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MEN'S GROOMING IN HONG KONG, 
CHINA - CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales grow by 9% in current terms in 2021 to HKD612 million  

▪ Men’s shaving is the best performing category in 2021, with retail value sales increasing by 

9% in current terms to HKD227 million 

▪ Procter & Gamble HK Ltd is the leading player in 2021, with a retail value share of 18% 

▪ Retail sales are set to rise at a current value CAGR of 8% (2021 constant value CAGR of 5%) 

over the forecast period to HKD883 million 

 

 

2021 DEVELOPMENTS 
 

Male consumers spend more time improving their overall health and 
wellbeing 

Since the pandemic, more men have focused on health and wellness. Combined with 

increased time spent at home due to flexible working arrangements in 2021, men had more time 

to spend improving their overall wellbeing and caring for themselves. Men’s pre-shave and post-

shave therefore saw increased popularity amongst local consumers in 2021, as men were more 

willing to invest time and effort in having a proper routine for shaving. As pre-shave and post-

shave can help to reduce irritation when shaving and offer moisturisation, men who are keener 

to take care of their skin integrated these products into their daily routines to ensure smooth skin 

after shaving.  

As more men integrated exercise into their daily routine even on weekdays, such as going to 

the gym to exercise before work or during their lunch hour, the demand for men’s deodorants 

increased and observed similar growth to men’s shaving in 2021. Male-specific deodorants 

remain the go-to choice amongst men due to their efficiency in eliminating body odours and 

staying fresh, with a masculine scent compared with other unisex deodorants, such as 

deodorants from Salt & Stone and Aesop. Unisex deodorants often contain more botanical 

scents and more natural formulations, which do not appeal to most men, who look for the most 

efficacious products. Men’s bath and shower saw one of the slowest growth rates in 2021. This 

is due to the fact that there is limited differentiation in efficacy in shower gels between male-

specific products and non-gendered products. It also saw minimal decline in 2020, therefore 

seeing less of a rebound in 2021. 

 

Key determinant purchasing factors are functionality and texture as non-
gendered brands gain traction in skin care 

The key factors determining men’s purchasing decisions for grooming products, especially 

skin care, are the functionality and texture of products. MIRROR, a famous local boy group, has 

endorsed plenty of beauty and personal care brands across positionings, especially skin care 

brands, such as Avène, Olay, Origins and Estée Lauder. Although the primary goal of brands 

when looking for this endorsement for marketing campaign was to localise their brand image 

and appeal to the fan base of MIRROR, this inevitably changed men’s perception of skin care. 
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Together with increasing attention towards health and wellness, more men were willing to 

engage in self-care routines, such as establishing a proper skin care routine. As the main 

determining purchase factors are the functionality and texture of products, local men do not 

actively search for gendered or male-specific skin care products. Rather, this group of 

consumers looks for high performance products that tackle their concerns and skin problems. 

For example, skin care brands such as Aesop and Kiehl’s saw increased popularity, whilst male-

specific skin care brands such as Men’s Bioré and Biotherm Homme saw a drop in their shares 

in 2021. Brands which focus on providing personalised products, such as mtm labo and local 

brand Blend Your Own Beauty, maintained a unisex positioning and highlighted their product 

efficacy in marketing in attempt to appeal to male local consumers in Hong Kong, who look for 

quality skin care products.  

 

Men’s hair care gains traction as male consumers tackle hair care 
concerns such as hair loss 

The hair remains a crucial part of self-care and grooming routines, as in general men are 

conscious about the amount of hair on their heads. Due to the pandemic, more men were willing 

to spend more time and effort on grooming and carrying out treatments at home. With 

heightened awareness, especially of physical wellness, more men spent money on male-

specific hair care products to tackle their hair care concerns, such as dandruff and hair loss. 

Hair loss treatments gained traction as a spike in growth was observed in 2021. Shampoos and 

treatments that are specifically formulated to prevent hair loss saw growing popularity amongst 

male consumers along with the wider number of options in the market. Alpecin is the go-to 

choice, due to its wide presence in the market and good perception of its efficacy, with the brand 

sustaining its value share in 2021. However, other brands, such as 50 Megumi, Clear and 

Kérastase, also received increased attention as men searched for the best fit for their own hair 

needs to better tackle their concerns and problems.  

 

 

PROSPECTS AND OPPORTUNITIES 
 

Men’s grooming, especially men’s shaving, deodorants and hair care, to 
sustain growth momentum 

Men’s grooming in general is not as reliant on tourist consumption as other beauty and 

personal care categories. Going forward, continuous growth in men’s shaving, men’s 

deodorants and men’s hair care is expected. This is because increasing sophistication of 

demand is expected in these categories from male consumers in the forecast period. However, 

men’s bath and shower will struggle to grow as the appetite for male-specific bath and shower 

products such as men’s shower gel will remain low, as men are expected to use the unisex or 

non-gendered bath and shower products that are already available in the market.  

Men’s skin care is relatively more tourist-reliant compared with all other men’s grooming 

categories. It is expected that men’s skin care will only be able to recover to the pre-COVID-19 

level of sales in 2023. It is estimated that non-business travel will be possible in this year. 

However, the return of tourist flows is not necessarily expected to translate immediately into 

strong sales growth for men’s skin care. This is due to the fact that during the pandemic, brands 

improved their e-commerce capabilities and closed the price gaps between markets in order to 

capture local consumption power in domestic markets. This will inevitably lower tourists’ 

incentive to purchase in travel destinations, as there will be no significant price gap between 

Hong Kong and their domestic market.  
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Premiumisation expected in men’s shaving and hair care as men pursue 
tailored products and services for personal style 

More men are likely to be interested in improving their own self-care routines at home after 

the pandemic, and this shift in consumer behaviour is expected to continue in the forecast 

period. It is observed in Hong Kong that there is a rise in the popularity and number of barber 

shops, such as Canton Barber and Goodman Barbershop. Barber shops provide personalised 

grooming services, with variations in style between barber shops. This is in line with the trend 

that men are increasingly experience-driven and look for tailored services to experiment and 

search for their personal style. Considering the current growing appetite for more premium 

lifestyle-related products and activities amongst younger generations, such as an interest in 

whisky, tailored grooming and vintage fashion, premiumisation of men’s grooming is expected, 

particularly for the men’s shaving and men’s hair care categories.  

Men’s shaving, especially men’s pre-shave and post-shave, is expected to premiumise as 

men look for quality products to enhance their at-home grooming routine. Other than enhancing 

their at-home grooming experience, men will be willing to spend more in order to have smooth 

skin after shaving. Men’s hair care is also expected to premiumise, as men will be willing to 

spend more to have the hair quality they want, taking care of their hair like their skin. 

 

Men’s colour cosmetics expected to see limited potential amongst locals 
in Hong Kong 

After the pandemic, it was observed that men’s make-up saw rising popularity in neighbouring 

markets such as Japan and mainland China. Due to the increase in working from home and the 

need for virtual meetings, men were more conscious of how they looked on camera, and hence 

shifted to wear simple make-up such as lightweight BB cream and slightly tinted lip balms to 

improve their complexion in a natural way. However, this trend is not expected to pick up in 

Hong Kong amongst local consumers.  

Local male consumers typically do not spend much time and effort enhancing their 

complexion. Moreover, the concept of men wearing make-up, other than celebrities, is 

stigmatised in Hong Kong. Men, even amongst younger generations, are often only willing to 

wear very light make-up in cases such as important photo shoots or on their wedding day. It is 

yet to be culturally accepted in Hong Kong for males to wear make-up in general, which means 

the mass adoption of men’s colour cosmetics still has a long way to go in Hong Kong. As there 

is still a niche group of males willing to wear make-up on a daily basis in Hong Kong, they 

mostly opt for unisex colour cosmetics or even women’s colour cosmetics, due to the lack of 

options for men and the demand for efficacy. Therefore, in the forecast period it is expected that 

men’s colour cosmetics will remain a niche, with very limited potential for mass adoption and 

growth in the local market.  

