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"The haircare category in China has maintained steady
growth, mainly driven by strong new product launch

activities that keep consumers engaged and drive trading
up. While consumers’ top hair concerns and needs remain
unchanged, there is a growing focus on caring for hair and
added benefits, which will drive new product development

in the coming years."
- Alice Li, Senior Research Analyst

This report looks at the following areas:

• Build on skincare influence to re-educate consumers on haircare
• Make haircare a part of health and total wellbeing
• Avoid cannibalisation in hair treatments
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Skincare concepts continue to bloom in haircare
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Newer formats are slow to take off in China
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Straight hair is more common than curls
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Men’s hairstyles don’t change much; but mid-length hair is increasingly popular among women
Figure 45: Hair length, by gender, 2014, 2017 and 2018
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Figure 46: Haircare products used in the last six months – any (net), by gender, October 2018

Conditioner and hair treatment are widely used by women…
Figure 47: Haircare products used in the last six months, female, October 2018

Figure 48: Haircare products used in the last six months, female, by age, October 2018
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Figure 51: Haircare products used in the last six months, female, by hair style, October 2018

Figure 52: New haircare launches specially designed for curly hair, Australia and US, 2018

…but still struggle to be viewed as essential to men
Figure 53: Haircare products used in the last six months, male, October 2018

Figure 54: New men’s 2 in 1 shampoo & conditioner launches, China, 2018

Figure 55: Haircare products used in the last six months, male, by city tier, October 2018

One quarter of respondents use Head & Shoulders most often
Figure 56: Haircare brand used most often in the last six months, October 2018

Gender indicates brand preference
Figure 57: Haircare brand used most often in the last six months, by gender, October 2018

Effective anti-dandruff appears to be key
Figure 58: Reasons for using a certain haircare brand, October 2018

Pantene is good at smoothing and softening hair; Dove stands out with good fragrance
Figure 59: Reasons for using a certain haircare brand, by brand, October 2018

Consumers ask for broadly same benefits from different haircare products
Figure 60: Benefits sought in haircare products, by product type, October 2018

Moisturising is also an important need for men
Figure 61: Benefits sought in conditioner, by gender, October 2018

Usage is not limited to post hair wash care
Figure 62: Usage occasions of leave-on hair oil/serum, October 2018

Long-haired women use it before hairstyling; the short-haired use it after
Figure 63: Usage occasions of leave-on hair oil/serum, by hair length, October 2018

Figure 64: Leave-on hair treatments that help with hairstyling, France and Brazil, 2018

Usage habits differ by region
Figure 65: Usage occasions of leave-on hair oil/serum, by region, October 2018

Scalp health, overall health status and haircare products usage have the biggest impacts
Figure 66: Factors impacting hair health, by importance, October 2018

Environment and lifestyle factors are secondary considerations

Brand Penetration
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Older consumers recognise the impact of environment on hair; the young resonate with lifestyle factors
Figure 67: Factors impacting hair health - any importance, by age, October 2018

Consumers need time-saving solutions
Figure 68: Interest in haircare innovations, October 2018

Figure 69: Rejoice ‘no washing hair for three days’ challenge, China, 2017

Figure 70: Love Beauty & Planet fast-rinse conditioner, US, 2018

On-trend ingredients are not necessarily relevant in haircare
Figure 71: New haircare launches formulated with superfoods, US and Canada, 2017-18

Trendy ingredients appeal to 25-39s women; younger consumers want customisation
Figure 72: Interest in haircare innovations, female, by age, October 2018

MinTs want more advanced functions from leave-on hair oil/serum
Figure 73: Benefits sought in leave-on hair oil/serum, Mintropolitans vs Non-Mintropolitans (as benchmark), October 2018

MinTs are open to more haircare innovations
Figure 74: Interest in innovative haircare products, by consumer classification, October 2018

Figure 75: Retail value of haircare market, China, 2013-23
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