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China’'s e-commerce male beauty market is recovering from COVID-19

0 According to Euromonitor, from 2016-2019, Chinese male skincare and make-up market increased at an average annual
rate of 13.5%, far higher than the global average of 5.8%.

0 On Taobao and Tmall, male skincare products had very high sales during the 2019 Double 11 shopping festival. Although, both
skincare and makeup sales obviously decreased due to COVID-19, skincare sales recovered much quicker.

Online male cosmetic sales on Tmall & Taobao
(Thousand sold items, 2019-2020)

Double 11 Impacted by COVID-19, online declined,
but skin and personal care products

9,464 . . ..
started rising again in February.

Skincare & personal care

325 1,036

281 279 374
Make-up products 495
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Male beauty related content and KOLs are on the rise

20% 16%

of beauty KOLs on ‘\ of certified
)

Douyin, Kuaishou and beauty KOLs on
Bilibili were men as of Weibo are men
Dec 2019

n u n u

Based on the use of the keyword's “cosmetics”, “make-up”, “male
skincare” and “men’s make-up” on Weibo from 2014 to 2018, we
can see that the amount of men using these words is increasing.

Proportion of men who mentioned cosmetics on Weibo among
all male Weibo users

(2014-2018) 20 3%
2%
16.4% 16.4% 19.2
I I ] I
2014 2015 2016 2017 2018

Source: zhiweidata, designed by daxue consulting
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Male beauty content growth rate on Red by different
topics

Personal care

Nail oil

Fragrance

Skin care

Makeup

(first half of 2020 VS first half of 2019)

95%

72%

70

s

67%

14%

Source: The Red Mid-Year Beauty Insights Report 2020
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Male beauty is booming on social media

On Red, plenty of male bloggers share their make-up and skincare experiences with their fans (both male and female), which mainly
aim to promote new products and impart knowledge about male beauty.
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Followers: Followers: Followers: Followers:
s~ 11.3 thousands smv 12.3 thousands smv 152.3 thousands emv 45.8 thousands
Total favorites & likes: Total favorites & likes: Total favorites & likes: Total favorites & likes:
IW 300 thousand IW 60.6 thousand IW 211.7 thousand |. 890 thousand
Skincare KOL who focuses on Shares daily products with Compares products, focusing Ch. D., the former head of
teaching men personal care fans after testing them, on aspects like texture, science communication at
techniques and introduces specializes in skin care and ingredients price. Fans can L'Oréal China. Explaining
products including lotions, makeup and prefers high-end choose the one that best suits products’ actual efficacy to
makeup, hair styling, dental brands. their needs. audience based on chemical
care. tests and ingredient analysis.
© 2020 DAXUE CONSULTING 6
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Social listening: Some controversial opinions of men who wear makeup

o Supporters: men and women are equal, there's no law that says makeup is the exclusive right of women, so why can'’t boys wear
makeup?

o Opponents: men wearing makeup always sounds weird, but most importantly, it makes people feel gay and their sexual

orientation is suspected.
"1 el KPS

& | Lo T PARBBEEEER AMAERTTE
W B s bhc ks S iz o bl A= N\ \E < GhiquyB3Z A H176%EE > Personally, | think men just need to use
i'&/—e}% R E?ﬁk% ﬁ\l Agﬁﬁﬁff o , Dabao (X%, a Chinese skin care brand)
ZONF) RERSERARUKR B CEPE 1-2 09:53 Z B b !otion to keep fresh and cool (makeup
EZIBER WHENBECNARNEE 's not necessary).

S— Men who wear heavy make
\ EB
M up are sissies. ' P_T <@
RE R ZliangE8 &

Makeup is about covering weaknesses and
-t g T g R promote strengths. Everyone has the right to ENMME SA H281£EE >

122 pursue beauty, as long as it is appropriate and

WO BARRGBEMNN, FABRFEEITEHR, acceptable to them. Makeup is a sign of respect 1-2 09:56 Z B ¢y

BABGBEMT, BABGBEEYSP for self and others!

