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Weight Loss and Health
Supplements - China

“Weight loss and health supplements need to move away
from the traditional dull, ‘drug’ feel image to improve
their appeal to today’s consumers.”
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Facial Skincare - China

“The China facial skincare market is evolving fast with
enhanced level of competition and consumer
sophistication. Consumers want multi-benefit products
that fit into their multi-tasking lifestyles, they also want
specifically designed products for certain problems. So
the next question is “When”?

Colour Cosmetics - China

“Given consumers’ repertoire behaviour in colour
cosmetics, there is a high possibility they use several
products at the same time or switch brands very often.
Therefore, brand awareness is still important, even if
shoppers do not think about one brand frequently. It is
also crucial to ensure that there is ...
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Fragrances - China

“Most consumers only wear fragrances on special
occasions. Smart brands know to tie up their fragrance
story based on special occasions. Fragrance concepts
developed around emotions and mood could also be
more appealing to women."

— Wenwen Chen, Research Analyst
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