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“Providing personalised designed products is perceived as
an upcoming trend, and is especially an area needing most
attention in bricks-and-mortar stores. This approach can
help to win back lapsed offline buyers and differentiate
from online offerings.”

— Jessica Jin, Associate Director of Research

This report looks at the following areas:

BUY THIS
e Evolving shopping habits in offline stores RE PO RT NOW
e Fierce online competition
e Expectation of an in-store beauty advisor VISIT
The beauty retailing market in China is growing and being stimulated further this year. Akin to the Sto re.m | nte| .COm
overall retail market, the beauty retailing market is also being driven by online retail sales. And
specifically cosmetics stores (hereinafter referred to as ‘CS’) is the core channel that has led the market
gain such a high growth. This Report analyses consumers’ preferred products bought from online and CALL:
offline channels separately, and tracks and compares the importance of key players in both online and EMEA

offline channels in 2016. Meanwhile, the ideal type of Beauty Advisor (hereinafter referred to as ‘BA’) is +44 (0) 20 7606 4533
also a topic discussed in this Report.
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Figure 28: KissHop launch event, China, 2017
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The Consumer — What You Need to Know

Weight slightly moves to online, but offline still the mainstream
Super/hypermarkets lose visitors

Online key players retain the same rank

Specific designed products are most wanted in-store

Only 18% have visited brands’ offline pop-up stores

25-29-year-olds are most opinionated

Products Purchased

Oral care sees the largest gap between online and offline shopping
Figure 39: BPC products purchased in the last six months, December 2017

Not necessary to buy colour cosmetics offline
Figure 40: Ranking of BPC products purchased in bricks-and-mortar stores in the last six months, 2017 vs 2016

Haircare takes over first place in online shopping from facial skincare
Figure 41: Ranking of BPC products purchased in online stores in the last six months, 2017 vs 2016

Consumers in their early twenties switch to buy haircare online more
Figure 42: Change of purchasing haircare in online stores, by gender and age, 2017 vs 2016

VISIT: store.mintel.com
BUY THIS CALL: EMEA +44 (0) 20 7606 4533 | Brazil 0800 095 9094

RE PO RT NOW Americas +1 (312) 943 5250 | China +86 (21) 6032 7300

APAC +61 (0) 2 8284 8100 |
EMAIL: reports@mintel.com



http://reports.mintel.com//display/store/861085/
mailto:reports@mintel.com

MINTEL

Beauty Retailing - China - February 2018

e The above prices are correct at the time of publication, but are subject to
Report Price: £3302.97 | $4460.00 | €3717.16 B

Most Visited Bricks-and-Mortar Stores

Super/hypermarkets are of less importance than 2016
Figure 43: Most often visited bricks-and-mortar stores in the last six months, 2017 vs 2016

The likelihood of choosing brand counters is on par with that of super/hypermarkets
Figure 44: Most often visited bricks-and-mortar stores in the last six months, December 2017

Brand counters earn increased appeal to young women
Figure 45: % of visiting brand counters at department stores/shopping malls most often, by gender and age, 2017 vs 2016

Most Visited Online Stores

Top four online stores remain unchanged over 2016, not the fifth
Figure 46: Most often visited online stores in the last six months, December 2017

JD strengthens its influence further
Figure 47: Most often visited online stores in the last six months, 2017 vs 2016

Men aged 25-49 contribute to JD’s growth most
Figure 48: % of visiting JD most often, by gender and age, 2017 vs 2016

Preferred Channel of Products

Classic products are not most wanted in-store now
Figure 49: First choice of purchasing each of the selected BPC products, December 2017

Online stores are more suitable for following trends and saving money
Figure 50: First choice of purchasing each of the selected BPC products, December 2017

Collaborations are not must-haves either online or offline
Figure 51: First choice of purchasing each of the selected BPC products, December 2017

Marketing with Technology

20% of consumers have already used AR make-up trials
Figure 52: Activities taken part in in the last six months, December 2017

20-24-year-olds are not core visitors to pop-up stores
Figure 53: Have visited brands’ offline pop-up stores in the last six months, by age and monthly personal income, December 2017

Ideal BA Features

Mature BAs are more ideal than early twenties
Figure 54: Ideal BA profile, by gender and age, December 2017

Elegant workplace make-up is most preferred style of BA
Figure 55: Ideal BA make-up style, December 2017

Early twenties have different style preference by gender
Figure 56: Ideal BA make-up style, by gender and age, December 2017

Product recommendation ranks second to suggestion on skin issues
Figure 57: Ideal BA expertise, December 2017

25-29-year-olds are comparatively more independent from BAs’ advice
Figure 58: Ideal BA expertise, by gender and age, December 2017
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Meet the Mintropolitans

Gift sets attract Mintropolitans to spend money in-store

Figure 59: First choice of purchasing each of the selected BPC products in bricks-and-mortar stores, by consumer classification,
December 2017

Seasonal product can be a differentiating driver of online shopping
Figure 60: First choice of purchasing each of the selected BPC products in online stores, by consumer classification, December 2017

Retailers’ and brands’ apps are not dispensable for Mintropolitans
Figure 61: Activities taken part in in the last six months, by consumer classification, December 2017

Appendix - Market Size and Forecast

Figure 62: Total value sales of beauty retailing, China, 2012-22

Appendix - Methodology and Abbreviations

Methodology
Fan chart forecast

Abbreviations
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