 

 

CATEGORY DATA 
 

Table 1 Sales of Men’s Grooming by Category: Value 2016-2021 

 

HKD million 
 2016 2017 2018 2019 2020 2021 
 
Men's Shaving 215.4 220.1 226.7 229.9 207.2 226.6 
- Men's Post-Shave 43.6 43.7 43.4 42.0 40.1 42.7 
- Men's Pre-Shave 74.8 76.9 79.6 81.0 73.0 80.4 
- Men's Razors and Blades 97.0 99.5 103.7 106.8 94.2 103.4 
Men's Toiletries 268.8 280.0 293.8 289.4 228.1 247.9 
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- Men's Bath and Shower 23.3 24.1 24.9 25.3 24.8 25.1 
-- Premium Men's Bath 9.5 9.7 10.0 10.0 9.8 10.7 
    and Shower       
-- Mass Men's Bath and 13.8 14.4 14.9 15.3 15.0 14.4 
    Shower       
- Men's Deodorants 18.8 20.1 21.3 22.3 19.0 20.7 
-- Premium Men's 3.3 3.4 3.5 3.5 3.1 3.5 
    Deodorants       
-- Mass Men's Deodorants 15.5 16.7 17.8 18.8 15.9 17.3 
- Men's Hair Care 93.8 96.9 99.7 101.6 96.0 102.8 
-- Premium Men's Hair 20.7 21.3 21.9 22.2 21.5 23.9 
    Care       
-- Mass Men's Hair Care 73.1 75.6 77.9 79.4 74.5 78.9 
- Men's Skin Care 133.0 138.9 147.8 140.3 88.3 99.3 
-- Premium Men's Skin 99.7 104.0 111.1 105.5 57.2 67.9 
    Care       
-- Mass Men's Skin Care 33.3 35.0 36.8 34.8 31.2 31.4 
Men's Fragrances 298.3 304.1 314.1 268.1 126.1 137.3 
- Premium Men's 281.7 286.9 296.3 251.4 117.7 128.3 
    Fragrances       
- Mass Men's Fragrances 16.6 17.2 17.8 16.7 8.4 9.1 
Men's Grooming 782.6 804.2 834.5 787.3 561.4 611.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 2 Sales of Men’s Grooming by Category: % Value Growth 2016-2021 

 

% current value growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Men's Shaving 9.3 1.0 5.2 
- Men's Post-Shave 6.7 -0.4 -2.0 
- Men's Pre-Shave 10.2 1.5 7.5 
- Men's Razors and Blades 9.8 1.3 6.6 
Men's Toiletries 8.7 -1.6 -7.8 
- Men's Bath and Shower 1.1 1.5 7.6 
-- Premium Men's Bath and Shower 9.3 2.4 12.6 
-- Mass Men's Bath and Shower -4.3 0.8 4.2 
- Men's Deodorants 9.3 2.0 10.5 
-- Premium Men's Deodorants 13.5 1.3 6.9 
-- Mass Men's Deodorants 8.5 2.1 11.2 
- Men's Hair Care 7.1 1.9 9.7 
-- Premium Men's Hair Care 11.2 2.9 15.5 
-- Mass Men's Hair Care 6.0 1.6 8.0 
- Men's Skin Care 12.4 -5.7 -25.4 
-- Premium Men's Skin Care 18.7 -7.4 -31.9 
-- Mass Men's Skin Care 0.8 -1.2 -5.8 
Men's Fragrances 8.9 -14.4 -54.0 
- Premium Men's Fragrances 8.9 -14.6 -54.5 
- Mass Men's Fragrances 8.5 -11.4 -45.4 
Men's Grooming 9.0 -4.8 -21.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 3 Sales of Men's Razors and Blades by Type: % Value Breakdown 2018-2021 

 

% retail value rsp 
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 2018 2019 2020 2021 
 
Disposables 2.5 2.5 2.4 2.3 
Systems 97.5 97.5 97.6 97.7 
Systems - Razors 36.5 36.4 36.2 36.3 
Systems - Refill Blades 60.9 61.2 61.3 61.4 
Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 4 Sales of Men's Skin Care by Type: % Value Breakdown 2018-2021 

 

% retail value rsp 
 2018 2019 2020 2021 
 
Facial Care 95.1 95.1 95.1 95.1 
Body Care 4.9 4.9 4.9 4.9 
Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 5 NBO Company Shares of Men’s Grooming: % Value 2017-2021 

 

% retail value rsp 
Company 2017 2018 2019 2020 2021 
 
Procter & Gamble HK Ltd 13.0 12.9 13.9 17.4 17.7 
Sunwa Marketing Co Ltd 9.3 9.3 10.0 11.5 10.9 
Schick Asia Ltd 7.0 7.0 7.8 9.8 9.8 
Estée Lauder HK Ltd 4.5 4.5 4.3 3.7 3.5 
L'Oréal HK Ltd 5.6 6.0 4.9 3.3 3.3 
Beiersdorf Hong Kong Ltd 2.1 2.1 2.4 3.0 3.0 
Calvin Klein Cosmetics Co 4.7 4.6 4.4 2.8 2.7 
Giorgio Armani SpA 3.7 3.7 3.6 2.3 2.3 
Kao (HK) Ltd 1.8 1.8 1.9 2.1 2.0 
Hugo Boss AG 4.0 3.8 3.3 2.1 2.0 
Ralph Lauren, Parfums 2.5 2.5 2.2 1.4 1.4 
Chanel HK Ltd 1.5 1.5 1.4 1.0 1.2 
Aveda Corp 0.8 0.9 1.0 1.2 1.2 
Unilever Hong Kong Ltd 0.6 0.6 0.6 0.8 0.8 
Gucci Group NV 1.0 1.0 0.9 0.6 0.6 
Wipro Unza Cathay Ltd 0.5 0.5 0.6 0.8 0.6 
Body Shop Worldwide 0.6 0.6 0.6 0.5 0.5 
    Ltd, The      
Nu Skin Enterprises HK 0.3 0.3 0.3 0.4 0.3 
    Inc      
Clarins HK Ltd 0.5 0.5 0.5 0.3 0.3 
DKSH Group 0.2 0.2 0.2 0.3 0.3 
AS Watson Group 0.3 0.3 0.3 0.3 0.3 
Crabtree & Evelyn (Hong 1.0 0.9 0.4 0.5 0.2 
    Kong) Ltd      
Tommy Hilfiger 0.4 0.4 0.3 0.2 0.2 
    Licensing LLC      
Dunhill Ltd, Alfred 0.4 0.4 0.4 0.2 0.2 
Amway Hong Kong Ltd 0.3 0.3 0.2 0.2 0.1 
Water Oasis Co Ltd 0.2 0.1 0.1 0.1 0.1 
Issey Miyake 0.3 0.2 0.2 0.1 0.1 
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Yves Rocher SA 0.1 0.0 0.0 0.0 0.0 
Fantastic Natural 0.1 0.0 0.0 0.0 - 
    Cosmetics Ltd      
Others 33.0 33.0 33.2 32.9 34.4 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 6 LBN Brand Shares of Men’s Grooming: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Gatsby (Mandom Corp) Sunwa Marketing Co Ltd 9.3 10.0 11.5 10.9 
Schick (Edgewell Schick Asia Ltd 7.0 7.8 9.8 9.8 
    Personal Care      
    Brands LLC)      
Gillette Series Procter & Gamble HK Ltd 5.8 6.3 8.1 8.2 
    (Procter & Gamble      
    Co, The)      
Gillette Mach3 Procter & Gamble HK Ltd 2.7 3.0 3.6 3.7 
    (Procter & Gamble      
    Co, The)      
Nivea Men Beiersdorf Hong Kong Ltd 2.1 2.4 3.0 3.0 
    (Beiersdorf AG)      
Gillette Sensor Procter & Gamble HK Ltd 2.4 2.4 2.9 3.0 
    Excel (Procter &      
    Gamble Co, The)      
Gillette Fusion Procter & Gamble HK Ltd 2.0 2.3 2.8 2.8 
    (Procter & Gamble      
    Co, The)      
Kiehl's (L'Oréal L'Oréal HK Ltd 3.6 2.8 2.4 2.4 
    Groupe)      
Men's Bioré (Kao Kao (HK) Ltd 1.8 1.9 2.1 2.0 
    Corp)      
Eternity for Men Calvin Klein Cosmetics Co 2.4 2.3 1.5 1.5 
    (Coty Inc)      
Aramis Lab Series Estée Lauder HK Ltd 1.6 1.5 1.5 1.4 
    (Estée Lauder Cos      
    Inc)      
Armani Eau pour Giorgio Armani SpA 2.3 2.2 1.5 1.4 
    Homme (L'Oréal      
    Groupe)      
Hugo (Coty Inc) Hugo Boss AG 2.4 2.1 1.4 1.3 
Clinique Skin Estée Lauder HK Ltd 1.6 1.6 1.2 1.2 
    Supplies for Men      
    (Estée Lauder Cos      
    Inc)      
Aveda (Estée Lauder Aveda Corp 0.9 1.0 1.2 1.2 
    Cos Inc)      
Allure Homme Chanel HK Ltd 1.1 1.0 0.7 0.8 
    (Chanel SA)      
Rexona Men Unilever Hong Kong Ltd 0.6 0.6 0.8 0.8 
    (Unilever Group)      
Ralph Lauren Polo Ralph Lauren, Parfums 1.3 1.1 0.8 0.7 
    Sport (L'Oréal      
    Groupe)      
Gucci Guilty pour Gucci Group NV 1.0 0.9 0.6 0.6 
    Homme (Coty Inc)      

