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“In February 2015, Under the Dome, a documentary that
investigated air pollution in China, became a smash hit in
China. It attracted hundreds of millions of viewers in a
very short time after it went live online. The popularity of
the documentary could be regarded as a demonstration of
the high awareness and concern about pollution among
Chinese consumers.”

— Linda Li, Senior Research Analyst

This report looks at the following areas:
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Chinese consumers are more willing to take measures to protect themselves against pollution. This
suggests great potential for pollution-proof products, especially purifiers and personal care products
with anti-pollution benefits.
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Figure 23: Interest in buying pollution-proof products, May 2015

Opportunities lie in pollution testing devices
Figure 24: Interest in buying pollution-proof products, “Have not bought this, but interested in buying”, May 2015

Use free trial to promote sonic facial brushes
Figure 25: Perception of usefulness about sonic facial brushes, by interest in buying this product, May 2015
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pollution claims
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Figure 39: Selected attitudes towards pollution-proof products, by consumer classification, May 2015

Figure 40: Perceptions of usefulness about skincare and haircare products with anti-pollution claims, by consumer classification, May
2015
Figure 41: Interest in buying skincare and haircare products with anti-pollution claims, by consumer classification, May 2015
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