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Nappies - China

“Fewer newborns means market growth will be more
reliant on spending per capita. Brands need to provide
high quality products not only satisfy parents’ basic
needs of breathability material but innovating on
products with specialized patent, also for ultra-sensitive
skin conditions with additional skin care benefits could
be a way ...

January 2021

Soap, Bath and Shower Products -
China

“Hand sanitizer has emerged as a winning category after
COVID-19 due to growing demand for personal hygiene,
while the bath and shower product market grew
relatively slower. Consumers have upgraded their
demand from functional-driven to skinare and
emotional benefits, driving product innovation and
premiumisation.”

— Vicky Zhou, Research Analyst
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Baby Personal Care - China

“A declining birth rate in China means that the baby
personal care market will rely more on increased
spending per baby. Parents will always prioritize safety
and professionalism when choosing products; therefore
demonstrating excellent product quality that satisfies
those basic needs is key. In addition, brands can
leverage premiumisation with ...
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Beauty Devices - China

“Although growth is booming, with more international
and domestic brands entering and expanding, the China
beauty devices market is becoming over-crowded and
entering a stage where players that cannot offer devices
that meet consumers’ shifting and upgrading demands
and inferior efficacy and safety will be shed.”

— Anne Yin...
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Suncare - China

“In 2020, COVID-19 has dragged down the fast growth
that has previously shaped the China suncare market.
The accumulated awareness of using sunscreens for the
indoor and urban environment has resulted in minimal
impact from reduced outdoor activities and mask
wearing. These usage occasions, together with
consumers’ sustained interest in ...
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Women's Facial Skincare - China

“The women’s facial skincare market has seen strong
value growth year-on-year, driven by the prestige sector
and the expansion of online business. Penetration is
very high and continues to rise, especially facial
treatment products such as serum and eye cream,
indicating that women continue to seek more advanced
skincare solutions ...

Bodycare - China
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Colour Cosmetics - China

“COVID-19 put a temporary stop on the colour
cosmetics consumption due to less usage needs during
outbreak. However, the market remains resilient thanks
to consumers’ rigid beauty demand and widely spread
enthusiasm in the long term. Opportunities lie for those
brands which could build products with enhanced visual
and emotional ...
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“Unlike other BPC categories where visuals are more
important, bodycare relies strongly on personal usage
feelings, which is why launching products that reassure
consumers of a good skin feel is essential. Facing fierce
competition from shower products that can deliver
similar skin benefits of moisturising, the bodycare
category needs to ...
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Age Management Products
(Responding to COVID-19) - China

“The large population of mature women means there are
opportunities to better serve women over 30. This
means brands can differentiate not only by
extraordinary product performance but also by
supporting mature women’s lifestyles and taking care of
their emotional needs. While young consumers,
especially the 18-24s, whose financial confidence ...
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Managing Skin Conditions
(Responding to COVID-19) - China

“Wearing a face mask outdoors has become a daily habit
for consumers after the outbreak. Mintel’s research has
shown that this has led to more skin issues such as dry/
itchy skin, on top of common skin conditions such as
acne and enlarged pores. This means an opportunity for
brands ...

Fragrances (Responding to
COVID-19) - China

“The dominance of big foreign brands in the Chinese
fragrance market will be challenged in the coming years.
With a growing appetite for rare and unusual scents,
today’s consumers are looking beyond big brands’
classic fragrances. In their perceptions, fragrances from
international well-known luxury brands are hardly
associated with positive ...

Attitudes towards Prestige BPC
Products (Responding to
COVID-19) - China
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Facial Masks (Responding to
COVID-19) - China

“Fierce competition in the facial masks market before
COVID-19 has resulted in increasing communication
costs and homogenisation. Opportunities now lie in
exploring innovations to tackle skin issues triggered by
new lifestyles (eg wearing face masks when in public)

after COVID-19 outbreak, premiumisation via anti-aging

facial masks targeting women aged above ...

April 2020
&3P - China
“EHHUHTE R TE R R e E |, BME

MATEEBEIMRN AR, XEERERGMTIATTH

BEEFFGMOE , Y REEAM L , EA.
pilb e IS S M) b e I

- FEN , VB TAHTID

March 2020

Oral Care - China

“Over half of consumers are keen on using gum caring
and anti-sensitivity toothpastes even if they haven’t
experienced related dental problems. This makes the
idea of prevention over treatment solid and could be
expanded into other functions, such as whitening,
preventing calculus, and maintaining a balanced oral
microbiome.”
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Beauty Retailing - China
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“Bricks-and-mortar stores are no longer just a place to
sell products but also a destination to create experiences
for consumers, the focus should not only be selling
products with price competition with online channels,
but shift to create memorable experiences, to provide
expert advice and the most importantly is to ...
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Hair Colourants and Styling
Products - China

“Hair colourants, in consumers’ minds, work as a
display of fashion, rather than serving as a cover for
aged grey hair. The widely held keenness towards trendy
hair colours implies that brands need to alter their
product images via marketing communications to
present in a more fashionable way to attract ...
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Haircare - China

“Consumers’ awareness of hair and scalp care both
increased in the last year, though anti-hair loss and hair
volumising are yet to take off, as consumers’ attention is
more focused on obvious hair issues like split ends and
dryness. But 25-29 year olds are worrying about hair
volume more than ...
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