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Oral Hygiene - China

“The increase in electric toothbrush adoption and the
success of local brands selling premium pharmaceutical
toothpaste products clearly shows the trend that Chinese
consumers are not only just paying more attention on
oral care, but are also spending to upgrade. This
underlines the importance of product efficacy. The

competition is ...
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Pharmacy Retail - China

“Pharmacy retailing is growing continuously and is
expected to expand further, thanks to the solid
consumer needs, pharmacies’ business expansions as
well as the medical reform. The government is still
exploring the best medical system for the country,
leaving opportunities and challenges for different
players at the same time. Offline ...
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Weight Loss and Health
Supplements - China

“Despite a big population of people diagnosed with
overweight issues, the weight loss market in China only
achieved moderate growth in 2015-16. The health
supplement market grew faster by comparison, but still
remains highly fragmented with fierce competition.
There is no reason for brands to think this is an easy ...
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Facial Skincare - China

“China’s facial skincare market is dynamic and robust.
Chinese women are trying different ways to improve
their skin beyond just using skincare products. There is
strong faith in “inside-out beauty” while desire for more
natural products remains. Digital technology is also
facilitating users’ daily skincare routines as well as ...

Colour Cosmetics - China

“China’s colour cosmetics market is still an emerging
market where most users’ routines are not fixed. Daily
make-up wearers’ numbers have declined compared to
2015. Therefore, converting non-make-up wearers or
irregular make-up wearers into regular make-up
wearers is more important than up-trading regular
users.”
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Baby Personal Care - China
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“The baby personal care market is looking promising
along with the government’s end of one-child policy.
That said, competition is escalating while maintaining
consumers’ loyalty could be challenging. More new
international brands are being introduced, especially via
online retailers. Internet naive and social media savvy
mums in China never stop ...
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Nappies and Baby Wipes - China

“To improve and enhance competitiveness in the China
nappy market, companies and brands need to prioritise
improving product quality since this product feature is
the top driver for consumers’ brand switch behaviour.
Among all product factors, breathability of nappies is
the key concern of mums. Meanwhile nappies and baby
wipes ...

Beauty Retailing - China

“In China, where national expansion of physical stores is
diminishing, mobile is becoming the battlefield for
beauty retailers. There is an enormous amount of
mobile-centric innovation intensifying competition for
consumers' wallets and the O20 movement will

Facial Masks - China

“The low unit price and immediate hydration have made
facial masks an essential beauty routine for most
Chinese women. Considering the high levels of usage,
the next step in market development will be product
premiumisation and product extension.”

— Wenwen Chen, Senior Beauty Analyst
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continue to boom in order to provide an omni-channel
experience.
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Soap, Bath and Shower - China

“The stress of modern living and concerns over pollution
mean that consumers in China are craving natural
products. Companies offering premium natural products
should appeal to women, who are still the key consumer
group in this market. As well as natural ingredients,
products that can offer additional skincare benefits can

January 2016

Haircare - China

“Consumers exhibit strong belief in scalp care. 47% of
the consumers believe a healthy scalp is a major reason
for healthy hair. The next step is to integrate scalp care
into anti-ageing and anti-pollution market. For example,
brands can consider collaborating with technology firms
to develop apps to monitor everyday ...
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