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Beauty Influencers - China

“Today’s consumers pay attention to a wide range of
information sources to help them make purchase
decisions; not only detailed introductions of ingredients
and formulas, but also beauty tips and product usage
experiences. Building a professional image remains the
key to winning consumer trust in the era of information
overload ...
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Young Beauty Consumers - China

“Beauty needs to further respond to young consumers’
emotional needs through details of product design.
Beauty routines, from shower to makeup, are positioned
as moments of joy in everyday life and brands could
associate their products with various emotions to
resonate with consumers. In the meantime, young
consumers are in ...
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Soap, Bath and Shower Products -
China

“Bath and shower is no longer just a functional category
focused on personal hygiene. Today’s consumers are
doing various activities, from skincare to entertainment,
in their bathroom and taking showers and baths to relax
and indulge themselves. Therefore, shower and bath
products need to provide more emotional value to help
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Suncare - China

“With UVB/UVA protection now mainstream, sunscreen
products are seeing opportunities to extend their
protection range into the full light spectrum and beyond,
offering comprehensive protection against external
harmful elements in different occasions, such as
shielding skin against outdoor and indoor air pollution;
as well as driving trading up among ...
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Beauty Devices - China

“Consumers’ rising needs for beauty devices to tackle
specific skin issues have resulted in increased usage of
various types in the last year, among which basic items
like cleansing devices and hydration devices have seen
the largest user base expansion. This reveals trade-up is
not the only trend in the ...

Women's Facial Skincare - China

“Chinese women’s multistep routines and strong
demand for high-efficacy products fuel market growth.
In order to maintain the engagement and minimise the

SkiFE A - China

“20214F , HAIFIERMTIZERHERESS S (K
7)., REHBFEERAEMBE FEFEREE | Bh1)
AR AR AR HEXT S AR A B BR . R | 4558 E
S SR AL T S E B R ARIPIE  hRE S 5 i 3R
FHOHS, MAEEEIFIEAS) | R IHTRE R
K, R ey TERENWHFTIER.

- ——SEBE , IRAWI

Bodycare - China

“In 2021, the bodycare market is mainly driven by
wellbeing trends and premiumisation. Although
consumers are barely expanding their bodycare
routines, they are treating every part of the body skin
with facial-care standards. Therefore, high-grade
formulas with a combination of hero ingredients and
delicate care for specific areas can resonate ...
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risk that consumers change to the skin minimalism
approach, brands need to continuously elevate
consumers’ at-home routines, providing more
professional solutions, such as leveraging spa and
clinical claims ...

Facial Cleansing and Makeup
Removal Products - China

“Additional skincare benefits and milder products will
continue to drive value growth in both the facial
cleansing and makeup removal product markets.
However, in the face of intense competition, brands are
recommended to step beyond simply claiming ‘suitable
for sensitive skin’ when conveying mildness, and
offering realistic, achievable must-have skincare ...
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Personal Care Products during
Pregnancy - China

“When choosing personal care products for pregnant
women, safety is the top consideration, far outweighing
other factors including efficacy and price. From
checking the ingredients to researching product reviews,
savvier consumers tend to judge by themselves to be
more assured. Natural ingredients are fundamentally
essential for mild and gentle effects ...
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Colour Cosmetics - Face - China

“In the face colour cosmetics market, consumers focus
on staple products, especially foundation, and are hardly
expanding their routines or switching brands. The next
growth opportunity lies in makeup products with
skincare benefits, on one hand addressing consumers’
current pain points of wearing base makeup products,
such as moisturising for ...

Colour Cosmetics - Lip - China

“The growth of the lip colour cosmetics market is mainly
driven by increased spending and frequency on quantity
per person instead of recruiting new users since the
market is already saturated, therefore innovations on
new format and texture such as mud lip makeups that
create better usage experiences are important ...
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Fragrances - China

“Fragrance is no longer a purely olfactory experience.
With the discovery and purchase of fragrances moving
online, brands need to engage as many senses as
possible, encouraging consumers to use other senses
such as sight and hearing to appreciate fragrances.
Moreover, while fragrances always appeal emotionally to
consumers, product communication ...

Managing Skin Conditions - China

“The rising concern on health and wellbeing after the
COVID-19 outbreak has brought opportunities for
speciality skincare brands. However, the competition is
also getting fiercer as newcomers join. To outperform
the competition, speciality skincare brands should
leverage the high consumer stickiness and provide more
value-added services to become professional and ...
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Colour Cosmetics - Eye and
Eyebrow - China

“Females’ interest in beauty, their evolving makeup
looks, and the emerging of domestic brands have
together helped China’s eye and eyebrow colour
cosmetics market prosper. But the category draws a
smaller budget from consumers compared to face and
lip makeups. Moreover, the limited price range in which
brands compete and ...
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Facial Masks - China

“The facial mask category is entering a more moderate
growth stage with penetration levels continued
saturating in 2020, as a result of the breakout of
COVID-19. Sheet masks were a favourite for consumers
because of their convenience in the past, but now along
with consumers’ interests in trading up to ...
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Attitudes towards Prestige BPC
Products - China

“Serum and essence products are still the most popular
skincare category in the prestige sector and the main
pursuit is anti-aging related claims. Chinese female
consumers continue to seek products that satisfy their
high demands for skin solutions and are willing to trade
up for products that offer advanced performance ...
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Beauty Retailing - China

“Consumers are continuously shifting towards online in
the wake of COVID-19, but the differential in the
perceived quality of products and prices between online
and offline channels are marked. Physical stores need an
educational and experiential offering to connect with
consumers, while online platforms need to team up with
brand ...

BPC Ingredient Knowledge -
China

“The competition over BPC product efficacy is now
intensified to the ingredient level. With branded
channels, third-party platforms and professional KOLs
shaping keen consumers’ ingredient knowledge,
ingredient positioning can be designed from various
aspects — naming, communicating, and segmentation to
better resonate with consumers who are growing
savvier.”
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Oral Care - China

“The importance of oral care is not just about
maintaining hygiene; it’s a crucial part of people’s health
and beauty routines. For one thing, oral care products
could be positioned more holistically in relation to
health and expand their territories to treat more oral
health issues; for another, the appearance ...

February 2021

Hair Colourants and Styling
Products - China

“The hair colourants market has been more resilient
than the styling market during COVID-19. But
consumers’ colour preference has shifted rapidly from
vibrant colours which were in last year to more natural
colour today. Despite the changes, safer and natural
solutions remain the core needs. As for styling products,
CONSUMmers ...

Age Management Products - China

“As Chinese women still have a strong desire to look
younger, improving visible signs of skin aging, such as
loose skin and wrinkles, remains a primary consumer
demand. Meanwhile, how consumers perceive aging and
tackle aging problems is becoming more inclusive. With
consumers looking beyond skincare products when
treating skin ...
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Haircare - China

“Consumers are growing into function driven for
haircare products, where caring features are taking the
lead. As consumers associating health scalp to better
hair conditions and interested in maintaining long-term
scalp/hair healthiness, the future opportunities of scalp
care is to go beyond anti-hair loss and boldly blend into
other ...
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