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Pharmacy Retail - China

“The ability for a store to embrace the latest technology
innovation to provide seamless services and shopping
experience will become the key differentiator for
retailers to stand out while segmenting the consumer
based on their different behaviour and attitude would
make a pharmacy retailer more efficient. For large
players, designing ...

November 2014

Babycare - China

“The relaxation of the one-child policy in 2013 will result
in more newborns in the future. This coupled with
increasingly disposable income and growing
appreciation towards babycare products will foresee
growth of China’s blooming babycare market from RMB
4,283 million in 2013 to reach RMB 8,871 million in ...
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Men's Toiletries - China

“Men tend to shop for the toiletry products when they
have skin problems to solve. In addition, they expect
instant product efficacy in personal care. Brands should
take efforts to further educate Chinese male consumers,
in terms of the motivation of usage, expectation of the
product and the product usage ...
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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”?

Given consumers’ repertoire behaviour, there is a high
possibility ...
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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

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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more appealing to women."

— Wenwen Chen, Research Analyst
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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 ...

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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Beauty Retailing - China

“Deals and discounting can be an entry point to attract
new customers and personalisation and relevance in
promotion will become the critical point for retailers in
coming years. But in the long run, creating unique
shopping experience remains essential.”
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