
This report looks at the following areas:

•• Spend on different skincare products
•• Starting age of using prestige skincare products
•• Reasons for starting use of prestige skincare products
•• Purchase channels and desired channel features for purchasing prestige

skincare products
•• Information source for prestige skincare products

Prestige facial skincare products have maintained a strong status among
women in pursuit of more effective solutions and pampering experiences in
their skin repertoire. The entry age has also become earlier as young people
considering themselves coming to the age of using feel the need to start their
skincare journey. In product format, serums (both facial and eye cream/serum)
and moisturisers are still in the top categories of consumers’ skincare product
investment.

Prestige skincare showed resilience post-COVID in 2021 with little change in
consumer spending. However, the resurgence of COVID-19 in early 2022
dragged down consumers’ confidence in spending and financial prospect,
leading consumers to rethink their purchase habits and whether an indulgence
in skincare is necessary.

Younger engagement is prevalent in this category, with young people entering
the prestige territory given the preventive mindset on anti-ageing, possibly a
disruptive force for brands to rethink their product and channel strategies.
These digital-savvy young consumers are also showing a heavy emphasis on in-
person experience at offline channels as it is an important touchpoint for them
to get a taste of brands’ premium experience and product trials.
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“Younger entry in the
category becomes prevailing
and brands are now required
to act fast and dig deeper
product offering
diversifications and channels
strategies to better
accommodate younger
consumers’ needs on
functional benefits and
sensorial experience during
use.”
– Renee Gu, Senior Analyst
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products gain traction among young consumers
Figure 1: Money spent on different facial skincare products,
2021 vs 2022

• Starting age of using prestige skincare becomes younger
Figure 2: The age of consumers started to use certain types of
prestige skincare products, 2022

• Prestige skincare products mainly adopted to manage signs
of ageing early on as well as pleasant usage experience
Figure 3: Reasons for starting using prestige skincare
products, 2022

• Comprehensive shopping websites and brand counters are
crucial in delivering key touchpoints for information
Figure 4: Information source used for learning about prestige
skincare products, 2022

• Online channels grew in popularity while offline channels
are still indispensable
Figure 5: Purchase channel of prestige facial skincare
products, 2022

• Consumers desire a consistent treatment across channels,
and real user reviews provide assurance for shopping online
Figure 6: Desired features for purchasing channels, 2022

• What we think

• Think about lowering the target consumers’ age further
• Resonate with consumers’ value, pioneering in discussion of

social issues
Figure 7: Kiehl’s Campaign in corporation with Zhouliuye
Zoey, China, 2021

• Beauty groups acquisition, continue to expand its territories
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• Tightened regulation on labelling brings challenges in
delivering credible benefit claims

• The prevalence of age management triggers young
consumers to trade up to prestige skincare products
Figure 8: Selected treatment used to deal with aging, by age,
2021

• COVID-19 China context
• COVID-19 impact on the market and consumer
• Financial status and spending confidence have got

impacted already
• Purchase channels are also being disrupted, which impacts

spending levels
Figure 9: Spending change on beauty products – Spent less,
by month, 2022

• On the positive side, consumers’ desire for luxury beauty
products remains

• Production is disrupted, and prices of raw materials
continue to rise

• Societal marketing is on the rise, addressing more pressing
social issues
Figure 10: Lancôme write her future – The philanthropic
programme, China, 2021
Figure 11: YSL “Abuse is not love” campaign, China, 2021

• Safeguarding emotional and mental wellbeing
Figure 12: Erno Laszlo’s Poppy Happy Box Skincare Set, USA,
2021

• Prestige brands are offering new options to attract younger
consumers
Figure 13: No.1 de Chanel, China, 2022
Figure 14: Armani Crema Nera Liquid-to-Cream, China, 2021

• More prestige brands debut on emerging online channels to
be less vulnerable in black swan events

• ‘Sugar’ concept in both anti-glycation and ingredient
continues to be the hot topic in prestige skincare
Figure 15: Pola B.A Lotion Immerse Moisturising Toner, China,
2022
Figure 16: Decorté Hydra Clarity, China, 2022

• Tech innovation shift from diagnosis to prediction

COVID INFLUENCES

MARKETING ACTIVITIES

NEW PRODUCT TREND

Attitudes towards Prestige BPC Products - China - 2022

Report Price: £3695 | $4995 | €4400

The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

© 2022 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.reports.mintel.com

What's included
Executive Summary

Full Report PDF

Infographic Overview

Powerpoint Presentation

Interactive Databook

Did you know?
This report is part of a series
of reports, produced to
provide you with a more
holistic view of this market.

All Mintel 2020 reports
contain specific COVID-19
related research and
forecasts. The world’s
leading brands rely on
Mintel reports for the most
complete, objective and
actionable market
intelligence.

