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“When targeting a face base make-up product at women
aged 30 or above, the feature ‘have benefits on skin

appearance’ is listed as the most important feature to
have.”

– Anne Yin, Associate Research Analyst

This report looks at the following areas:

• Invisible price competition in lipsticks
• Building the new nude look
• Enhance the adoption of eye shadow palette

The China colour cosmetics market is estimated to draw near to RMB40 billion by the end of 2019, with
a projected CAGR 11.1% over the next five years. Both imported premium and domestic mass brands
are thriving and have enhanced their reach both online and offline, increasing market competition.
Educated by KOLs and product reviews, consumers are becoming savvier, and questioning the value of
products that fall within their budgets.

51% of surveyed consumers have used more than five selected make-up products, although overall
64% of respondents prefer a nude look over a delicate finish. 59% of respondents say they tend to
change their make-up styles to follow a trend, yet 69% of them still stick to buying plain and daily
wearable colours.
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New application sensation – Feels invisible
Figure 46: Shiseido ‘visible feels invisible’ series, China, 2019

Demolishing adoption gap between age groups and city tiers

Similar product usage picture but cushions face bottleneck
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Figure 62: Price ranges of lipsticks, by age, February 2019
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Figure 67: Consideration factors for purchasing colour cosmetics, February 2019

Products should enhance value to justify their prices

Low product loyalty and experimental
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Figure 68: Consideration factors for purchasing lipstick, by age, February 2019

Figure 69: Consideration factors for purchasing eye shadow palette, by age, February 2019

Cushions as an easy to use add-on to foundations
Figure 70: Gap of consideration factor for purchasing cushion BB/CC cream and foundation (as benchmark), February 2019

Consumers desire superior functionalities and skin benefits
Figure 71: Important product features of face base make-up, February 2019
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Older groups want caring products to fix their problems
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Figure 76: Guerlain L’Essentiel natural glow foundation, UK, 2019

Build an anti-pollution face base make-up
Figure 77: Examples of anti-pollution face base products, US and South Korea, 2019

Make-up habits gap narrows between city tiers
Figure 78: Make-up habits – ‘I wear make-up almost every day’, by city tier, February 2019

Occasional users also have full make-up drawers
Figure 79: Colour cosmetics used in the last six months, by make-up habits, February 2019

Delicate look emerging among 20 year olds
Figure 80: Look preference, 2017 vs 2019

Figure 81: Look preference – ‘I prefer to have a delicate finish’, by age, 2019 vs 17

Figure 82: Example of niche products with easy to use design, South Korea, US and China, 2018-19

Consideration Factors

Important Product Features of Face Base Make-up

Make-up Attitudes and Habits
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Niche products also essential for nude look seekers
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Half of consumers prefer dedicated products
Figure 84: Product preference, February 2019

Figure 85: Product preference – ‘I prefer using specific products for each make-up step when applying make-up, by selected
demographics, February 2019

Make-up skills limit trend seekers
Figure 86: Make-up style preference and skill confidence, February 2019
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Make daily-application colours trendy
Figure 88: Attitude towards trends, February 2019
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Mintropolitans shows less interest in cushions
Figure 90: Colour cosmetics used in the last six months, by consumer classification, February 2019

Mintropolitans show greatest interest in skin caring bases
Figure 91: Important product features of face base make-up, by consumer classification, February 2019

Mintropolitans also enjoy value-for-money eye shadow palettes
Figure 92: Price ranges of products – spend more than RMB200 per item, by consumer classification, February 2019

Contradiction between trendy products and daily application
Figure 93: Make-up style preference and skill confidence, by consumer classification, February 2019
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