 
Data removed from sample 
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Romano (Wipro Ltd) Wipro Unza Cathay Ltd 0.5 0.6 0.8 0.6 
Biotherm Homme L'Oréal HK Ltd 1.6 1.5 0.6 0.6 
    (L'Oréal Groupe)      
Clinique Happy for Estée Lauder HK Ltd 0.7 0.7 0.6 0.5 
    Men (Estée Lauder      
    Cos Inc)      
Dividends (Nu Skin Nu Skin Enterprises HK 0.3 0.3 0.4 0.3 
    Enterprises Inc) Inc     
Clarins Men Clarins HK Ltd 0.5 0.5 0.3 0.3 
    (Clarins SA)      
Alpecin (Dr Wolff- DKSH Group 0.2 0.2 0.3 0.3 
    Gruppe GmbH)      
Best Buy (Private AS Watson Group 0.3 0.3 0.3 0.3 
    Label)      
White Musk For Men Body Shop Worldwide 0.4 0.4 0.3 0.3 
    (Natura&Co) Ltd, The     
Crabtree & Evelyn Crabtree & Evelyn (Hong 0.9 0.4 0.5 0.2 
    (Crabtree & Evelyn Kong) Ltd     
    Ltd)      
Tommy (Estée Lauder Tommy Hilfiger 0.4 0.3 0.2 0.2 
    Cos Inc) Licensing LLC     
Dunhill for Men Dunhill Ltd, Alfred 0.4 0.4 0.2 0.2 
    (Inter Parfums Inc)      
Others Others 41.9 41.3 38.3 39.4 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 7 LBN Brand Shares of Men's Razors and Blades: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Schick (Edgewell Schick Asia Ltd 35.1 35.6 35.8 35.3 
    Personal Care      
    Brands LLC)      
Gillette Mach3 Procter & Gamble HK Ltd 21.4 21.9 21.6 21.8 
    (Procter & Gamble      
    Co, The)      
Gillette Sensor Procter & Gamble HK Ltd 18.9 17.4 17.4 17.6 
    Excel (Procter &      
    Gamble Co, The)      
Gillette Fusion Procter & Gamble HK Ltd 16.4 16.6 16.5 16.8 
    (Procter & Gamble      
    Co, The)      
Best Buy (Private AS Watson Group 2.0 2.0 2.0 1.8 
    Label)      
Schick (Energizer Schick Asia Ltd - - - - 
    Holdings Inc)      
Others Others 6.1 6.5 6.8 6.8 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 8 Forecast Sales of Men’s Grooming by Category: Value 2021-2026 

 

HKD million 
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 2021 2022 2023 2024 2025 2026 
 
Men's Shaving 226.6 237.9 244.3 247.2 249.5 251.3 
- Men's Post-Shave 42.7 44.7 45.9 46.6 47.0 47.4 
- Men's Pre-Shave 80.4 84.3 86.6 87.7 88.5 89.1 
- Men's Razors and Blades 103.4 109.0 111.8 112.9 114.0 114.8 
Men's Toiletries 247.9 266.0 300.1 322.4 336.6 349.6 
- Men's Bath and Shower 25.1 24.8 24.2 23.6 22.9 22.2 
-- Premium Men's Bath 10.7 11.1 10.5 10.2 9.7 9.4 
    and Shower       
-- Mass Men's Bath and 14.4 13.6 13.7 13.4 13.2 12.9 
    Shower       
- Men's Deodorants 20.7 22.5 23.5 24.4 25.1 25.8 
-- Premium Men's 3.5 3.8 4.0 4.2 4.3 4.4 
    Deodorants       
-- Mass Men's Deodorants 17.3 18.7 19.5 20.3 20.8 21.4 
- Men's Hair Care 102.8 109.7 115.6 119.2 121.7 123.8 
-- Premium Men's Hair 23.9 26.0 27.7 28.9 29.9 30.8 
    Care       
-- Mass Men's Hair Care 78.9 83.7 87.9 90.3 91.8 93.0 
- Men's Skin Care 99.3 109.0 136.7 155.1 166.9 177.8 
-- Premium Men's Skin 67.9 77.1 100.9 116.2 125.7 134.3 
    Care       
-- Mass Men's Skin Care 31.4 31.9 35.8 38.9 41.3 43.4 
Men's Fragrances 137.3 145.8 168.0 177.2 186.3 195.4 
- Premium Men's 128.3 136.2 157.6 166.4 175.4 184.4 
    Fragrances       
- Mass Men's Fragrances 9.1 9.5 10.4 10.8 10.9 11.0 
Men's Grooming 611.8 649.7 712.4 746.8 772.5 796.3 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 9 Forecast Sales of Men’s Grooming by Category: % Value Growth 2021-2026 

 

% constant value growth 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
Men's Shaving 5.0 2.1 10.9 
- Men's Post-Shave 4.5 2.1 10.9 
- Men's Pre-Shave 4.8 2.1 10.8 
- Men's Razors and Blades 5.4 2.1 11.0 
Men's Toiletries 7.3 7.1 41.0 
- Men's Bath and Shower -1.2 -2.4 -11.4 
-- Premium Men's Bath and Shower 4.3 -2.6 -12.2 
-- Mass Men's Bath and Shower -5.4 -2.2 -10.7 
- Men's Deodorants 8.7 4.5 24.6 
-- Premium Men's Deodorants 10.2 5.0 27.4 
-- Mass Men's Deodorants 8.4 4.4 24.0 
- Men's Hair Care 6.7 3.8 20.4 
-- Premium Men's Hair Care 8.7 5.2 28.7 
-- Mass Men's Hair Care 6.1 3.3 17.9 
- Men's Skin Care 9.8 12.4 79.1 
-- Premium Men's Skin Care 13.6 14.6 98.0 
-- Mass Men's Skin Care 1.6 6.7 38.3 
Men's Fragrances 6.1 7.3 42.3 
- Premium Men's Fragrances 6.2 7.5 43.7 
- Mass Men's Fragrances 5.2 4.0 21.6 
Men's Grooming 6.2 5.4 30.2 
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Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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BEAUTY AND PERSONAL CARE IN 
HONG KONG, CHINA - INDUSTRY 
OVERVIEW 

 

 

EXECUTIVE SUMMARY 
 

Beauty and personal care in 2021: The big picture 

In 2020, players were speculating that the COVID-19 situation would calm down, anticipating 

a resumption in tourist flows in 2021, and therefore held back their budgets to reduce costs and 

survive. However, as recovery of the flow of tourists did not happen in 2021, brands turned to 

deploying strategies and budgets saved in previous years to attract local consumption, which 

was trapped in the country due to travel restrictions. Local consumers in Hong Kong look for 

branding, ingredients and propositions on top of functionality, hence brand equity is key in order 

to play in the Hong Kong market. With the fragmented nature of beauty and personal care in 

Hong Kong, especially skin care, 2021 was a year of localisation and brand-building, with 

aggressive marketing campaigns and discounting strategies to appeal to value for money-driven 

local consumers in the hope of capturing local consumption power to survive.  

As the border reopening kept being delayed, local consumers were increasingly willing to 

spend the budgets they had previously saved up for international travel on premium products 

and services, especially on beauty and personal care products for their at-home beauty routines 

as part of self-care in 2021. Combining the aforementioned heavy discounts from premium 

brands, and consumers’ willingness to purchase niche and premium products for their wellness 

routine, premium beauty and personal care brands fared better than mass brands in 2021.  

After the pandemic, more people focused on health and wellness, both physically and 

mentally. Consumers focused on niche areas to improve their overall health, such as scalp 

health and hair loss in hair care, dental health and skin health. Particularly in skin health, there 

has been increasing attention to caring for sensitive skin, as well as consumers caring for other 

body parts in a similar way they would care for their face. Skinification was observed in multiple 

categories, such as body care and hair care. There has been premiumisation in these 

categories, with consumers shifting to premium brands, searching for niche and unique products 

that best-fit their own needs and concerns.  

