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Oral Care - China

“Rising awareness of oral health propelled market
growth despite the pandemic, and will continue to drive
it in the future. Brands and manufacturers can expand
the usage of currently niche products through novel
flavours to increase revenue. Moreover, developing
professional products can win the affinity of more
knowledgeable consumers, such ...
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Haircare - China

“Consumers’ high willingness to invest in haircare and
their increasing awareness of scalp health will continue
to drive the development of China’s haircare market.
Brands can cater to consumer needs with prestige
offerings leveraging skincare ingredients and concepts.
Moreover, sensitive scalp care will become mainstream
and expand into more sub-categories ...
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Hair Colourants and Styling
Products - China

“Although the pandemic has slowed down the growth of
the hair beauty market, consumers’ enthusiasm for hair
beauty will continue when life goes back to normal. At-
home hair colourant products will need to continue to
innovate on feasible solutions that leverage their merit
of convenience and flexibility to compete with ...
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“Despite tough challenges in 2022, the lifting of the
COVID-19 prevention and control policies will see
consumers purchasing more BPC products and
returning to physical stores. With spending sentiment
becoming less impulsive and more driven by quality and
experience, it will be important for both online and
offline channels to ...
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