MINTEL

July 2019

SHEEMREE - China

“DEEREIREZ0L DA H PRI B A E—
EARE, EZEREY KHREEIEET 2B
B"E. BLIUNTRER WATAEL, TUAK. TUE
) FMESHN , NEERSOA RIS RAEH M E
A, BHARS.

2% - China

“HTERRRELRNTENE , e TtEE%
WEMRF=Maziteh e , RS IRBERNEEARRA
WABENES. RIPUBKGRIRANAR R B BRR AR 52
W EEMRMTITEN , FFEIEHBRENI ST ES
PRUIKEREREANER , FER ZNA , BER
FEBARRNT. ”

— FSCHL , ARSI

June 2019

Attitudes towards Anti-aging
Products - China

“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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Colour Cosmetics - China

“When targeting a face base make-up product at women
aged 30 or above, the feature ‘have benefits on skin
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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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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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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