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Colour Cosmetics - Face - China

“In the face colour cosmetics market, consumers focus
on staple products, especially foundation, and are hardly
expanding their routines or switching brands. The next
growth opportunity lies in makeup products with
skincare benefits, on one hand addressing consumers’
current pain points of wearing base makeup products,
such as moisturising for ...

Colour Cosmetics - Lip - China

“The growth of the lip colour cosmetics market is mainly
driven by increased spending and frequency on quantity
per person instead of recruiting new users since the
market is already saturated, therefore innovations on
new format and texture such as mud lip makeups that
create better usage experiences are important ...
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Colour Cosmetics - Eye and
Eyebrow - China

“Females’ interest in beauty, their evolving makeup
looks, and the emerging of domestic brands have
together helped China’s eye and eyebrow colour
cosmetics market prosper. But the category draws a
smaller budget from consumers compared to face and
lip makeups. Moreover, the limited price range in which
brands compete and ...
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Fragrances - China

“Fragrance is no longer a purely olfactory experience.
With the discovery and purchase of fragrances moving
online, brands need to engage as many senses as
possible, encouraging consumers to use other senses
such as sight and hearing to appreciate fragrances.
Moreover, while fragrances always appeal emotionally to
consumers, product communication ...

Managing Skin Conditions - China

“The rising concern on health and wellbeing after the
COVID-19 outbreak has brought opportunities for
speciality skincare brands. However, the competition is
also getting fiercer as newcomers join. To outperform
the competition, speciality skincare brands should
leverage the high consumer stickiness and provide more
value-added services to become professional and ...
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Facial Masks - China

“The facial mask category is entering a more moderate
growth stage with penetration levels continued
saturating in 2020, as a result of the breakout of
COVID-19. Sheet masks were a favourite for consumers
because of their convenience in the past, but now along
with consumers’ interests in trading up to ...
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Attitudes towards Prestige BPC
Products - China
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“Serum and essence products are still the most popular
skincare category in the prestige sector and the main
pursuit is anti-aging related claims. Chinese female
consumers continue to seek products that satisfy their
high demands for skin solutions and are willing to trade
up for products that offer advanced performance ...
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Beauty Retailing - China

“Consumers are continuously shifting towards online in
the wake of COVID-19, but the differential in the
perceived quality of products and prices between online
and offline channels are marked. Physical stores need an
educational and experiential offering to connect with
consumers, while online platforms need to team up with
brand ...

Age Management Products - China

“As Chinese women still have a strong desire to look
younger, improving visible signs of skin aging, such as
loose skin and wrinkles, remains a primary consumer
demand. Meanwhile, how consumers perceive aging and
tackle aging problems is becoming more inclusive. With
consumers looking beyond skincare products when
treating skin ...
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