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“Consumers still value highly base make-up products, but
focus has slightly moved to point make-up products as they

are not only calling for nude look now as much as they
were in 2017. The new trend found in 2018 is to achieve a

delicate finish by using corresponding products for each
step of make-up.”

– Jessica Jin, Associate Director of Research

This report looks at the following areas:

• Cushioning China
• Seeking a more delicate finish
• Shopping for colour online

In China, face colour cosmetics is still the most important sector to secure top place in the colour
cosmetics market because base make-up result is the basic need for Chinese women, similar to other
Asian countries such as Japan and South Korea. Women in tier one cities are especially more interested
in having a flawless skin look with good complexion and minimal pores.

This Report provides an overview of China’s face colour cosmetics market, and analyses Chinese
women’s favour of face colour cosmetics, in terms of product usage, current brands, interested claims,
usage habits and drivers of online shopping, etc.
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Figure 12: Pinterest search filter by skin tones, 2018
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Prestige brands join cushion foundation launch trend
Figure 24: New launches of cushion foundation of prestige brands, Asia, 2017-18
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China falls behind Japan and Korea in claiming UV protection
Figure 28: Top selected claims in new launches of foundation/fluid illuminator, China, South Korea, Japan, UK and US, 2017

Noteworthy innovations in China

Foundation infused with natural ingredients
Figure 29: Examples of foundation with natural ingredients, China, 2018

Blusher with pressed petal image
Figure 30: Examples of new blushers with petal image, China, 2017 and 201

Noteworthy innovations outside China

Cushion for sensitive skin
Figure 31: Examples of new cushion suitable for sensitive skin, South Korea, 2017 and 2018

Photo-friendly, suitable for selfie lovers
Figure 32: Examples of new products delivering photo-ready finish, Indonesia and US, 2018
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Similar to the China market, superfood brings inspiration worldwide
Figure 35: Examples of foundations with food, UK and Germany, 2018

Young girls like to spend time on researching make-up trends
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Lancôme and Maybelline are most mentioned cushion brands in use

Women in tier one cities call for more delicate finish

Attention switching from base to point make-up products

Consumers aged 25-49 still prefer offline shopping for colour cosmetics

People involved more with make-up than last year
Figure 36: Involvement with make-up, February 2018

Younger women are enjoying make-up topics most
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Figure 37: Involvement with make-up, by age, February 2018

Attention to point make-up slightly over base make-up
Figure 38: Time and money spent on make-up, February 2018

Being more prudent after age 30
Figure 39: More time and money spent on make-up, by age, February 2018

Similar proportion of consumers spend more time on re-applying than applying before going out
Figure 40: Time spent on applying make-up, February 2018

Cushion BB/CC cream exceeds liquid/cream foundation
Figure 41: Face colour cosmetics used in the last six months, February 2018

Increasing appeal of cushion to younger women

20-29s use more types of products than over-30s
Figure 42: Face colour cosmetics used in the last six months, by age, February 2018

Not a significantly lower usage rate perceived in lower tier cities
Figure 43: Face colour cosmetics used in the last six months, by city tier, February 2018

International brands come top in consumer mentions of cushion in use
Figure 44: Top brands of cushion BB/CC cream using now (over 1% mention), February 2018

Korean brands appeal to early 20s more
Figure 45: Top brands of cushion BB/CC cream using now (over 1% mention), by age, February 2018

Prestige brands resonate better with mature women
Figure 46: Top brands of cushion BB/CC cream using now (over 1% mention), by age, February 2018

Moisturising is also the most interested claim for base make-up products
Figure 47: Interested claims in base make-up products, February 2018

Younger generation have distinct needs
Figure 48: Interested claims in base make-up products, by age, February 2018

High tier cities’ urbanites endeavour to have more delicate finish
Figure 49: Gaps between tier one cities and tier two/three cities (as benchmark) in terms of in base make-up products, February 2018

Who are the heavy users?
Figure 50: Habit of using make-up, by demographics, February 2018

Focus shifts from base to point make-up
Figure 51: Attention to make-up result, 2017 vs 2018

Nude look loses overwhelming advantage over delicate finish in 2018
Figure 52: Preference of make-up style, 2017 vs 2018

Therefore, demands for corresponding products are on the rise
Figure 53: Preference of make-up steps, 2017 vs 2018
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Young women show even higher loyalty to base make-up brands
Figure 54: Purchase habit of base make-up, by age, February 2018

Opportunities for make-up tools
Figure 55: Habit of applying base make-up, by age, February 2018

Athbeauty has yet to take off in the last year
Figure 56: Habit of wearing make-up when doing exercise, 2017 vs 2018

In-person trials are of greater importance…
Figure 57: Purchase habit, 2017 vs 2018

…but young generation skews to online shopping although offline stores are still the prioritised choices of women over 25
Figure 58: Preference of purchase channel, by age, February 2018

20-24-year-olds are more driven by cheaper price and convenience online
Figure 59: Online shopping drivers, by age, February 2018

Liquid foundation differentiates most
Figure 60: Product usage, by consumer classification, February 2018

Buy more premium brands although their cushion debut in the market was late
Figure 61: Top brands of cushion BB/CC cream using now (over 1% mention), by consumer classification, February 2018

Offline shopping appeals to Mintropolitans more
Figure 62: Preference of purchase channel, by consumer classification, February 2018

Online means more products and information rather than convenience to Mintropolitans
Figure 63: Online shopping drivers, by consumer classification, February 2018

Figure 64: Retail value sales of face colour cosmetics, China, 2013-23
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