Aligned with global trends, fragrances regained traction in the domestic market in 2021. 

Restrictions on wearing masks in public continued in this year, however this did not halt the 

resurgence of fragrances. There was a shift in consumer behaviour as the pandemic wore on, 

with a higher number of consumers wearing fragrance on a daily basis, instead of wearing it 

only for social occasions. Consumers wear fragrance in order to showcase their personality, 

therefore the story-telling behind the scent stands out as a key determinant when decision-

making. A growing appetite for purchasing niche brands was observed, as people wanted to 

express their own unique character through their scent and wanted to avoid smelling like 

everyone else. Fragrance has elevated to an affordable luxury item, as the new “lipstick effect”, 

with accelerated premiumisation.  

Other categories also saw heightened attention to the fragrance of their products, such as 

body lotions, shampoos and deodorants. This was due to consumers’ search for products with 

aromatherapeutic properties to use in their daily routines as part of their self-care wellness ritual, 

as well as hoping to display their personality and taste through the scent they chose. Body 
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ancillaries, for example hand cream and body lotion, from fragrance brands became more 

popular and drove traffic for fragrance brands, especially during gift-giving seasons.  

On top of the focus on health and wellness, increased time spent at home due to flexible 

working arrangements led consumers to have more time on their hands to investigate and 

research the products they wanted to purchase. It was observed that consumers were 

increasingly sophisticated, with a focus on and greater awareness of ingredients and 

formulations. Demand for clean beauty brands and products, especially home-grown brands 

such as Pretti5, Woke Up Like This, OMG by SHHH and Skin Need, gained traction in the 

domestic market.  

 

2021 key trends 

Localisation is a common theme amongst beauty and personal care players. The fragmented 

nature of the domestic market, especially in skin care, calls for aggressive marketing campaigns 

to stand out and appeal to local consumers. Marketing campaigns with famous local boy group 

MIRROR have been visible from beauty and personal care brands across all positionings. From 

mass brands such as Olay and Bioré, to dermocosmetics brands such as Avène and Physiogel, 

to premium and luxury brands like Estée Lauder, Fresh and Gucci Beauty, beauty and personal 

care players are keen to localise their brand image through MIRROR to speak to local 

consumers, in particular the younger generations, who are the upcoming groups with the most 

consumption power. Through campaigns featuring MIRROR and other local celebrities, brands 

can reach out to a wider audience and appeal to the fan base of these celebrities and capture 

their consumption power.  

Other than local celebrity endorsements, some brands have collaborated with hotels to offer 

afternoon tea packages – for example, the SABON x Shangri La, XOVE x Mandarin Oriental 

and Guerlain x Sheraton afternoon tea collaborations. As non-business international travel was 

halted for an unexpected extended period, locals spent the money saved up for travel plans in 

the domestic market, searching for premium experiences and services. Local consumers enjoy 

having afternoon tea at a hotel for the premium food and service as a “treat-for-myself” activity. 

Collaborating with hotels for afternoon tea packages is a relatively low-cost outreach strategy for 

players to widen their customer base and allow new customers to experience their brand. 

Beauty and personal care brands can manoeuvre their brand positioning to associate their 

premiumness with the hotel with which they are collaborating, as well as increasing their brand’s 

presence amongst those local consumers who are willing to pay for a premium to enjoy luxury 

foodservice.  

On top of localisation, premium beauty and personal care players formulated aggressive 

discounting strategies to capture local consumption power. These players are often heavily 

reliant on tourist consumption. The pivotal shift in the consumer landscape, from a heavy 

reliance on tourists to purely local consumers, pressured premium brands to reconsider their 

local market strategy in order to survive. Tourists usually have a short decision-making curve as 

the price gap between Hong Kong and their local market is a strong incentive to purchase. 

However, local consumers are relatively more price-sensitive, with a longer decision-making 

curve before purchase. As consumers in Hong Kong are generally driven by value for money, 

premium brands offered discounted sets and kits to reduce switching costs in conjunction with 

department stores and shopping centre promotions, such as Sogo Thankful Week, and Harbour 

City promotions for quick wins to generate cash. Commercial festivals were also heavily 

advertised and capitalised on in 2021, such as Black Friday, Double 11 shopping festival and 

Double 12 shopping festival.  
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Competitive landscape 

There is a general reliance on tourist consumption for brands across positionings. Due to the 

delayed return of tourist flows and consumption, most players, especially premium brands, 

struggled to recover to the pre-pandemic level of sales. However, players that have always had 

a localised strategy suffered less during the pandemic. Brands with a strong pool of local 

customers and a good brand presence amongst local consumers, such as Shiseido and 

Guerlain, were observed to be able to better sustain their market shares and even rise in the 

ranking in 2020 and 2021.  

Within mass beauty and personal care, further fragmentation was brought about by the 

increasing availability of Japanese beauty and personal care products, introduced by Japanese 

grocery player Don Don Donki. Hong Kong consumers generally trust Japanese products. Due 

to the perceived vigorous product development process and quality checks by Japanese 

manufacturers and brand owners, Japanese beauty and personal care products are often 

regarded as being superior quality. Moreover, the formulations of Japanese beauty and 

personal care products are deemed to be more suitable for Hong Kong consumers. Japanese 

product formulations are often tailored for Asian skin types and weather, and as Japan and 

Hong Kong have similar climates, Hong Kong consumers are naturally driven to prefer 

Japanese products over Western brands. With Don Don Donki further penetrating the domestic 

market, rolling out more stores in residential areas, Hong Kong consumers have easy access to 

Japanese beauty and personal care products.  

Increasing fragmentation was also observed in the premium segment, adding luxury brands 

into the mix. Luxury brands were keen to launch beauty and personal care products, with 

product offerings starting with fragrances, then colour cosmetics, such as lipsticks and 

foundations, and then moving into products such as make-up bases that lean towards skin care, 

and eventually offering skin care products. Through launching beauty and personal care 

products, luxury brands are able to target a younger audience with their more accessible price 

points, expanding their audience as well as enhancing brand awareness. Especially with the 

difficult economic situation during the pandemic, entry-level items such as fragrances and 

lipsticks were the main traffic drivers for luxury brands. A notable example of a luxury brand 

entering beauty and personal care is Valentino. Valentino launched its first beauty boutique in 

Hong Kong in 2021. This signals not only the continued strategic importance of the Hong Kong 

market for international and luxury brands to expand into Asia, but also indicates the appetite for 

premium and luxury beauty and personal care amongst local consumers in the domestic market. 

Other than luxury fashion brands, other premium brands were observed to be keen to open 

stores even during the pandemic in 2021 to expand their presence in Hong Kong, for example, 

Valmont and Elevatione opened stores in Harbour City. 

Dermocosmetics players saw sustained demand as consumers focused on tackling sensitive 

skin concerns such as eczema, turning to body care products such as shower gel and body 

cream specifically formulated for problem skin types. Western dermocosmetics brands 

competing on functionality stand out. Local consumers trust their strong pharmaceutical 

competency, which depicts the quality of their product with scientific-backed formulations, and 

are more receptive to brands such as Avène, Cetaphil and Physiogel.  

 

Retailing developments 

Many players were keen to improve their digital capabilities and dot-com stores to capitalise 

on the rising importance of e-commerce during the pandemic. Brands had exclusive offers and 

products in their online shops to increase the incentive for consumers to purchase, as well as 

lowering the minimum spend for free delivery and giving free gifts in order to decrease the 

barriers to shopping online. However, the growth of e-commerce was slower than that of offline 
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channels in 2021. The pandemic in 2021 was relatively calm in Hong Kong compared with the 

rest of the world, with most people going out for mood-uplifting shopping in offline stores. In 

order to capture the attention and consumption power of locals, who are driven by the desire for 

value for money, brands offered aggressive discounts and promotions at their department store 

counters and standalone boutiques in shopping centres, capitalising on department store 

promotions such as Sogo Thankful Week, and shopping centre promotions such as those in 

Harbour City and Times Square. This resulted in a shift in contribution back to offline channels 

away from e-commerce in 2021.  

