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“The China beauty retailing market is evolving fast with
both supply and demand side driven by the online-to-
offline movement. From the supply side, it is the
technology giants’ dive into the retailing market, the large
beauty chain stores expand into lower tier cities.”

— Wenwen Chen, Research Analyst

This report looks at the following areas:

BUY THIS

Bricks-and-mortar stores have more advantages in cross-selling than online retailers REPORT NOW
Leveraging social shopping behaviour

Multiple characteristics of beauty shoppers
The era of mobile shopping VISIT:

store.mintel.com

The beauty retailing market continued its strong growth in 2014. Technological advancements such as
mobile shopping, mobile applications, tablet computers and increased internet penetration have
boosted the popularity of online beauty retailing while the expansion of giant stores such as Watsons CALL
and Sephora into lower tier cities has contributed to make the market grow steadily. EMEA

+44 (0) 20 7606 4533

Meanwhile, the market is becoming increasingly competitive. Traditional bricks-and-mortar stores are
facing severe challenges as more and more consumers are moving online. To counter that, many
bricks-and-mortar stores have opened their online websites. In addition, they are using the online-to- Brazil

offline model and attracting users online and directing them to offline physical stores. 0800 095 9094
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This report is part of a series of reports, produced to provide you with a
more holistic view of this market

DID YOU KNOW?

reports.mintel.com © 2015 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


http://reports.mintel.com//display/store/717665/
mailto:reports@mintel.com

MINTEL

Beauty Retailing - China - March 2015

e The above prices are correct at the time of publication, but are subject to
Report Price: £2463.80 | $3990.00 | €3129.79 B

Table of Contents

Introduction

Products covered in this report
Retail outlets covered in this report
Methodology

Market Sizing definition

Abbreviations

Executive Summary

Slowdown in growth

Figure 1: Best- and worst-case forecast of total retail sales of cosmetics in china, 2009-19
The era of mobile shoppers
Bricks-and-mortar retailers have more advantages in cross-selling than online retailers

Figure 2: Repertoire of beauty products bought in-store/online in the past three months, November 2014

Independent beauty stores are declining
Figure 3: Stores visited and when, November 2014

Time concept is blurring online
Figure 4: Stores visited and when, November 2014

Multiple characteristics of beauty shoppers

Shoppers’ typology in-store
Figure 5: In-store shopper behaviour, November 2014

Shoppers’ typology towards promotion
Figure 6: Shopper behaviour towards promotion, November 2014

The blurred line between social and shopping
Figure 7: Digital information channel usage, November 2014

Mobile marketing
Figure 8: Attitudes towards mobile devices, November 2014

What we think

Issues and Insights

Bricks-and-mortar stores have more advantages in cross-selling than online retailers
The facts

The implications

Leveraging social shopping behaviour

The facts

The implications

Multiple characteristics of beauty shoppers

The facts

The implications

VISIT: store.mintel.com
BUY TH I S CALL: EMEA +44 (0) 20 7606 4533 | Brazil 0800 095 9094

REPORT NOW Americas +1 (312) 943 5250 | APAC +61 (0) 2 8284 8100

EMAIL: reports@mintel.com

reports.mintel.com © 2015 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


http://reports.mintel.com//display/store/717665/
mailto:reports@mintel.com

MINTEL

Beauty Retailing - China - March 2015

e The above prices are correct at the time of publication, but are subject to
Report Price: £2463.80 | $3990.00 | €3129.79 B

The era of mobile shopping
The facts

The implications

Trend Application

Make It Mine
Collective Intelligence

Access Anything, Anywhere

Market Drivers

Key points

The era of mobile shoppers

Everyone can become a businessman on WeChat
The rise of a young generation of shoppers

It’s all about a healthier lifestyle

Promotion, Promotion and Promotion

Who’s Innovating?

Key points
In the race to drive online-to-offline movement
Sephora leads the way in high-tech shopping experiences

Facial mask centres in beauty retailers
Figure 9: Mask centre in Watsons store in K11 Shanghai, February 2015

Figure 10: Mask wall at Etude House at Shanghai Plaza, February 2015

Korean single-brand store storm
Figure 11: The Innisfree Green Tea Mint Fresh range with its eco-friendly design packaging, Q1 2015

Market Size and Forecast

Key points

Slowdown in growth
Figure 12: China cosmetics products retailing value sales, 2009-14

Volume growth remains
Figure 13: Best- and worst-case forecast of total retail sales of cosmetics in china, 2009-19

Forecast methodology

Market Share

Key points

Top five players are fighting hard against online pure players
Figure 14: Top five offline players, by value, 2011-14

Companies and Brands

A.S. Watson

Company background

VISIT: store.mintel.com
BUY TH I S CALL: EMEA +44 (0) 20 7606 4533 | Brazil 0800 095 9094

