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“Bodycare in China has long been all about moisturising
and lack of innovation. But consumers are asking for more
than pure moisturising, as they demonstrate various
demands for body skin improvements and particularly
high earners have opted for advanced products like body
treatment oil rather than basic body moisturisers.”

— Alice Li, Research Analyst

This report looks at the following areas:

BUY THIS

o Explore other benefits besides moisturising RE PO RT NOW
e Leverage ingredients to express natural theme
e Expand seasonal offerings VISIT

n

L]
The bodycare market in China has achieved solid growth in recent years but the outlook is challenging, store.m i nte| .COom
as the penetration of basic moisturising products is saturating and other sub-categories are lacking
both consumer attention and product innovation. Moreover, consumers’ evolving lifestyles drive them
to pursue beauty from within, sensory experiences such as SPA, or healthier living such as daily diet CALL:
control and exercising, which all could limit usage of bodycare products. But there are still opportunities EMEA

for brands to drive up growth in this market, such as catering to consumers’ growing needs for product
naturalness and improving product texture and packaging.
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Hand and nail care seeing more genuine product innovations
Figure 26: New bodycare product launches, by segment, China, 2014-16
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Relatively high in consumers’ spending priorities

Varying demands for skin improvements

Daily diet control is the top option for body skin management
Moisturisers have the highest penetration

Natural is all about ingredients

Lotion and with pumps are consumers’ favourites
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Ideal Skin Conditions

Moisturising widens the gap with smoothing and whitening
Figure 34: Ideal skin conditions, 2017 vs 2015

Increasing demands for fewer wrinkles and fine lines
Figure 35: Percentage of consumers who want to have fewer wrinkles and fine lines, by age, 2017 vs 2015

Whitening is no longer the top priority for consumers aged 20-24
Figure 36: Changes on ideal skin conditions, age 20-24, 2017 vs 2015

Methods of Body Skin Management

Exercising and diet control may pose challenges
Figure 37: Methods of skin management in the last six months, January 2017

Salon/SPA concepts appeal to high earners
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Figure 38: Methods of skin management in the last six months, by monthly personal income, January 2017

Bodycare products cannot yet fulfil sensitive skin
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Basic moisturisers have the highest penetration
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Demands for skin conditions don't significantly drive consumers to use specialised products
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Perceptions of ‘natural’ centralised on ingredient
Figure 43: Features of a natural bodycare product, January 2017
*‘Natural’ is hard to represent safety

20-24s exhibit different understanding
Figure 44: Features of a natural bodycare product, by age, January 2017
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Pumps is the most popular packaging
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MinTs are generous on beauty spending
Figure 48: Percentage of spending more on these categories, by consumer classification, January 2017

Bouncier skin is the top priority for MinTs
Figure 49: Ideal skin conditions, by consumer classification, January 2017

Beauty supplements and beauty services are more important options for MinTs
Figure 50: Methods of skin management in the last six months, by consumer classification, January 2017
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Appendix - Market Segmentation

Figure 52: Total value sales of general bodycare segment, China, 2012-22
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Appendix - Methodology and Abbreviations

Methodology

Fan chart forecast
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