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"Chinese women perceive that a healthier and happier life
can lead to good skin in the long term, so brands need to

think of skincare from a bigger picture and tap into
consumers’ everyday life 24/7.”

– Wenwen Chen, Senior Research Analyst

This report looks at the following areas:

• Penetration remains vital to unlock future growth
• New product innovation is key to maintaining loyalty
• A healthier and happier life leads to good skin
• Approach men differently

China’s facial skincare market is evolving fast, driven by both consumers’ growing savviness and
intensified competition between international and domestic brands. Mintel has found that most facial
skincare users, regardless of gender, have established a fixed routine in major categories; thereby
growth via increasing frequency of usage will be difficult. This implies increased overall usage still
remains the key to supporting growth. Creating new categories is another way to unlock future growth,
for example the success of peel-off facial masks and pre-essence products.

Given the rising awareness of pollution, computer and mobile phone radiation combined with the
stresses of urban life, there also is an opportunity for growth in increasing both the usage and
frequency of sun protection/anti-pollution products.
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Figure 36: SK-II Facial Treatment Essence, limited edition, purple hydrangea, q4 2014

Major launches
Figure 37: SK-II Auractivator CC Cream, q1 2015

Estée Lauder

Estée Lauder in China

Recent campaign

Major launches
Figure 38: La Mer The Illuminating Eye Gel, q1 2015

Figure 39: Estée Lauder Re-Nutriv collection, q4 2014

Figure 40: Clinique Turnaround Revitalizing Treatment Oil, Q1 2015

Jala

Jala in China

Recent campaign

Major launches
Figure 41: Chando Himalayan Purity Pure range, Q2 2014

Figure 42: Maysu Rose Honey Nutrition Moisturizing, Q2 2015

Key points

Skin profile
Figure 43: Current skin conditions, March 2015

Trends amongst female users 2014-15
Figure 44: skin problems comparison in female users, 2014-15

Figure 45: SK-II Whitening Power Spots Specialist, Q3 2014

Figure 46: Lancôme Génifique Yeux Light-Pearl Eye-Illuminating Youth Activating Concentrate

Gender differences

Males and females need different solutions
Figure 47: Current skin conditions, by demographics, March 2015

Figure 48: Repertoire of current skin conditions, by demographics, March 2015

Satisfaction level

Over 30% are not satisfied with their skin
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High income demographics have more potential
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High penetration of major categories
Figure 51: Usage of facial skincare products, March 2015

The Consumer – Skin Profiling

The Consumer – Usage Behaviour
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A healthier and happier life leads to good skin
Figure 75: Attitude towards skincare in the next 12 months, March 2015

Figure 76: La Nuit Douce Frankincense d'Oman Face Beauty Oil, q1 2015
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New skincare approach – early protection and home treatment

Gender differences
Figure 81: Attitude towards skincare in the next 12 months, by demographics, March 2015

Figure 82: Skin Food Everyday Lentil Facial Mask, Q2 2015

Figure 83: Bei Da Huang’ s Dong Bei Mo Yang ‘s A Golden Harvest Range: soybean moisturising mask, may 2014
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Dynamic approaches
Figure 85: Repertoire of attitude towards skincare in the next 12 months, March 2015

Figure 86: Repertoire of attitude towards skincare in the next 12 months, by demographics, March 2015

Figure 87: Repertoire of attitude towards skincare in the next 12 months, by demographics, March 2015
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