REPORT NOW Americas +1 (312) 943 5250 | APAC +61 (0) 2 8284 8100

EMAIL: reports@mintel.com

reports.mintel.com © 2015 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


http://reports.mintel.com//display/store/717665/
mailto:reports@mintel.com

MINTEL

Beauty Retailing - China - March 2015

e The above prices are correct at the time of publication, but are subject to
Report Price: £2463.80 | $3990.00 | €3129.79 B

Positioning and products
Figure 15: Imported product section in Watsons Shanghai K11 store
Recent developments
Sephora
Company background
Positioning and products
Figure 16: Sephora colourful mask range, May 2015
Recent developments
Gialen Cosmetics
Company background
Positioning and products
Recent developments
Tmall
Company background
Position and products

Figure 17: Penetration rate of Chinese shopping websites, 2013 and 2014

Recent developments

The Consumer — Beauty Products Purchased

Key points

Feminine care products are essential
Figure 18: Beauty products bought in the past three months, November 2014

Most consumers still prefer buying beauty and personal care products in-store
Figure 19: Beauty products bought in the past three months, November 2014

Bricks-and-mortar have more advantages in cross-selling than online retailers
Figure 20: Repertoire of beauty products bought in-store/online in the past three months, November 2014

Young affluent female shoppers exhibit strongest spending power
Figure 21: Repertoire of beauty products bought in the past three months, by demographics, November 2014

Shanghai, champion for online shopping

The Consumer — Stores Visited and When

Key points
Where to shop beauty products
Independent beauty stores are declining

Figure 22: Stores visited and when, November 2014

Females are the major shoppers for beauty retailing chains
Figure 23: Stores visited and when, by gender, November 2014

When to visit

Online shopping, access anything at any time
Figure 24: Stores visited and when, November 2014

Weekend promotions are important to hypermarkets/supermarkets and shopping malls

VISIT: store.mintel.com
BUY TH I S CALL: EMEA +44 (0) 20 7606 4533 | Brazil 0800 095 9094

REPORT NOW Americas +1 (312) 943 5250 | APAC +61 (0) 2 8284 8100

EMAIL: reports@mintel.com

reports.mintel.com © 2015 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


http://reports.mintel.com//display/store/717665/
mailto:reports@mintel.com

Beauty Retailing - China - March 2015

MINTEL

e The above prices are correct at the time of publication, but are subject to
Report Price: £2463.80 | $3990.00 | €3129.79 B

Figure 25: Stores visited and when, November 2014

Night time is essential for online retailers
Figure 26: Stores visited and when, November 2014

Shopping behaviour varies by city
Figure 27: Stores visited and when, by city, November 2014

The Consumer — Buying Behaviour In-store

Key points

Shoppers’ typology in-store
Figure 28: In-store shopper behaviour, November 2014

Shoppers are generally driven by value

Figure 29: In-store shopper behaviour, by repertoire of beauty products bought in-store in the past three months, November 2014

In-store digital marketing to target at Exploratory and Imaginative shoppers
Figure 30: In-store shopper behaviour, by gender and age, November 2014

Figure 31: In-store shopper behaviour, by income, November 2014

Male shoppers are more practical
Figure 32: In-store shopper behaviour, by gender and age, November 2014

Multiple characteristics of beauty shoppers
Figure 33: In-store shopper behaviour, by in-store shopper behaviour, November 2014

Tier one shoppers are more exploratory
Figure 34: In-store shopper behaviour, by city tier, November 2014

The Consumer — Shopping Behaviour towards Promotions

Key points
Shoppers’ typology towards promotions

Figure 35: Shopper behaviour towards promotions, November 2014

Branding is essential
Figure 36: Shopper behaviour towards promotion, by income, November 2014

Who can get the best deal
Figure 37: Shopper behaviour towards promotion, by gender and age, November 2014

Low-income shoppers come with low level of involvement in promotion
Figure 38: Shopper behaviour towards promotion, by income, November 2014

Convenience is important to affluent groups
Figure 39: Shopper behaviour towards promotion, by income, November 2014

Prudent savers

Figure 40: Shopper behaviour towards promotion, by shopper behaviour towards promotion, November 2014
Correlation analysis
Promotions of prestige brands are more likely to be shared

Figure 41: Shopper behaviour towards promotion, by shopper behaviour towards promotion, November 2014

Convenience is important for deal seekers
Figure 42: Shopper behaviour towards promotion, by shopper behaviour towards promotion, November 2014

VISIT: store.mintel.com
BUY TH I S CALL: EMEA +44 (0) 20 7606 4533 | Brazil 0800 095 9094

REPORT NOW Americas +1 (312) 943 5250 | APAC +61 (0) 2 8284 8100

EMAIL: reports@mintel.com

reports.mintel.com © 2015 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


http://reports.mintel.com//display/store/717665/
mailto:reports@mintel.com

MINTEL

Beauty Retailing - China - March 2015

e The above prices are correct at the time of publication, but are subject to
Report Price: £2463.80 | $3990.00 | €3129.79 B

Reach them via social media
Figure 43: Digital information channels usage, by shopper behaviour towards promotion, November 2014
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Figure 95: Digital information channels usage, by next most popular digital information channels usage, November 2014
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