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“Consumers’ desire for and pursuit of a better facial
appearance is reflected in their increased usage of beauty
products and services across different categories over the

last year. As consumers get more results-oriented and
more sophisticated in skincare and makeup, their adoption
of cosmetic surgery, including products based on cosmetic
surgery concepts, is expected to grow in the near future. ”

- Yali Jiang, Senior Analyst

This report looks at the following areas:

• Serve the ‘greedy’ consumers
• All out efforts for perfect looking skin
• The potential of cosmetic surgery products and services

China’s beauty market is expanding, driven by increased usage among consumers, particularly in the
facial skincare category. But as their awareness of personal appearance rises, consumers have
developed a holistic approach to beauty, expanding their requirements from basic skincare to include
other beauty categories like colour cosmetics, at-home beauty devices, beauty services and cosmetic
surgery. This indicates opportunities for other categories among consumers, especially younger users
in their 20s as they are actively trying different ways to perfect their faces.

Cosmetic surgery, though considered risky if done through improper channels, still sees support from
more than half of consumers, showing promise for this category if it can better meet strong consumer
need for healthy but perfect looks and guarantee s
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Figure 23: Beauty products/services usage change in the last year, August 2019

Women lead category growth while men are gradually catching up
Figure 24: Beauty products/services usage change in the last year, by gender, August 2019

Women aged 25-29 actively adopting beauty products and services
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Diverse needs for the same product type are the top reason for more usage
Figure 27: Reasons for using more facial skincare products in the last year, August 2019

More occasions and amount used drive men’s usage increase
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Women in their 20s are leaders of using more skincare products
Figure 29: Reasons for using more facial skincare products in the last year, female, by age, August 2019
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Non-invasive services dominant in cosmetic surgery
Figure 31: Usage of cosmetic surgery in the last year, August 2019

Skill level is not a barrier for consumers to try anti-ageing cosmetic surgery
Figure 32: Usage of cosmetic surgery in the last year, by level of skincare/makeup skills, August 2019

Men have the same utilisation of cosmetic surgery for scar/acne treatment as women
Figure 33: Usage of cosmetic surgery in the last year, by gender, August 2019

Women over 30 have high adoption of cosmetic surgery for anti-ageing results
Figure 34: Usage of cosmetic surgery in the last year, female, by age, August 2019

High earning women are early adopters of all kinds of cosmetic surgery services
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More than 90% of consumers worry about the risk of having cosmetic surgery through improper channels
Figure 36: Attitude towards cosmetic surgery, August 2019

Women in their 30s and 40s trust the benefits of cosmetic surgery
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Savvy consumers are the main supporters of cosmetic surgery
Figure 40: Level of skincare/makeup skills, by consumer segmentation, August 2019
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Attitude towards Cosmetic Surgery
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Who are they?
Figure 41: Consumer demographic, by consumer segmentation, August 2019

Nearly 30% of consumers associate healthy facial skin with ‘radiant/glowing’
Figure 42: Definition of healthy skin, August 2019

Men consider natural skin as healthy skin, while women consider it to be white with no acne/spots/pigments
Figure 43: Top definition of healthy skin, by gender, August 2019
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Figure 46: Selected consumer verbatim around ‘no acne’, ’no dark spots/pigments’, female, August 2019

Different age groups have their own ideas about healthy skin
Figure 47: Top definition of healthy skin, by age, August 2019

MinTs have rich experience of skincare/makeup
Figure 48: Level of skincare/makeup skills, by consumer classification, August 2019

MinTs aged 25-29 are the core target of beauty brands
Figure 49: Level of skincare/makeup skills, Mintropolitans, by age, August 2019

Both MinTs and non-MinTs have the same usage rate of cosmetic surgery for scar/acne treatment
Figure 50: Usage of cosmetic surgery in the last year, by consumer classification, August 2019

Figure 51: Definition of healthy skin, Mandarin, August 2019
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