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Beauty has been a global success story as values have continued to grow
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Compared to other FMCG categories, consumers are more reluctant to reduce spending

on beauty
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Global Consumer Demand for Beauty will .
continue to grow by $300Bn in the next 10 years Share of Total Spending
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Skincare grew positively in MAT thanks to Skin Moist. as the key driver in Omni landscape "\
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Cosmetics is the most important channel
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Trade down does not mean low price; itis necessary to meet the core demand for premium
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Healthy and Functional
becomes essential for APAC

consumers when choosing
Beauty & PC products
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China consumers seek for
multiple benefits, implying their
high demand on Skincare
functions

: Which product benefits/ingredients
you will focus on when buying
skincare brands?
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Zwwagy ~ Anti-Aging trend keeps blooming
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Professionalizing consumer need
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benefits

Male Skin Moist

Pharmaceutical ingredients .

adeeperlook into

Natural ingredients High functional Suncare .
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S Tourism and outdoor hobbies are booming, energizing Sunscreen market
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