Hong Kong consumers are eager to do extensive research before purchasing products. Multi-

brand retailers such as Sephora gained traction due to the fact that consumers are able to test 

similar products from multiple brands. This enables consumers to test product efficacy and do 

direct comparisons on their skin to find out which product is the best fit for their own skin type, 

facilitating their decision-making process. In 2021, more multi-brand retailers opened, such as 

Beauty Botanica in Landmark, Beauty Avenue in Mong Kok, Langham Beauty in Langham 

Place and the second ArtPiece store in Causeway Bay. This illustrates the appetite of local 

consumers to shop in multi-brand retailers.  

 

What next for beauty and personal care? 

In terms of channel distribution, e-commerce is set to regain sales traction. Key players aim to 

eventually boost their e-commerce business to around a 30% contribution in key markets such 

as the US and China, with the potential to push this up to a 40% e-commerce contribution. 

However, in Hong Kong, due to the convenience of shopping in the wide store network, as well 

as people preferring to go to physical stores to enjoy mood-uplifting shopping, it is more realistic 

to expect mild growth, with the e-commerce contribution likely to stay at around 15% to 16%. 

Going forward, key players will aim to go online and develop brand websites to provide a more 

seamless online plus offline experience for consumers. Especially under the current uncertain 

COVID-19 situation (for example the sudden fifth wave of the virus in 2022 impacted businesses 

for at least an entire quarter, with very limited traffic on the streets), the continuous development 

of e-commerce capabilities to facilitate a more dynamic business model will be necessary in 

order to survive. Beauty retailer Sasa entered the e-commerce channel in March 2022 through 

collaboration with online grocery and food delivery platform Foodpanda, providing over 700 

products in its Pandamall. This move allows Sasa to provide an on-demand beauty and 

personal care shopping experience, which is essential to capture local consumption power 

during any sudden lockdowns and home seclusion.  

Once the pandemic calms down, local consumers are more likely to go out and enjoy the 

physical shopping experience in offline stores after a long period of home seclusion. In 2021, as 

brands offered aggressive discounts and sets to capture consumption power from consumers 

looking for value for money, there is a high risk of losing this group of consumers once brands 

stop offering discounts. It is expected that brands, especially premium brands, will invest more 

in transforming physical stores into experiential hubs to provide a personalised in-store 

shopping experience for local consumers. This will enable brands to enhance their brand equity 

while grooming local clients as brands await the recovery in tourist consumption.  

The increasing number of offline stores from beauty and personal care players, such as the 

aforementioned multi-brand retailers Beauty Botanica and Beauty Avenue, as well as the market 

entry of major Japanese drugstore Matsumoto Kiyoshi, which has plans to open at least four 

stores in 2022, sets the scene for offline shopping. In particular, as recovery will be reliant on 

tourist consumption, which will be through offline channels, physical channels are expected to 

be the driver of growth moving forward.  

Hong Kong is expected to remain a launching pad for international brands to expand into 

Asia, especially mainland China, in the forecast period. For example, French clean beauty brand 
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Purality moved its global headquarters to Hong Kong in 2021, as the business eyes 

opportunities in mainland China. Luxury fashion brand Valentino also launched its world-first 

beauty boutique in Hong Kong in 2021, with its second store set to open in Hainan. This 

demonstrates not only the confidence of international brands in the local market, but also the 

strategic importance of Hong Kong’s status and location to facilitate expansion into Asia. In 

addition to geographic proximity to neighbouring countries, Hong Kong has relatively fewer 

complications in terms of regulations for new product launches, which is a competitive 

advantage over other markets for players to launch new brands or new products. More brands 

are expected to establish their presence in the Asian market through launching in Hong Kong in 

the forecast period, contributing to the further fragmentation of beauty and personal care.  

 

Chart 1 Beauty and Personal Care Value Sales Growth Scenarios: 2019-2026 

 

  

 

Source: Euromonitor International 
Note: C19 Pessimistic 1 represents a modelled scenario with an estimated probability of 25-35% over a 1-year 

horizon, factoring in macro drivers including GDP, stock prices, business and consumer confidence rates 
alongside infection rates, supply chain and labour supply disruption rates  

 

Chart 2 Beauty and Personal Care Impact of Soft Drivers on Value Sales: 2019-2026 
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Source: Euromonitor International  
Note: The above chart shows the growth decomposition split by macro drivers such as GDP per capita and 

population alongside soft drivers listed as having a positive (+) or negative (-) impact on the total growth 
rate  
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MARKET DATA 
 

Table 10 Sales of Beauty and Personal Care by Category: Value 2016-2021 

 

HKD million 
 2016 2017 2018 2019 2020 2021 
 
Baby and Child-specific 393.6 408.2 423.7 427.1 336.0 344.8 
    Products       
Bath and Shower 1,252.4 1,301.6 1,358.1 1,387.2 1,474.5 1,452.0 
Colour Cosmetics 4,073.4 4,411.2 4,814.1 4,170.7 1,614.1 2,071.7 
Deodorants 55.7 57.3 59.0 60.1 50.7 53.1 
Depilatories 29.6 29.3 29.1 28.8 26.7 26.6 
Fragrances 1,497.5 1,580.5 1,684.6 1,453.1 710.3 923.7 
Hair Care 2,121.0 2,196.2 2,267.1 2,286.8 2,126.1 2,298.7 
Men's Grooming 782.6 804.2 834.5 787.3 561.4 611.8 
Oral Care 1,155.3 1,189.2 1,225.6 1,253.7 1,279.0 1,317.9 
Oral Care Excl Power 1,074.7 1,104.8 1,137.8 1,161.8 1,186.8 1,223.5 
    Toothbrushes       
Skin Care 18,267.1 20,393.9 23,503.3 21,347.0 12,729.2 14,407.9 
Sun Care 437.0 454.4 472.5 426.0 290.3 256.7 
Premium Beauty and 20,115.5 22,388.6 25,688.6 23,230.5 13,285.5 15,361.4 
    Personal Care       
Prestige Beauty and 19,677.7 21,891.5 25,086.4 22,594.1 12,841.4 14,866.4 
    Personal Care       
Mass Beauty and 7,982.4 8,414.8 8,893.9 8,327.4 6,045.8 6,447.3 
    Personal Care       
Dermocosmetics Beauty 916.2 1,030.1 1,182.7 1,223.0 910.1 1,001.1 
    and Personal Care       
Beauty and Personal Care 29,498.2 32,242.0 36,063.8 33,070.2 20,844.2 23,379.7 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

Note 1: Prestige/premium/mass beauty and personal care sales are additionally included within baby and child-
specific products, bath and shower, colour cosmetics, deodorants, fragrances, hair care, skin care and 
sun care 

Note 2: Sum of categories is greater than market size because of double counting in men’s bath and shower, 
men’s deodorants, men’s hair care, men’s skin care, men’s fragrances, and baby and child-specific sun 
care categories 

 

 

Table 11 Sales of Beauty and Personal Care by Category: % Value Growth 2016-2021 

 

% current value growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Baby and Child-specific Products 2.6 -2.6 -12.4 
Bath and Shower -1.5 3.0 15.9 
Colour Cosmetics 28.3 -12.6 -49.1 
Deodorants 4.6 -0.9 -4.6 
Depilatories -0.4 -2.2 -10.3 
Fragrances 30.0 -9.2 -38.3 
Hair Care 8.1 1.6 8.4 
Men's Grooming 9.0 -4.8 -21.8 
Oral Care 3.0 2.7 14.1 
Oral Care Excl Power Toothbrushes 3.1 2.6 13.8 
Skin Care 13.2 -4.6 -21.1 
Sun Care -11.6 -10.1 -41.3 
Premium Beauty and Personal Care 15.6 -5.2 -23.6 
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Prestige Beauty and Personal Care 15.8 -5.5 -24.5 
Mass Beauty and Personal Care 6.6 -4.2 -19.2 
Dermocosmetics Beauty and Personal Care 10.0 1.8 9.3 
Beauty and Personal Care 12.2 -4.5 -20.7 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

Note 1: Prestige/premium/mass beauty and personal care sales are additionally included within baby and child-
specific products, bath and shower, colour cosmetics, deodorants, fragrances, hair care, skin care and 
sun care 

Note 2: Sum of categories is greater than market size because of double counting in men’s bath and shower, 
men’s deodorants, men’s hair care, men’s skin care, men’s fragrances, and baby and child-specific sun 
care categories 

 

 

Table 12 GBO Company Shares of Beauty and Personal Care: % Value 2017-2021 

 

