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ABSTRACT
To cosmetics industry, the ability of new product development is a very important index for the measurement of competition ability.
However, nowadays, cosmetics factories in Taiwan do not have a complete and systematic process to development new products or

relative research.

The globalization is coming, and the cosmetics industry of Taiwan does not be-come perfect to the ability to develop new products.
So, it is very important to cosmetic industry to have a complete and systematic process to development new products. This study first
discusses the current situation of Taiwan’ s cosmetic industry, then builds a new product development process, checks and corrects
this process by meeting with specialist and analyzing cases. The final objective is to help cosmetic factories in Taiwan to develop new

product better.
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