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Nappies and Baby Wipes - China

“Over the past five years, the nappies and baby wipes
market has experienced staggering growth, driven by
rising awareness of babies’ personal hygiene and the
convenience seeking lifestyle, which increasingly makes
disposable baby products daily essentials. Despite
strong growth, the market for nappies and baby wipes
has not reached full ...
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Haircare - China

“China’s haircare market value reached RMB35.3
billion, growing at a slowed-down rate of 10% during
2013. The gradual slowdown in growth is caused by the
high usage penetration in urban households as well as
consumers’ reliance on price promotion.

Consumers’ repertoire behaviour, especially female
consumers’ repertoire behaviour will ...
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Oral Hygiene - China

"The oral hygiene market has experienced steady growth
over the past few years, in particular the mouthwash and
ancillary segments, with the growth trend expected to
continue. Increased emphasis on oral health and beauty,
higher usage frequency extending to mouthwash,
electronic toothbrush and dental floss products, and a
low dentist ...
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Soap, Bath and Shower Products -
China

“Retailers need to ensure there is enough in-store
marketing to recruit new shoppers day in, day out.
Cross-category brand extensions and creating limited
edition ranges can leverage consumers’ ‘infidelity*
behaviour and capitalise on shoppers’ desire for
newness and excitement.”
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