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Feminine Hygiene and Sanitary
Protection Products - China

“Savvy consumers are propelling market evolution with
their attention to health and wellness and driving an
expedited innovation cycle with their limited brand
loyalty. R&D is primarily focused on expanding the
dimensions of product features, to develop products
with dedicated cuts and designs for segmented
occasions and needs, and to ...
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Soap, Bath and Shower Products -
China

“Showers and baths play an increasingly important role
in modern consumers’ daily routines. The purpose of
taking a shower or bath is moving beyond just cleaning,
and is becoming part of their skincare regimen with
inclusion of skincare benefits in shower/bath products,
and as a means of relaxation and ...

Attitudes towards Beauty - China

“Consumers’ desire for and pursuit of a better facial
appearance is reflected in their increased usage of
beauty products and services across different categories
over the last year. Cosmetic surgery, including both
skincare services and real surgeries, is considered to
offer concrete results in improving facial skin. As
consumers get ...
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Baby Personal Care - China

“After fewer new births in 2019, the market has become
driven more by the high-end of the sector. Given
consumers’ higher demand for products and greater
willingness to spend on high-quality products, brands
need to seize the opportunity to go premium and
highlight ingredient claims and certifications to prove
safety ...
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Sunscreen Products - China

“The market is experiencing fast growth and consumers
are becoming savvier and their needs are evolving from
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Beauty Devices - China

“Consumers no longer only adopt beauty devices as at-
home versions of specific skin treatments or cosmetic
surgeries. Nowadays, they are seeking beauty devices to
cooperate with their skincare products and form an all-
around solution to their skin problems. They place great
trust in authentication and professionalism, and
endeavouring in trying ...

Facial Skincare - China

“The usage rate of basic facial skincare products has
increased compared to 2017, with more uptrends seen in
facial cleanser and suncare products. Although they are
not high-priced products like serums, premiumisation
opportunities exist for facial cleanser by offering more
advanced benefits like anti-aging for mature women and
soothing for ...
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high-index SPF/PA to strong protection results
delivered by advanced technology and ingredients.
Future opportunity lies in meeting consumers’ trade-up
demand for safer products boasting natural ingredients
and ease of removal, offering comprehensive ...
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Bodycare - China

“Bodycare is less likely to be considered as essential
when compared to other beauty and personal care
categories, therefore this market relies on product
innovations to draw consumer attention and drive trial
and usage. Incorporating added benefits, ingredients or
formats that are typically seen in facial skincare into
bodycare can ...
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Attitudes towards Anti-aging
Products - China
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Colour Cosmetics - China

“When targeting a face base make-up product at women
aged 30 or above, the feature ‘have benefits on skin
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“The days when anti-aging only referred to anti-wrinkle
creams for over-30s are gone. Anti-aging is quickly
expanding its territory to include a larger group of target
consumers, a broader variety of claims (such as
behavioural aging, anti-oxidation, anti-glycation) and
diverse product offerings, from cosmetic surgery-like or
ingestible skincare, to other ...

Cosmeceuticals - China

“With restrictive CFDA regulations, cosmeceutical
brands are unable to benefit from directly positioning
their products as cosmeceuticals, so finding alternative
communication is an imperative and urgent task.
Associated closely with cosmeceuticals, both skin barrier
protection and skin problem solving are feasible
positionings and are more important features in
consumers’ minds ...
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Facial Masks - China

“As a fast-growing market, the facial mask market is
facing fierce competition from functional aspects to
value-added emotional aspects. Consumers’ upgraded
demands for mental relaxation provide an opportunity
for brands to invest in a ritualised facial mask routine.
Under the influence of the premiumisation trend,
product innovation could be around ...
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appearance’ is listed as the most important feature to
have. In 2018, claims such as ‘anti-aging’ and ‘reduce
fine lines” appeared in more new launches in China but
still significantly less ...
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Fragrances - China

“With Chinese beauty consumers increasingly shifting to
online, it is also becoming crucial for fragrance brands
and retailers to expand their digital presence. However,
digitalisation doesn’t just mean selling products online
or opening social media accounts; in the fragrance
category, what’s more important is how to evoke the
sense of ...
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Oral Hygiene - China

“The premiumisation trend continues to influence the
oral hygiene market with consumers’ awareness of oral
health in terms of both product usage and knowledge
accumulation sides. Electric oral care products not only
bring more advanced functional results, but also an
association with better life quality. TCM toothpaste
brands should keep ...
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Hair Colourants and Styling
Products - China

“While international brands still dominate, local brands
have started to emerge and gain attention through
online platforms. Consumers’ demand for safety and
health has given rise to competition based on education
around natural ingredients. Temporary hair beauty
products should leverage trends in the colour cosmetics
market, both in terms of ...
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Haircare - China

"The haircare category in China, though becoming more
saturated in terms of penetration, has maintained steady
growth in recent years, mainly driven by strong new
product launch activities that keep consumers engaged
and drive trading up. While consumers’ top hair
concerns and needs remain unchanged, eg anti-
dandruff, thereis a ...
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