Buy this report now
Visit

EMEA

Brazil

Americas

China

APAC

store.mintel.com

+44 (0) 20 7606 4533

0800 095 9094

+1 (312) 943 5250

+86 (21) 6032 7300

+61 (0) 2 8284 8100

/reports.mintel.com//display/store/1105481/


Figure 17: Kosé HADAmite Skin Diagnostic Tool, Japan, 2022
• Making potent ingredients less irritating

Figure 18: Kiehl’s Retinol Skin-renewing Daily Micro-Dose
Serum, China, 2021
Figure 19: Clinique’s Smart Clinical Repair Wrinkle Correcting
Serum, China, 2021

• Solution for irregular and digital-heavy lifestyle-induced
skin problems
Figure 20: Examples of eye care products with lifestyle-
related skin problem benefit claim, China, 2021

• Refill jars make prestige skincare more environmentally
friendly
Figure 21: Examples of refill packs in prestige skincare lines,
China, 2022

• Spending habits on prestige skincare remained stable in
2021
Figure 22: Money spent on different facial skincare products,
2021 vs 2022
Figure 23: Average spending on different facial skincare
products, 2020 VS 2021

• Very early engagement of prestige brands
Figure 24: The age of consumers started to use certain types
of prestige skincare products, 2022

• Young consumers show very early engagement, and the
trend is only getting earlier
Figure 25: The age of consumers started to use certain types
of selected prestige skincare products, by age, 2022

• Young consumers in lower cities show greater interest in
prestige skincare products than urbanites in tier one cities
Figure 26: The age of consumers started to use certain types
of prestige skincare products, by city tier, 2022

• Prestige brands are mainly adopted to prevent ageing skin
in its early stages
Figure 27: Reasons for starting using prestige skincare
products, 2022

• Young consumers are enthusiastic about early age
management

SPENDING ON DIFFERENT SKINCARE PRODUCTS

STARTING AGE OF USING PRESTIGE BRANDS

REASON FOR STARTING TO USE PRESTIGE BRANDS
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Figure 28: Selected reasons for using prestige skincare
products before the age of 30, by age, 2022

• Younger consumers feel the time to use prestige skincare
has come earlier than their older counterparts
Figure 29: Reasons for starting using prestige skincare
products – At the age of use, by age, 2021 vs 2022

• Comprehensive shopping websites and beauty counters
provide the key touchpoint for information
Figure 30: Information source used for learning about
prestige skincare products, 2022

• Douyin and livestreaming platforms become information
channels for one third of consumers

• Younger consumers in their 20s are more drawn to online
KOL recommendations
Figure 31: Selected information source used for learning
about prestige skincare products, by age, 2022

• Consumers in their 30s/40s are relying more on
comprehensive websites and counter services
Figure 32: Selected information source used for learning
about prestige skincare products, by age, 2022

• Comprehensive shopping websites and brand counters
serve as the most important information source
Figure 33: TURF analysis of information source of prestige
skincare products, 2022

• Online channels remain dominant while offline destinations
are also indispensable
Figure 34: Purchase channel of prestige facial skincare
products, 2022

• Younger consumers prefer trials in-store, while mature
consumers are more confident in purchasing directly based
on online information
Figure 35: Purchase channel of prestige facial skincare
products, by age, 2022

• The offline channel should work on the synchronised offer
with online platforms
Figure 36: Desired feature for purchasing channels, 2022

• More real user reviews are the most desirable feature for
online channel

INFORMATION SOURCE

PURCHASE CHANNEL OVERVIEW

DESIRED FEATURES FOR PURCHASING CHANNELS
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• More affluent consumers desire more high-tech experience,
spa services with simpler sales rules
Figure 37: Desired feature for purchasing channels, by
monthly personal income, 2022

• Consumers in tier one cities are more drawn to new product
stimulation, and in lower-tier cities, logistic efficiency is the
key
Figure 38: Desired feature for purchasing channels, by city
tier, 2022

• Young people are driven by refreshing store experiences
and wanting hassle-free shopping experiences
Figure 39: Desired feature for purchasing channels, by age,
2022

• High-tech tools and genuine user reviews are more
attractive to mature consumers

• Highlighting new products also attracts a considerable
amount of consumers
Figure 40: TURF analysis of desired features for purchase
channels, 2022

• Who are they?
• Enthusiastic Experimenters are more likely to trial a product

out of curiosity, while Holistic Wellbeing Followers find
themselves approaching the age of use
Figure 41: Reasons for starting using prestige skincare
products, by beauty persona, 2022

• Aggressive Apprentices value KOL recommendations on
Xiaohongshu, and Functionalists rely on proof from people
around them
Figure 42: Selected information source used for learning
about prestige skincare products, by beauty persona, 2022

• Functionalists and Enthusiastic Experimenters pay more
attention to high-tech tools in-store
Figure 43: Desired feature for purchasing channels, by beauty
persona, 2022

• Methodology
• Abbreviations

BEAUTY PERSONAS

APPENDIX – METHODOLOGY AND ABBREVIATIONS
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About Mintel
Mintel is the expert in what consumers want
and why. As the world’s leading market
intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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