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“High product penetration of shampoo and wash-out
conditioner in urban areas suggests that competition will
become fierce in these two categories. Instead, new
emerging segments including leave-on conditioners and
hair masks have great sales growth potential in terms of
conversion."

— Wenwen Chen, Senior Beauty & Personal Care
Analyst
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This report looks at the following areas:

BUY THIS
= Hair treatment products will underpin the growth of haircare market REPORT NOW

= Penetration is key to maintain market share in shampoo market
= Brand building is essential

VISIT:
Shampoo has seen a slowdown in value growth over the five years from 2009-2014 as a result of store. minte| .Ccom
penetration reaching saturation point. Compared with the shampoo market, conditioner products still
exhibit promising growth potential. Hair masks and, leave-on conditioner products will underpin the
growth. Both categories have shown strong growth over the last five years from 2009-2014 especially CALL:
for leave-on conditioner. EMEA

+44 (0) 20 7606 4533

Slowing economic growth during 2014 has led to Chinese shoppers becoming more prudent in their
spending on everyday goods. Therefore, competition will become fierce and both international and
national players are under pressure to maintain their market share. Brazil

0800 095 9094

That said, the China haircare market is still highly concentrated. Compared with the shampoo market,
conditioner products still exhibit promising growth potential. Hair masks and leave-on conditioner
products will underpin growth. Americas

+1 (312) 943 5250

APAC
+61 (0) 2 8284 8100

EMAIL:
reports@mintel.com

This report is part of a series of reports, produced to provide you with a
more holistic view of this market
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Figure 19: Botanic Emotion Ultra Repair Essence Oil for Hair Ends, China, Q4 2014
BB cream/CC cream for haircare
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Figure 22: Pantene Pro-V Reparagédo Rejuvenescedora Tratamento BB Cream Rejuvene-7 Ampola Capilar, Brazil, Q1 2015
Anti-ageing

Figure 23: Alterna Caviar Anti-Aging Replenishing Moisture Shampoo, USA, Q1 2015
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Interesting ingredients from Korean and Japan
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Figure 28: The Kérastase Discipline range, Japan, Q1 2015
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Figure 31: L'Oréal Hyaluronic Acid Hydrating, Q4 2014, China
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Procter & Gamble
P&G in China
Recent developments
P&G brand portfolio in China
Figure 33: P&G brand portfolio in China, price based on March 2015
Unilever
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Recent developments
Unilever brand portfolio in China
Figure 34: Unilever brand portfolio in China, price based on March 2015
Beiersdorf AG
Beiersdorf in China
Recent development

Figure 35: Slek Nourishing Essential Oil range, Q2 2014

Beiersdorf brand portfolio in China
Figure 36: Beiersdorf brand portfolio in China, price based on March 2015
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Recent development
Henkel brand portfolio in China
Figure 37: Henkel brand portfolio in China, price based on March 2015
L'Oréal
L'Oréal in China
Recent development
L’Oréal brand portfolio in China
Figure 38: L’Oréal brand portfolio in China, price based on March 2015
LAF International Group
Company background
Recent developments

LAF brand portfolio in China
Figure 39: LAF brand portfolio in China, price based on March 2015
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Figure 44: Kérastase Chronologiste Revitalizing Shampoo, USA, Q1 2015

Hair problem by demographics
Men and women need different solutions

Figure 45: Consumer hair problems, by demographics, January 2015

High income consumers are more likely to have scalp problem
Figure 46: Consumer hair problem, by demographics, January 2015
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Shampoo
Figure 47: Shampoo usage frequency, January 2015

Figure 48: Shampoo usage frequency, by demographics, January 2015

Figure 49: Shampoo usage frequency, by demographics, January 2015

Figure 50: Shampoo usage frequency, by demographics, January 2015
Hair treatment product usage frequency

Figure 51: Hair treatment product usage frequency, January 2015
Penetration

Frequency
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Hair treatment product usage frequency, by consumer hair profile

The Consumer — Brand Usage

Key points

Repertoire behaviour persists
Figure 52: Brand repertoire behaviour of each category, January 2015*

Figure 53: Repertoire behaviour of shampoo, by demographics, January 2015

Figure 54: Repertoire behaviour in shampoo, by monthly personal income, January 2015

Brand penetration
P&G still dominates the China haircare market

Figure 55: Brand penetration, January 2015

Trends: Big brand penetration is dropping but still large
Figure 56: Most popular brands of hair care products bought in the last 12 months, February 2012

Big brands’ target consumers reflect their strong positioning
Figure 57: Brand penetration, by demographics, January 2015

Brand functional positioning effectiveness
Figure 58: Brand penetration, by consumer hair profile, January 2015

Brand repertoire — Maximise reach
Figure 59: Repertoire of brand penetration, January 2015

The Consumer — Attitudes toward Buying New Products
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Most consumers are practical
Figure 60: Motivation for product switching, January 2015
Leveraging in-store assets
ATL marketing activities to help recruit new/lapsed users
Figure 61: Motivation for product switching, by age group, January 2015
Innovation to encourage to trade up to premium offerings
Figure 62: L'Oréal Extraordinary Hair Oil, Q1 2014, China
Figure 63: Motivation for product switching, by monthly personal income, January 2015

Packaging innovation is essential to convert young male shoppers
Figure 64: Motivation for product switching, by gender and age group, January 2015
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