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Consumer Attitudes towards
Beauty Devices - China

“Credibility is particularly important in beauty device
market. It highlights the key areas to pay attention to —
proved result, safety assurance, reliable purchase
channel and believable recommendation from people
they know or from professionals. Having said this, the
prudent attitude is unlikely to dampen consumers’
willingness of following trend ...
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Consumer Attitudes towards
Beauty Services - China

“Relaxation and instant results are the perceived
advantages of beauty services and should be further
strengthened to compete against the rise of home-use
beauty devices, which are considered better at saving
time and being convenient to use. Perceptions of safety
will be a key battle ground, with both markets achieving
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Health Supplements - China

“Growth in the health supplements market in China
shows real promise, as health has never been more
important to consumers. Consumers start to take
supplements as a preventive measure, resulting in
higher usage frequency. When introducing imported
products, brands and companies should know more
about Chinese consumers’ unique needs and ...
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Baby Personal Care - China

“Dads and mums are showing similar caring about their
kids and are willing to try innovations, which means
opportunities for these formerly niche products. The key
is how to convince parents of the effectiveness and
safety of these products. Famous brand names are not
that trustworthy and parents now need ...
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Facial Skincare - China

“Consumers think basic product benefits like hydrating
and whitening are the most important signals when they
are evaluating product effectiveness, indicating the core
impressions brands should deliver primarily. Safety
assurance, like no irritation, no side effect, are also the
things every brand must get right. Upon that, advanced
functional benefits ...
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Colour Cosmetics - China

“There is strong consensus that using make-up is a
useful technique to boost confidence and at the same
time to show respect for others. Particularly for middle-
age women in their 30s and mums, being a charming
individual with independence and maturity drives them
to wear make-up every day. This is ...
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Bodycare - China

“Bodycare in China has long been all about moisturising
and lack of innovation. But consumers are asking for
more than pure moisturising, as they demonstrate
various demands for body skin improvements and
particularly high earners have opted for advanced
products like body treatment oil rather than basic body
moisturisers. Given ...
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Consumer Attitudes towards Anti-
aging Products - China

“Anti-aging products are not only relevant to mature
consumers now. Consumers are adopting them as parts
of skincare regime at an earlier age of 25. Unlike
30-40-year-olds who pay more attention to loose skin,
consumers in their 20s treat dull skin as a key sign of
aging, followed by the ...
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Facial Masks - China

“Brand loyalty in the facial mask category is not strong.
What’s more concerning is that such brand switching is
not driven by dissatisfaction with the current brand or
promotional activities, but rather the consumer desire to
try out different new products, indicating the
importance of innovative products rather than
marketing ...
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Nappies and Baby Wipes - China

“Even though baby care products retailing is seeing the
trend of moving to online, specialised mother and baby
care store is still the most trusted and most often visited
channel for Chinese mums, even for highly standardised
and repurchased products like nappies. This indicates
in-store experience and professional services are ...

Beauty Retailing - China

“Online shopping is supporting the growth of the beauty
retailing market and compensating for stagnating offline
sales. Concern about product authenticity does not
prohibit consumers from looking for products online,
even for premium products, because the wide selection
of imported products and competitive prices in online
stores are still strong ...
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Haircare - China

“International brands are continuously investing in
consumer education while Chinese brands are making
less effort in this aspect. But education is what Chinese
consumers need as they are not as sophisticated as
manufacturers think. The popularity of imported
products from South Korea and Japan also
demonstrates the importance of telling ...
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