuration and competitive conditions can significantly influence the persuading techniques 2) the
proficiency and psychological state of a salesperson greatly affect the persuading techniques 3) the consumer type to the sales
personnel's three kinds persuasive techniques off sales, all presents has reveals the influence and the forecast strength.
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