% retail value rsp 
Company 2017 2018 2019 2020 2021 
 
L'Oréal Groupe 12.9 14.5 15.1 13.7 14.0 
Estée Lauder Cos Inc 11.1 12.6 12.1 9.6 10.5 
Shiseido Co Ltd 6.3 7.1 7.6 8.1 7.9 
Procter & Gamble Co, The 7.7 7.6 7.4 7.0 6.9 
LVMH Moët Hennessy 4.3 4.6 4.4 4.0 4.3 
    Louis Vuitton SA      
AmorePacific Corp 5.3 5.2 4.9 3.7 3.2 
Colgate-Palmolive Co 1.9 1.8 2.0 3.2 2.9 
Unilever Group 2.2 2.1 2.2 2.9 2.8 
Johnson & Johnson Inc 2.4 2.2 2.3 2.8 2.7 
Chanel SA 2.1 2.2 2.1 1.8 2.5 
Natura&Co 1.8 1.7 1.7 2.1 1.9 
Kao Corp 1.4 1.4 1.4 1.7 1.6 
Beiersdorf AG 1.4 1.8 2.0 1.7 1.6 
Clarins SA 1.4 1.7 1.8 1.3 1.3 
Fancl Corp 1.6 1.5 1.4 1.3 1.2 
Reckitt Benckiser Group 0.5 0.5 0.6 1.1 1.0 
    Plc (RB)      
L'Occitane 1.2 1.1 1.0 1.0 0.8 
    International SA      
Nu Skin Enterprises Inc 1.0 0.9 0.9 0.9 0.7 
GlaxoSmithKline Plc 0.5 0.5 0.6 0.7 0.7 
Coty Inc 1.0 0.9 0.8 0.6 0.6 
Pierre Fabre SA, 0.5 0.5 0.6 0.6 0.6 
    Laboratoires      
Whealthfields Group Inc 0.3 0.3 0.3 0.7 0.5 
Yves Rocher SA 0.6 0.5 0.5 0.5 0.5 
Crabtree & Evelyn Ltd 0.8 0.7 0.5 0.5 0.5 
Kosé Corp 0.7 0.6 0.6 0.5 0.5 
Revlon Inc 0.5 0.5 0.4 0.5 0.4 
LG Household & Health 0.2 0.2 0.3 0.5 0.4 
    Care Ltd      
Henkel AG & Co KGaA 0.3 0.3 0.3 0.5 0.4 
Galderma SA - - 0.3 0.4 0.4 
Rohto Pharmaceutical Co 0.4 0.3 0.3 0.4 0.4 
    Ltd      
Private Label 0.2 0.2 0.2 0.3 0.2 
Others 27.5 24.0 23.3 25.3 26.1 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 
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Table 13 NBO Company Shares of Beauty and Personal Care: % Value 2017-2021 

 

% retail value rsp 
Company 2017 2018 2019 2020 2021 
 
L'Oréal HK Ltd 12.5 14.2 14.8 13.5 13.6 
Estée Lauder HK Ltd 10.8 12.3 11.8 9.1 10.0 
Shiseido Hong Kong Co Ltd 6.2 7.1 7.6 8.1 7.9 
Procter & Gamble HK Ltd 7.8 7.8 7.5 7.1 7.0 
LVMH Asia Pacific Ltd 4.2 4.4 4.3 4.0 4.2 
AmorePacific HongKong 5.3 5.2 4.9 3.7 3.2 
    Co Ltd      
Colgate-Palmolive HK Ltd 1.9 1.8 2.0 3.2 2.9 
Johnson & Johnson 2.4 2.2 2.4 2.9 2.7 
    Consumer (HK) Ltd      
Unilever Hong Kong Ltd 1.8 1.7 1.8 2.6 2.5 
Chanel HK Ltd 2.1 2.2 2.1 1.8 2.5 
Kao (HK) Ltd 1.2 1.1 1.2 1.6 1.5 
Clarins HK Ltd 1.4 1.7 1.8 1.3 1.3 
Beiersdorf AG 1.1 1.6 1.7 1.4 1.3 
Fantastic Natural 1.6 1.5 1.4 1.3 1.2 
    Cosmetics Ltd      
Aesop Hong Kong Ltd 0.9 0.8 0.8 1.1 1.1 
Reckitt Benckiser HK Ltd 0.5 0.5 0.6 1.1 1.0 
Body Shop Worldwide 0.9 0.9 0.9 1.0 0.8 
    Ltd, The      
L'Occitane 1.2 1.1 1.0 1.0 0.8 
    International SA      
Nu Skin Enterprises HK 1.0 0.9 0.9 0.9 0.7 
    Inc      
GlaxoSmithKline HK Ltd 0.5 0.4 0.6 0.7 0.7 
Pierre Fabre Dermo- 0.5 0.5 0.6 0.6 0.6 
    Cosmetique HK Ltd      
Whealthfields Lohmann 0.3 0.3 0.3 0.7 0.5 
    (HK) Ltd      
Yves Rocher SA 0.6 0.5 0.5 0.5 0.5 
Crabtree & Evelyn (Hong 0.8 0.7 0.5 0.5 0.5 
    Kong) Ltd      
Kosé Corp 0.7 0.6 0.6 0.5 0.5 
Aveda Corp 0.3 0.3 0.3 0.5 0.4 
LG H&H HK Ltd 0.2 0.2 0.3 0.4 0.4 
Henkel Asia-Pacific Ltd 0.3 0.3 0.3 0.5 0.4 
Galderma (HK) Ltd 0.2 0.1 0.3 0.4 0.4 
Mentholatum (Asia 0.4 0.3 0.3 0.4 0.4 
    Pacific) Ltd      
Others 30.3 26.5 26.0 27.8 28.4 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 14 LBN Brand Shares of Beauty and Personal Care: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Shiseido (Shiseido Shiseido Hong Kong Co Ltd 3.9 4.4 4.8 4.8 
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    Co Ltd)      
Estée Lauder (Estée Estée Lauder HK Ltd 5.1 4.6 4.2 4.3 
    Lauder Cos Inc)      
Lancôme (L'Oréal L'Oréal HK Ltd 4.1 4.3 3.7 3.7 
    Groupe)      
Kiehl's (L'Oréal L'Oréal HK Ltd 3.5 3.7 3.6 3.3 
    Groupe)      
La Mer (Estée Estée Lauder HK Ltd 2.5 2.7 1.9 2.3 
    Lauder Cos Inc)      
Chanel (Chanel SA) Chanel HK Ltd 1.9 1.8 1.6 2.1 
Clé de Peau Beauté Shiseido Hong Kong Co Ltd 1.8 1.8 2.0 1.9 
    (Shiseido Co Ltd)      
SK-II (Procter & Procter & Gamble HK Ltd 4.3 3.8 1.9 1.8 
    Gamble Co, The)      
Fresh (LVMH Moët LVMH Asia Pacific Ltd 1.7 1.4 1.5 1.5 
    Hennessy Louis      
    Vuitton SA)      
Colgate (Colgate- Colgate-Palmolive HK Ltd 0.9 1.0 1.6 1.4 
    Palmolive Co)      
Sulwhasoo AmorePacific HongKong 1.9 1.8 1.5 1.4 
    (AmorePacific Corp) Co Ltd     
Guerlain (LVMH Moët LVMH Asia Pacific Ltd 0.9 1.2 1.3 1.4 
    Hennessy Louis      
    Vuitton SA)      
Clarins (Clarins SA) Clarins HK Ltd 1.7 1.7 1.2 1.3 
La Prairie Beiersdorf AG 1.6 1.7 1.4 1.3 
Dior (LVMH Moët LVMH Asia Pacific Ltd 1.7 1.6 1.1 1.3 
    Hennessy Louis      
    Vuitton SA)      
Dove (Unilever Group) Unilever Hong Kong Ltd 0.7 0.7 1.1 1.1 
Aesop (Natura&Co) Aesop Hong Kong Ltd 0.8 0.8 1.1 1.1 
Fancl (Fancl Corp) Fantastic Natural 1.4 1.2 1.1 1.0 
 Cosmetics Ltd     
Oral-B (Procter & Procter & Gamble HK Ltd 0.6 0.7 1.1 1.0 
    Gamble Co, The)      
Darlie (Colgate- Colgate-Palmolive HK Ltd 0.6 0.7 1.1 0.9 
    Palmolive Co)      
Dettol (Reckitt Reckitt Benckiser HK Ltd 0.5 0.5 1.1 0.9 
    Benckiser Group Plc      
    (RB))      
Giorgio Armani L'Oréal HK Ltd 1.0 1.0 0.8 0.9 
    (L'Oréal Groupe)      
Laneíge AmorePacific HongKong 2.2 2.1 1.3 0.9 
    (AmorePacific Corp) Co Ltd     
Vidal Sassoon Procter & Gamble HK Ltd 0.5 0.5 0.8 0.9 
    (Procter & Gamble      
    Co, The)      
Yves Saint Laurent L'Oréal HK Ltd 1.0 1.0 0.8 0.9 
    (L'Oréal Groupe)      
The Body Shop Body Shop Worldwide 0.8 0.8 1.0 0.8 
    (Natura&Co) Ltd, The     
Neutrogena (Johnson Johnson & Johnson 0.9 0.9 0.8 0.8 
    & Johnson Inc) Consumer (HK) Ltd     
L'Occitane L'Occitane 1.1 1.0 1.0 0.8 
 International SA     
Nu Skin (Nu Skin Nu Skin Enterprises HK 0.9 0.9 0.9 0.7 
    Enterprises Inc) Inc     
ÍPSA (Shiseido Co Shiseido Hong Kong Co Ltd 0.7 0.7 0.7 0.7 
    Ltd)      
Others Others 48.8 49.1 52.2 52.8 
Total Total 100.0 100.0 100.0 100.0 
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Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 15 Penetration of Private Label in Beauty and Personal Care by Category: % Value 
2016-2021 

