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“The brightening/illuminating claim is more dominant
across major Asian markets such as Japan, China and

South Korea than western markets like the US or France.
This means that brands planning innovations for Asian

consumers must remember their first beauty rule: a
brightened and flawless complexion."

– Wenwen Chen, Senior Research Analyst

This report looks at the following areas:

• Penetration and premiumisation remain vital to unlock future growth
• Rediscover real beauty against the “new beauty” standard
• Integrated media planning
• The Advocators, the Worriers and the Sceptics

This report discusses women’s colour cosmetics in general and it does not cover male colour cosmetics
products such as male blemish balm (BB) or colour correction (CC) cream.

This report examines colour cosmetics products including:

• Primer
• BB cream/CC cream
• Foundation
• Face powder
• Concealer
• Blusher
• Mascara/lash serum
• Eye shadow
• Eyeliner
• Eyebrow definer
• False eyelash
• Colour enhanced contact lens
• Lipstick
• Lip gloss.
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Facial skincare spend is still bigger than colour cosmetics

The Consumer – Profiles

The Consumer – Colour Cosmetics Usage Behaviour

The Consumer – Colour Cosmetics Spending Behaviour
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Figure 85: Spending on facial skincare products, by demographics, March 2015

Expanding to lower tier cities

Key points

A bright glow remains the top priority for beauty routine
Figure 86: Motivation for using colour cosmetics, March 2015

Figure 87: SK-II Cellumination Aura Essence Kit, Q1 2015

Figure 88: Yves Saint Laurent Forever Light CC Creme Colour Corrector SPF 35/PA++++

The bigger eye effect
Figure 89: Lancôme Génifique Advanced Youth Activating Concentrate, Q2 2014

Figure 90: Maybelline Big Eyes Love Bag liner, Q1 2015

The era of the smaller face

Opportunities in smaller cities
Figure 91: Motivation for using colour cosmetics, by demographics, March 2015

Tailor a look for you
Figure 92: Repertoire of motivation for using colour cosmetics, March 2015

Key points

Fashion magazines’ beauty editors are in charge
Figure 93: Media used to learn makeup skills, March 2015

Sponsoring TV programme

The era of vloggers

Encouraging to share

Playing with heritage
Figure 94: Pechoin Hydrating Double-Showing Brightening Mask, Q2 2105

Integrated media planning
Figure 95: Repertoire of media used to learn colour cosmetics skill, March 2015

Target different age groups with their preferred media
Figure 96: Media to learn colour cosmetics skill, by demographics, March 2015

Key points

Factor test
Figure 97: Understanding of beauty, March 2015

The rise of micro cosmetic surgery

A westernised look is the new beauty standard
Figure 98: Liu Wen was also the first Asian model hired as a face of Estée Lauder

Rediscover real beauty against the beauty index rush

Recognise the heterogeneity between colour cosmetics wearers

The Consumer – Motivation for Using Colour Cosmetics

The Consumer – Consumer Media Usage Behaviour

The Consumer – Consumer Attitudes towards Beauty and Colour Cosmetics
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Figure 99: Understanding of beauty, March 2015

The Advocators (38%)

Who are they?
Figure 100: Target groups, by demographics, March 2015

Implications
Figure 101: Stila Countless Colour Pigments remind consumers of Monet’s Water Lilies

The Worriers (30%)

Who are they?
Figure 102: Target groups, by demographics, March 2015

Implications

The Sceptics (32%)

Who are they?
Figure 103: Target groups, by demographics, March 2015

Implications
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