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“Consumers think basic product benefits like hydrating
and whitening are the most important signals when they

are evaluating product effectiveness. Safety assurance, like
no irritation, no side effect, are also the things every brand

must get right. Advanced functional benefits (eg firming,
plumping) are areas of differentiation brands can build

against rivals.”
- Jessica Jin, Associate Director of Research

This report looks at the following areas:

• Chinese brands win back appreciation
• Learnings from niche brands
• KOLs impact more on trend pursuers, but less on savvier users

Consumers’ usage of facial skincare products is changing vs 2016. Women are increasing usage
penetration across all product types as well as facial cleanser device. However, male grooming seems
to be struggling to grow as Mintel research actually identifies lower usage penetration on most
products. Despite the mixed stories, consumers’ willingness to take better care of their skin and
product premiumisation will continue to drive the total market value in 2017.
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Figure 22: Price positioning in new facial skincare launches, China, 2015 and 2016

Innovations worth knowing

Hydrating with micro capsules
Figure 23: Facial skincare products with micro capsules, Japan, South Korea and China, 2017

Sun sticks and sunscreen cushions emerge
Figure 24: Sun stick, South Korea, 2017

Figure 25: Sunscreen cushion, South Korea, 2017

Multi-use products for time saving
Figure 26: Multi-use facial skincare product, Japan, 2016-17

Texture transformation
Figure 27: Facial skincare products with texture transformation, China, 2017

Seasonal offering with cooling sensation
Figure 28: Summer seasonal facial skincare products with cooling sensation, Japan, 2017

Colourful skincare products for fun
Figure 29: Innisfree color clay mask, South Korea, 2017

Figure 30: Outrun color sunstick, South Korea, 2017

Women involved deeper in the category while men lay back

Chinese brands take over the leading position from Korean brands in 2017

Women over 30 pay more on skincare products than younger consumers

Well-known brands own reputation but also face the risk of losing users

Basic benefits and safety matter most

Friends’ advice outweighs that of KOLs

Females use 6.7 product types while males use 1.7 types on average
Figure 31: Product usage, by gender, April 2017

Females aged 30-39 use fewer products
Figure 32: Product usage, female, by age, April 2017

Females opt for more types of skincare products as well as devices than in 2016
Figure 33: Product usage, female, 2017 vs 2016

Males have not stepped further beyond cleaning vs 2016
Figure 34: Product usage, male, 2017 vs 2016

Chinese brands exceed Korean brands
Figure 35: Country of brand used most often, female, 2017 vs 2016

Particularly males are big fans of Chinese brands
Figure 36: Country of brand used most often, by gender, April 2017

Females’ favour of Korean brands does not fade with increasing income levels like that of Chinese brands

The Consumer – What You Need to Know

Product Usage

Country of Brand Used Most Often
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Figure 37: Country of brand used most often, by gender and monthly personal income, April 2017

Nearly 40% of female users claim to use prestige facial/eye essences
Figure 38: Price tier, female, April 2017

Females in their 30s are more willing to invest in facial skincare than other people
Figure 39: Price tier, female, by age, April 2017

About a fifth of consumers concerned more about emerging skincare condition
Figure 40: Usage habit, female, by monthly personal income, April 2017

More trend followers in 25-29s
Figure 41: Usage habit, female, by age, April 2017

Well-known brands are more appealing but loyalty is a challenge
Figure 42: Usage habit, female, by age, April 2017

Attitudes of niche brand fans
Figure 43: Usage habit, by brand preference, April 2017

Hydrating sensation dials up efficacy perception
Figure 44: Features of an effective product, April 2017
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Fresh feeling is especially important for men
Figure 46: Top features of an effective product, by gender, April 2017

Males: doctors/dermatologists after friends
Figure 47: Influencer, by gender, April 2017

Women in early twenties more influenced by blogebrities than other groups
Figure 48: Influencer, female, by age, April 2017

Affluent women: confident to make their own call
Figure 49: Influencer, female, by monthly personal income, April 2017

Who influences bestsellers pursuers?
Figure 50: Influencer, consumers who prefer using bestsellers vs consumers who prefer using the product suitable for my skin
condition (as benchmark), April 2017

Suncare is a more essential product for MinTs
Figure 51: Product usage, by consumer classification, April 2017

Chinese brands winning MinTs as well
Figure 52: Country of brand used most often, by consumer classification, April 2017

Figure 53: Total value sales of facial skincare market, China, 2012-22
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Appendix – Market Size and Forecast
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Figure 54: Features of an effective product, word cloud in Mandarin, April 2017

Methodology

Fan chart forecast

Abbreviations

Appendix – Word Cloud in Mandarin

Appendix – Methodology and Abbreviations
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