 

% retail value rsp 
 2016 2017 2018 2019 2020 2021 
 
Baby and Child-specific 2.5 2.5 2.5 2.3 2.5 2.4 
    Products       
Bath and Shower 2.5 2.4 2.3 2.3 3.0 1.9 
Beauty and Personal Care 0.2 0.2 0.2 0.2 0.3 0.2 
Deodorants 0.1 0.1 0.1 0.0 0.0 - 
Depilatories 1.5 1.5 1.5 1.5 1.4 1.2 
Hair Care 0.5 0.5 0.5 0.5 0.6 - 
Mass Beauty and 0.7 0.6 0.6 0.6 1.1 0.6 
    Personal Care       
Men's Grooming 0.3 0.3 0.3 0.3 0.3 0.3 
Oral Care 0.4 0.4 0.4 0.4 0.3 0.1 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 16 Distribution of Beauty and Personal Care by Format: % Value 2016-2021 

 

% retail value rsp 
 2016 2017 2018 2019 2020 2021 
 
Store-Based Retailing 93.4 93.3 93.1 90.7 77.0 78.2 
- Grocery Retailers 9.2 8.8 8.1 10.0 16.9 14.8 
-- Modern Grocery 9.0 8.6 8.0 9.9 16.6 14.7 
    Retailers       
--- Convenience Stores 0.9 0.9 0.8 0.8 1.1 0.9 
--- Discounters - - - - - - 
--- Forecourt Retailers - - - - - - 
--- Hypermarkets - - - - - - 
--- Supermarkets 8.1 7.7 7.2 9.0 15.6 13.8 
-- Traditional Grocery 0.2 0.1 0.1 0.1 0.2 0.2 
    Retailers       
- Non-Grocery Specialists 65.3 65.7 65.6 62.2 44.2 45.9 
-- Apparel and Footwear - - - - - - 
    Specialists       
-- Appliances and 0.1 0.1 0.1 0.1 0.1 0.1 
    Electronics Specialists       
-- Health and Beauty 65.1 65.6 65.3 60.2 44.1 45.6 
    Specialist       
--- Beauty Specialists 49.1 49.9 50.0 44.9 28.7 31.0 
--- Chemists/Pharmacies - - - - - - 
--- Drugstores/ 16.0 15.8 15.4 15.2 15.4 14.7 
    parapharmacies       
--- Other BPC Health - - - - - - 
    and Beauty Specialist       
    Retailers       
-- Home and Garden - - - - - - 
    Specialist Retailers       
--- Homewares and Home - - - - - - 
    Furnishing Stores       
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-- Other Non-Grocery 0.2 0.0 0.2 1.9 0.0 0.1 
    Retailers       
--- Outdoor Markets - - - - - - 
--- Other BPC Non- 0.2 0.0 0.2 1.9 0.0 0.1 
    Grocery Specialists       
- Mixed Retailers 18.9 18.8 19.4 18.5 15.9 17.5 
-- Department Stores 18.6 18.6 19.2 18.3 15.8 17.4 
-- Mass Merchandisers - - - - - - 
-- Variety Stores 0.2 0.2 0.2 0.2 0.1 0.1 
-- Warehouse Clubs - - - - - - 
Non-Store Retailing 5.3 5.4 5.8 8.1 21.6 20.0 
- Direct Selling 3.0 2.9 2.9 3.0 3.3 2.8 
- Homeshopping - - - - - - 
- E-Commerce 2.3 2.5 2.9 5.1 18.4 17.2 
- Vending - - - - - - 
Non-retail channels 1.3 1.3 1.1 1.2 1.3 1.8 
- Hair Salons 1.3 1.3 1.1 1.2 1.3 1.8 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 17 Distribution of Beauty and Personal Care by Format and Category: % Value 
2021 

 

% retail value rsp 
 Baby Bath Colour Deodoran Depilato Fragranc 
 and and Cosmetics ts ries es 
 Child- Shower     
 specific      
 Products      
 
Store-Based Retailing 86.0 88.4 80.2 90.3 96.1 84.3 
- Grocery Retailers 53.8 38.5 0.0 13.7 24.0 0.0 
-- Modern Grocery 51.8 38.5 0.0 13.0 24.0 0.0 
    Retailers       
--- Convenience Stores 0.2 2.1 0.0 0.8 1.2 0.0 
--- Discounters 0.0 0.0 0.0 0.0 0.0 0.0 
--- Forecourt Retailers 0.0 0.0 0.0 0.0 0.0 0.0 
--- Hypermarkets 0.0 0.0 0.0 0.0 0.0 0.0 
--- Supermarkets 51.6 36.4 0.0 12.2 22.9 0.0 
-- Traditional Grocery 2.0 0.0 0.0 0.6 0.0 0.0 
    Retailers       
- Non-Grocery Specialists 27.1 47.7 57.8 73.0 71.5 44.7 
-- Apparel and Footwear 0.0 0.0 0.0 0.0 0.0 0.0 
    Specialists       
-- Appliances and 0.0 0.0 0.0 0.0 0.0 0.0 
    Electronics Specialists       
-- Health and Beauty 27.1 47.7 57.4 73.0 71.5 44.7 
    Specialist       
--- Beauty Specialists 2.5 17.7 45.2 19.2 15.8 41.6 
--- Chemists/Pharmacies 0.0 0.0 0.0 0.0 0.0 0.0 
--- Drugstores/ 24.5 30.0 12.2 53.8 55.7 3.1 
    parapharmacies       
--- Other BPC Health 0.0 0.0 0.0 0.0 0.0 0.0 
    and Beauty Specialist       
    Retailers       
-- Home and Garden 0.0 0.0 0.0 0.0 0.0 0.0 
    Specialist Retailers       
--- Homewares and Home 0.0 0.0 0.0 0.0 0.0 0.0 
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    Furnishing Stores       
-- Other Non-Grocery 0.0 0.0 0.4 0.0 0.0 0.0 
    Retailers       
--- Outdoor Markets 0.0 0.0 0.0 0.0 0.0 0.0 
--- Other BPC Non- 0.0 0.0 0.4 0.0 0.0 0.0 
    Grocery Specialists       
- Mixed Retailers 5.2 2.2 22.4 3.6 0.6 39.6 
-- Department Stores 5.2 2.2 21.1 3.6 0.6 39.6 
-- Mass Merchandisers 0.0 0.0 0.0 0.0 0.0 0.0 
-- Variety Stores 0.0 0.0 1.3 0.0 0.0 0.0 
-- Warehouse Clubs 0.0 0.0 0.0 0.0 0.0 0.0 
Non-Store Retailing 14.0 11.6 19.8 9.7 3.9 15.7 
- Direct Selling 3.2 4.1 1.0 1.0 0.0 1.0 
- Homeshopping 0.0 0.0 0.0 0.0 0.0 0.0 
- E-Commerce 10.8 7.5 18.8 8.7 3.9 14.7 
- Vending 0.0 0.0 0.0 0.0 0.0 0.0 
Non-retail channels 0.0 0.0 0.0 0.0 0.0 0.0 
- Hair Salons 0.0 0.0 0.0 0.0 0.0 0.0 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
 
