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“Innovation in technology, product claims and packaging is
driving both mature and newer product types such as

electric toothbrushes and toothpaste for sensitive teeth, to
continuously grow. Niche brands like Lion and Kao

become more competitive and are posing challenges to big
players by impressing consumers with good results.”

– Vicky Zhou, Research Analyst

This report looks at the following areas:

• Opportunities for mouthwash and ancillaries
• Education is necessary for electric products
• Children and pregnant women segments bring new winning point
• Niche brands become competitive

The oral care category has witnessed a steady growth in terms of value in the last five years. Big
players in the market are experiencing different fortunes to previous years, with local brands jumping
into the top two rankings. Product premiumisation continues driving market growth, while niche groups
of consumers like children and pregnant women represent new growth points. Brands are continuing to
drive innovation in both products and marketing campaigns and are even looking to cross-category
link-ups with brands outside the category for cooperation.

Electric products have a long way to go in China, in terms of both cultivating and maintaining
consumers. Consumers re primarily seeking good results from products rather than price, and niche
brands are starting to appear on the market. Recommendation from friends and family is one of the
most important sales drivers for niche brands.
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Figure 36: Oral care combined food and drink, US and China, 2017-18
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Mintropolitans pay more for oral hygiene products
Figure 71: Product usage, by consumer classification, November 2017

Mintropolitans know niche toothpaste brands from online sources and dentists
Figure 72: Source of awareness, by consumer classification, November 2017

Figure 73: Total value sale of oral hygiene market, China, 2012-22

Figure 74: Total value sale of oral hygiene market, by segment, China, 2012-22
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