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Research Partners

) i F B4 R i 287 & BT ELA ITh A N=3268
100% 81.1% 20,200
75% 470 60.2%
50% 43.2% 41.5% 38.5%
0 0,
25% . i I i 19.7% 18.5%
0%
AR TEIER 1Bk IRFE EXR R (E)
100%
75%
50%
25% m
0% e
SETH N=2647 HFE N=2289 A N=1962 | kE1Ei N=1412 | {El7K N=1348 | HEFE N=1259 | ZEZK N=644 ﬁﬁ‘i’gﬁéf)
LIS 73.7% 74.6% 81.2% 65.3% 80.0% 52.6% 63.4% 47.5%
o pK 62.9% 56.7% 64.5% 60.4% 78.2% 47.9% 66.3% 44.4%
MEH 51.3% 54.8% 54.6% 54.6% 48.6% 21.1% 63.7% 46.6%
L E | 56.0% 31.7% 31.2% 27.9% 33.8% 10.0% 33.3% 35.5%
" gEEFL 44.5% 25.4% 31.0% 43.5% 54.3% 21.7% 45.0% 55.2%
LB 30.0% 37.9% 31.7% 49.2% 24.6% 77.9% 47.7% 52.3%
L RS 27.3% 13.7% 13.0% 15.9% 15.1% 5.9% 21.5% 22.9%
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“DABAOQ” is the leader brand. “NIVEA” ‘s brand loyalty is
| | AVANTI
very high although not many consumers use it most often.  Rresearch partners

100%
oo | | DSMOSUONENGNOMARONSENERRNRE From Jish website(uvshe.cn).tis
0

study collected 3,312 samples for those
60% who aged 15-60 yrs olds. The results are:
40%

> No matter for the use most often

20% brand or the brand want to use next
0% et time, “Dabao” is Top one.
LOREA ShISEI | LANCO | CHCED
N=3312 DABAO | OLAY | NIVEA| AVON | 17 ME 5

> “DABAQ”, "LOREAL” & “NIVEA” have
higher brand loyalty.

H yse most often 18.3% | 10.9% | 10.1% 4.6% 4.3% 2.6% 2.2% 1.8%
Mwant to use next time | 12.6% | 9.9% 11.8% | 4.2% 3.3% 3.0% 3.0% 0.8%

—»
Brand loyalty

u B -

DABAO N=607 LOREAL N=334 OLAY N=361 NIVEA N=153
Survey period: 2010/11/08-11/11 http://www.chinarp.cn  If requesting more detail, please contact with service@chinarp.cn
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Expect Cleansing, Facial cream is the most often used skin care product.

Except eye cream, moisturizing/hydrating/whitening are the top 3 benefits AVANT'
cross the skin care products Research Partners

» Over 80% consumers used “ Cleansing “, followed by “ Facial cream”.

> Different skin-care product has its main function consideration.

L00% Skin-care product used currently & Main function of used N=3268
81.1% 70.2%
75% 60.2%
50% 43.2% 41.5% 38.5%
0%
Cleansing Facial cream Lotion Essence  make-up lotion eyecream Wipe-Off Massage
100% Lotion cream
75%
50%
0%
Cleansing Facial cream Lotion N=1962 Essence make up lotion Eyecream Wipe off lotion | Massage cream
N=2647 N=2289 N=1412 N=1348 N=1259 N=644 N=606
® Moisturizing 73.7% 74.6% 81.2% 65.3% 80.0% 52.6% 63.4% 47.5%
M Hydrating 62.9% 56.7% 64.5% 60.4% 78.2% 47.9% 66.3% 44.4%
M Whitening 51.3% 54.8% 54.6% 54.6% 48.6% 21.1% 63.7% 46.6%
® Qil Controlling 56.0% 31.7% 31.2% 27.9% 33.8% 10.0% 33.3% 35.5%
® Shrink Pores 44.5% 25.4% 31.0% 43.5% 54.3% 21.7% 45.0% 55.2%
® Anti-wrinkle 30.0% 37.9% 31.7% 49.2% 24.6% 77.9% 47.7% 52.3%
M Anti-acne 27.3% 13.7% 13.0% 15.9% 15.1% 5.9% 21.5% 22.9%

Survey period: 2010/11/08-11/11 http://www.chinarp.cn  If requesting more detail, please contact with service@chinarp.cn
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