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“Wearing a face mask outdoors has become a daily habit
for consumers after the outbreak. Mintel’s research has
shown that this has led to more skin issues such as dry/

itchy skin, on top of common skin conditions such as acne
and enlarged pores.”
— Amy Jin, Research Analyst, 30 May 2020

This report looks at the following areas:
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Acne and enlarged pores continue to rank as top concerns
Consumers prefer to manage their health condition from within
Natural ingredients is the top selection factor

Consumers are spending more on skincare products

Multiple sources were used to gather information on skincare
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Enlarged pores and acne are the top skin concerns overtime
Figure 35: Skin conditions experienced in the last six months, April 2020 vs November 2017
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Figure 36: Skin conditions experienced in the last six months, by gender, April 2020

Younger consumers concern about acne while mature consumers worry about dark spots
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Figure 37: Skin conditions experienced in the last six months, by age, April 2020
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Consumers in the South suffer more from enlarged pores
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Lifestyle modification is the top treatment used
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Selecting Factors of Speciality Skincare Products

Natural ingredients wins over consumers
Figure 44: Selecting factors of speciality skincare products, April 2020

Figure 45: Products with natural ingredients

Consumers tend to judge by themselves rather than follow recommendations

‘Suitable for sensitive skin’ claim is not a shortcut in decision-making process

Price is the least consideration factor when people suffer from skin issues

Younger consumers trust dermatologists while older consumers looking for easy application

Figure 46: Selecting factors of speciality skincare products, by age, April 2020

Frequent spa visitors trust more professional advice
Figure 47: Time and money spent on managing skin conditions, by consumer type, April 2020

Affluent consumers are looking for rapid effects
Figure 48: Selecting factors of speciality skincare products, by monthly personal income, April 2020

Time and Money Spent on Managing Skin Conditions

Spending more on facial skincare products
Figure 49: Time and money spent on managing skin conditions, April 2020

Opportunity of growth for male consumers
Figure 50: Time and money spent on managing skin conditions, male, April 2020

Information Source of Skincare

Variation of each source’s influence is marginal
Figure 51: Information source of skincare, April 2020

Sales in offline stores are the key source of information
Figure 52: Information Source - TURF Analysis - April 2020

Consumers who are frequent spa visitors prefer offline advice
Figure 53: Information source of skincare, frequent spa users, April 2020

Professional channels are the key to attract affluent consumers
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Figure 54: Information source, by monthly personal income, April 2020

Social media sites and dermatologists gain trust from younger consumers
Figure 55: Information source, by age, April 2020

Attitudes towards Managing Skin Conditions

Affluent consumers prefer professional spa products
Figure 56: Skincare products preferred, by age and gender, April 2020

Speciality skincare users prefer international brands
Figure 57: Origin of speciality skincare products preferred, by usage of speciality skincare products, April 2020

International brands are winning, but domestic brands have potential among the younger generation
Figure 58: Origin of speciality skincare products preferred, by age, April 2020

Men are looking for fast results while women seek long-term treatment from within
Figure 59: Type of skincare products preferred, by gender, April 2020

Younger consumers are more cautious towards experiencing new
Figure 60: Preferred skincare products/services, by gender, April 2020

No additives is a must
Figure 61: Additives in skincare products, by gender, April 2020

Opportunity for more segmentation in skincare
Figure 62: Skincare routine preferred, by age and gender, April 2020

Figure 63: La prairie launching ‘2nd time facial cleansing’

Meet the Mintropolitans

‘For sensitive skin’ attracts Mintropolitans
Figure 64: Selecting factors, by consumer classification, April 2020

Mintropolitans use more information sources to get information
Figure 65: Information source, by consumer classification, April 2020

Mintropolitans believe in adding more steps in skincare routines
Figure 66: Skincare routine preferred, by consumer classification, April 2020
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