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What’s ahead? 
 

Bullish expansion to continue on in the next five years 
 

Riding on vast retail development in developing markets 
 
 
 

The Face Shop (overseas) 
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Sales Performance 
 
 

Luxury brands thriving from Asia market 
 

Estee Lauder: “Asia and Pacific Q4 2011 sales rose 16%, boosted by strong sales in skin 
 

care products including pricier ranges such as La Mer and Jo Malone” – Reuters 
 
 

 

Beiersdorf: “La Prairie group makes 22% of its annual sales in Asia” – Reuters 
 
 

 

Shiseido: “Sales of the top regular users purchasing Clé dePeau Beauté products in 
 

department stores maintained nearly double-digit growth in 2010” – Shiseido 
 
 

 

Premium anti-agers’ resilience during economic downturn 
 

Anti-agers is the only category keeping growing positively in Japan’s Premium Cosmetics  
industry from 2009 to 2011 - Euromonitor International 
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Driving factors 
 

Strong economy in Asia 
 

Increase number of the ultra-affluent segment 
 

Higher awareness on looking youthful 
 

Perceived importance compared to other categories 
 

Healthy skin as canvas to beauty 
 

Less costly and painful compared to 
 

surgical alternatives 
 

Strong brand positioning 
 

Mystery and science origination 
 

Loyal followers 
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Future potential 
 

Aging Population in Asia 
 

Growing number of high-net worth individuals 
 
 
 
 
 

Baby boomers (40-60 yrs) 

1.8% CAGR (2010-2015) growth 
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CATEGORY DRIVERS: SKIN CARE, HAIR CARE, AND COLOUR COSMETICS 
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YOUTH and FAIRNESS 
 

The pursuit of latest magic potion will continue 
 

More combination products 
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Mineral and organic based 
 

Herbal and fruit ingredients 
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More MEN’S GROOMING 
 

Body Care 
 

Cosmetics 
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EXPANSION OF BEAUTY SPECIALISTS AND INTERNET RETAILERS 
 

 

Beauty Specialist retailers to continue expansion 
 

Vast retail development in emerging markets 
 

More stand-alone shops by manufacturers 
 
 
 

 

Men’s Specific Beauty Corners and Stores 
 
 
 

 

Internet retailing to gain significance 
 

Improved infrastructures in developing markets 
 

More introductions of B2C E-commerce sites 
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