 Hair Care Men's Oral Care Skin Care Sun Care  
  Grooming     
 
Store-Based Retailing 71.4 81.3 91.9 75.7 95.0  
- Grocery Retailers 34.2 18.5 63.2 7.1 7.4  
-- Modern Grocery 33.8 18.4 61.3 7.1 7.4  
    Retailers       
--- Convenience Stores 0.6 1.1 2.0 0.8 2.8  
--- Discounters 0.0 0.0 0.0 0.0 0.0  
--- Forecourt Retailers 0.0 0.0 0.0 0.0 0.0  
--- Hypermarkets 0.0 0.0 0.0 0.0 0.0  
--- Supermarkets 33.1 17.3 59.3 6.2 4.5  
-- Traditional Grocery 0.5 0.1 1.9 0.0 0.0  
    Retailers       
- Non-Grocery Specialists 36.3 47.2 26.5 47.2 63.1  
-- Apparel and Footwear 0.0 0.0 0.0 0.0 0.0  
    Specialists       
-- Appliances and 0.0 0.0 2.6 0.0 0.0  
    Electronics Specialists       
-- Health and Beauty 35.7 47.1 23.9 47.2 63.1  
    Specialist       
--- Beauty Specialists 10.2 20.4 1.4 36.6 37.6  
--- Chemists/Pharmacies 0.0 0.0 0.0 0.0 0.0  
--- Drugstores/ 25.5 26.7 22.5 10.6 25.5  
    parapharmacies       
--- Other BPC Health 0.0 0.0 0.0 0.0 0.0  
    and Beauty Specialist       
    Retailers       
-- Home and Garden 0.0 0.0 0.0 0.0 0.0  
    Specialist Retailers       
--- Homewares and Home 0.0 0.0 0.0 0.0 0.0  
    Furnishing Stores       
-- Other Non-Grocery 0.6 0.1 0.0 0.0 0.0  
    Retailers       
--- Outdoor Markets 0.0 0.0 0.0 0.0 0.0  
--- Other BPC Non- 0.6 0.1 0.0 0.0 0.0  
    Grocery Specialists       
- Mixed Retailers 0.9 15.7 2.1 21.4 24.5  
-- Department Stores 0.9 15.7 2.1 21.4 24.5  
-- Mass Merchandisers 0.0 0.0 0.0 0.0 0.0  
-- Variety Stores 0.0 0.0 0.0 0.0 0.0  
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-- Warehouse Clubs 0.0 0.0 0.0 0.0 0.0  
Non-Store Retailing 10.5 15.6 8.1 24.3 5.0  
- Direct Selling 1.2 1.6 0.4 3.6 0.6  
- Homeshopping 0.0 0.0 0.0 0.0 0.0  
- E-Commerce 9.3 14.0 7.7 20.7 4.4  
- Vending 0.0 0.0 0.0 0.0 0.0  
Non-retail channels 18.1 3.0 0.0 0.0 0.0  
- Hair Salons 18.1 3.0 0.0 0.0 0.0  
Total 100.0 100.0 100.0 100.0 100.0  

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

Key: BC = baby and child-specific products; BS = bath and shower; CC = colour cosmetics; DO = deodorants; 
DP = depilatories; FR = fragrances; HC = hair care; MG = men’s grooming; OC = oral care; SK = skin 
care; SU = sun care 

 

 

Table 18 Forecast Sales of Beauty and Personal Care by Category: Value 2021-2026 

 

HKD million 
 2021 2022 2023 2024 2025 2026 
 
Baby and Child-specific 344.8 353.8 369.5 380.7 387.3 390.9 
    Products       
Bath and Shower 1,452.0 1,471.7 1,493.3 1,523.7 1,553.3 1,577.3 
Colour Cosmetics 2,071.7 2,297.9 2,907.8 3,219.0 3,441.6 3,625.8 
Deodorants 53.1 55.7 57.5 58.9 60.2 61.3 
Depilatories 26.6 26.3 26.1 25.9 25.7 25.3 
Fragrances 923.7 998.2 1,166.3 1,302.1 1,377.2 1,445.9 
Hair Care 2,298.7 2,422.5 2,538.5 2,630.6 2,707.1 2,762.4 
Men's Grooming 611.8 649.7 712.4 746.8 772.5 796.3 
Oral Care 1,317.9 1,341.0 1,363.0 1,381.6 1,396.9 1,409.0 
Oral Care Excl Power 1,223.5 1,244.2 1,263.4 1,279.8 1,292.9 1,303.1 
    Toothbrushes       
Skin Care 14,407.9 15,451.7 18,713.5 20,610.6 21,806.2 22,683.3 
Sun Care 256.7 247.9 293.8 316.7 329.4 341.6 
Premium Beauty and 15,361.4 16,562.7 20,061.1 22,136.8 23,451.5 24,463.1 
    Personal Care       
Prestige Beauty and 14,866.4 - - - - - 
    Personal Care       
Mass Beauty and 6,447.3 6,736.7 7,479.0 7,905.7 8,210.8 8,425.3 
    Personal Care       
Dermocosmetics Beauty 1,001.1 - - - - - 
    and Personal Care       
Beauty and Personal Care 23,379.7 24,904.6 29,173.6 31,697.1 33,334.4 34,574.1 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note 1: Prestige/premium/mass beauty and personal care sales are additionally included within baby and child-
specific products, bath and shower, colour cosmetics, deodorants, fragrances, hair care, skin care and 
sun care 

Note 2: Sum of categories is greater than market size because of double counting in men’s bath and shower, 
men’s deodorants, men’s hair care, men’s skin care, men’s fragrances and baby and child-specific sun 
care categories 

 

 

Table 19 Forecast Sales of Beauty and Personal Care by Category: % Value Growth 
2021-2026 

 

% constant value growth 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
Baby and Child-specific Products 2.6 2.5 13.4 
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Bath and Shower 1.4 1.7 8.6 
Colour Cosmetics 10.9 11.8 75.0 
Deodorants 4.9 2.9 15.4 
Depilatories -0.8 -0.9 -4.6 
Fragrances 8.1 9.4 56.5 
Hair Care 5.4 3.7 20.2 
Men's Grooming 6.2 5.4 30.2 
Oral Care 1.8 1.3 6.9 
Oral Care Excl Power Toothbrushes 1.7 1.3 6.5 
Skin Care 7.2 9.5 57.4 
Sun Care -3.4 5.9 33.1 
Premium Beauty and Personal Care 7.8 9.8 59.3 
Prestige Beauty and Personal Care - - - 
Mass Beauty and Personal Care 4.5 5.5 30.7 
Dermocosmetics Beauty and Personal Care - - - 
Beauty and Personal Care 6.5 8.1 47.9 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note 1: Prestige/premium/mass beauty and personal care sales are additionally included within baby and child-
specific products, bath and shower, colour cosmetics, deodorants, fragrances, hair care, skin care and 
sun care 

Note 2: Sum of categories is greater than market size because of double counting in men’s bath and shower, 
men’s deodorants, men’s hair care, men’s skin care, men’s fragrances and baby and child-specific sun 
care categories 

 

 

 

DISCLAIMER 
Forecast and scenario closing date: 11 April 2022 

Report closing date: 3 April 2022 

Analysis and data in this report give full consideration to consumer behaviour and market 

performance in 2021 and beyond as of the dates above. For the very latest insight on this 

industry and consumer behaviour, at both global and national level, readers can access 

strategic analysis and updates on www.euromonitor.com and via the Passport system, where 

new content is being added on a systematic basis. 

 

 

SOURCES 
Sources used during the research included the following: 

 

Summary 1 Research Sources 

Official Sources Census & Statistics Department 

 Government Homepage 

 Hong Kong retail census 

 Hong Kong Trade Development Council 

 Legistrative Council 

Trade Associations Cosmetic & Perfumery Association of HK Ltd 

 Hong Kong Cosmetic Technical Resource 

Centre 

 The Direct Selling Association of Hong Kong 

Ltd 
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Trade Press Apple Daily 

 Beauty Business News 

 Cosmade.com 

 Cosmetique News 

 Elle 

 European Cosmetic Markets 

 Financial Times 

 Forbes 

 Fortune Magazine 

 Grocery Trade Magazine 

 Happi Magazine 

 Hong Kong Business 

 International Cosmetique News 

 Jessica 

 Next Magazine 

 Soap Perfumery & Cosmetics 

Source: Euromonitor International 
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