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January 2023

Personal Care Products during
Pregnancy - China

“For women, childbearing can be a daunting and
stressful task. The changes and strain placed on a
woman’s body require full attention. While ensuring
foetal safety is the primary requirement, pregnancy
personal care products can also provide additional
emotionally uplifting benefits and extend care into post-
childbirth, allowing women to feel ...

December 2022

Soap, Bath and Shower Products -
China

“Taking a shower is no longer just about cleanness.
Consumers are now looking for extra benefits from the
SBS category, such as advanced skincare solutions to
improve skin conditions and enjoyable fragrances to
enhance the shower experience emotionally. Innovative
texture and format with better sensory experience and
proved efficacy are ...
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November 2022

Suncare - China

“Consumers’ rising awareness of UV protection has
sustained the market’s growth for another year. The
rising popularity of outdoor activities is generating
awareness of UV protection and providing an
opportunity and pathway for sunscreen brands to
engage with consumers. Meanwhile, the balance of
sufficient protection and comfortable skin remain a ...
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October 2022

Bodycare - China

“Consumers are now paying more attention to taking
care of their body skin; apart from the basic
moisturisation and hydration needs, advanced skincare
benefits such as anti-ageing and dealing with sensitive
skin conditions have also seen rising interest. Bodycare
is also closely associated with general wellbeing both
physically and mentally ...

Facial Cleanser and Makeup
Removal Products - China

“Milder products are sought most after the resurgence of
COVID-19 in 2022, followed by those with better
skincare benefits or with better moisturising results. The
demands are the same for both facial cleansing products
and makeup removal products. Makeup removal oil has
obtained slight increasing usage penetration over the
last ...

September 2022

Baby Personal Care - China

Men's Grooming Routines - China

“With Awakening Apprentices being the connection
between Self-image Indifferents and Image
Management Veterans (consumer segments identified in
this Report), brands could approach men in the BPC
world following a progressive way and enhance their
sophistication step by step. On top of efficacy, emotional
benefits could be the key to further ...
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“Faced with a declining birth rate and saturation of most
product types, the baby personal care market needs
product innovation and brand positioning that speak to
the new generations of parents. Specifically, weighing on
emerging product types (eg suncare), introducing new
formats and textures and focusing on product efficacy
are ...
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August 2022

Beauty Devices - China

“After a few years’ rapid growth, the market has
recorded a decrease for the first time, reflecting
consumers’ reserved attitudes in making large spending
and their reluctance in purchasing devices with basic
functions such as hydration or cleansing. It is important
for device brands to keep exploring ways to persuade ...

July 2022

Colour Cosmetics - Face - China

“Consumers are paying more attention to the long
lasting and close fit to skin surface claim when choosing
foundation products, which offers future growth
opportunities for complimentary primer and setting
products. On the premise of satisfying demand for the
seamless makeup look, additional skincare benefits are a
bonus for those ...
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Women's Facial Skincare - China

“Facial skincare with high efficacy will play a more
central role in women’s beauty routines in the post-
pandemic era and will likely lead future growth in the
beauty industry, given the skinification trend continues
impacting adjacent categories and many beauty
companies are focusing more on the facial skincare
business.

Skin ...
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May 2022

Facial Masks - China

“As consumers are explorative in the usage of facial
masks, brands are suggested to offer facial masks of
various formats to satisfy their needs under different
skin conditions and of different target groups. For two
leading formats, specialisation of sheet materials can
endorse functionality of sheet masks, and rinse-off
masks ...
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Age Management Products - China

Attitudes towards Prestige BPC
Products - China

“Younger entry in the category becomes prevailing and
brands are now required to act fast and dig deeper
product offering diversifications and channels strategies
to better accommodate younger consumers’ needs on
functional benefits and sensorial experience during use.
Also lead the conversation and movement in tackling
pressing social issues to ...
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“Consumers are taking a holistic approach towards
ageing skin. They are not only using facial skincare
products to delay ageing but also pay more attention to
lifestyle modification as another major treatment.
Therefore, positioning products as complementary
solutions that support a healthier lifestyle and proving
their effectiveness with professional endorsements ...

March 2022

Oral Care - China

“With increasing knowledge and awareness of oral
health, consumers will have more self-treatment
occasions when encountering diversified dental
problems. In the meantime, consumers have established
a habit of using various products for specific oral issues,
which will further enhance market segmentation and

bring opportunities to niche prototypes such as breath ...

February 2022

Haircare - China

“Growth of China’s haircare market is driven by
consumers’ fragmented needs for better haircare
solutions, which eventually resulted in premiumisation
and increased repertoire. In order to maintain future
growth, brands need to serve consumers’ diverse needs
for precise and convenient solutions both in shampoo
and haircare segments such as colour ...

Hair Colourants and Styling
Products - China

“As consumers pay more attention to hair beauty as part
of their overall appearance and style, hair colourants
will remain on an upward trend over the next five years.
At this point, driving penetration of home hair colour
with easy-to-use products is a priority in this category,
as inconvenience has ...

Beauty Retailing - China
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“China’s retailing landscape continues to evolve, with
new players and platforms emerging quickly. Brands
need to operate private domain traffic in an effective
way, providing personalised product recommendations
and practical beauty tips, and leveraging non-beauty
information to cater to consumers’ emotional needs, so
as to retain consumer interest and cultivate ...
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