T BEFE, BEHBEA. BEDNAHB

B, BLEE, #iE g FB £ B K#Who said men can’t do makeup

/4 iz .
What to think about men wearing makeup, what to #/{/\ﬁggx %fﬂ’%ﬂg#can you accept men wearing
think about men getting their ears pierced, what to makeup
think about men asking to be pampered, what to
@ think about men being nurses...... #%32-_‘?%#"19" and women are equal

Men are miserable, and men are also human. =3 _ _
Respect individual freedoms, men and women are #%f{kﬁgyﬁ}y‘tﬁ%efore and after makeup

equal. comparison of men

Source: Sample of Weibo post 20719
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Young men from tier-1 and 2 cities are the main consumers

o Now most men have developed skin care habits since their college days, so young people aged 21-25 have gradually surpassed
male consumers aged 26-30 and become the largest force in the online skin care market.

o Tier-1 and tier-2 cities are still the most important markets for male beauty products in China, however, lower-tier cities have

large potential to grow.

Age distribution of Chinese male beauty consumers
(2019)

m 21-25 years old
m 26-30 years old
31-35 years old

m 36-40 years old

41-45 years old

o, o, o,
18% 16% 15% 46-50 years old

m >50 years old

10%

2017 2018 2019

Source: TalingData, designed by daxue consulting
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Tier-5 cities
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Geographical distribution of male beauty consumers in China

(2019)

Tier-1 cities New tier-1 cities

16%

Tier-2 cities
)

5%

o,
15% 159

20% 1 8%

Tier-4 cities 25% Tier-3 cities
Source: TalingData, designed by daxue consulting
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Where Chinese men first research beauty products

Consumers can easily get a large amount of beauty-related information from both online and offline channels. Live-streaming and
social media are the most important channels.

WHERE to find information about male beauty

ONLINE OFFLINE

Search engines | Live-streaming Knowledge sharing Social media E-commerce platforms | Friends, Physical stores
v | | platforms ‘ o 1
S ' : . } i , @ THALWLCOM
Bai WE5E - kuaishou Douyin | Zhihu Red Weibo ?ﬂ = M *
i ' Taobao.com

= i :

o T @) 0F D p
3 ; ; v O .A
I |- JDCOM&?T LMK ?g F

HOW the information is delivered

ONLINE OFFLINE

Videos on Bilibili Discussions Product reviews Word-of-Mouth, beauty
(“bullet subtitles” is the communication Q: “Which one is more assistant
bridge between blo er and viewers . : ,
ge > bloggerand viewers) ¢ jiiahle in summer for men’s
- Text & visual N 'mixed skin, Kiehl's, Lab series | =" ™™
descriptions R AT . orBiotherm?”onTmall. @ 45 = "o e
R R BT R R i . SEERGY  EEEE)
g on live- AR BE Y DIETH 18 | w
< 8 N oy | R (O<T @ ETES) O EES
SEPESEND) o stream £.x 3 @ REIE, Btf, BERSRELHILE e e
— —— TREEEOEEEREED ! ESEXRNES R | SBEESERARE. B eEnERE, Dhe
? AR, T =190 kR H H
' A THMERR EFTIX -
Designed by daxue consulting
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What make-up products do Chinese men prefer?

o0 In addition to daily skin care products, male consumers are also increasingly using color makeup. The products mentioned

below are almost universally accepted and considered 'must haves' for male fashionistas.

o On Tmall, men’s color cosmetics are growing 89% year on year, faster than fragrances, hair care, body care and face care. This

also proves that many men are enthusiastically making the jump from skincare to makeup.

Lipstick

278% year on year increase in
sales for men'’s lipstick in 2018.
July 2020 sales total was over 200
thousand RMB.

Mascara

Male mascara'’s sales in July 2020
was over 890 thousand RMB.

It accounted for 5.4% of the total
makeup category and gained the
2"d Jargest sales in July.

© 2020 DAXUE CONSULTING

ALL RIGHTS RESERVED

: e

Men’s Beauty Key
Growth Categories

i /

Source: Air Paris; Tmall.com,; Alimama, designed by daxue consulting
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Increase in BB cream purchases

during 11/11 2018 was 249%.
July 2020 sales total was 13.64
million RMB.

Eyebrow pencils

214% year on year increase in
sales for men’s eyebrow pencils in
2018.

July 2020 sales total was over 547
thousand RMB.

11



Social listening: Light makeup is popular among Chinese men

o Men'’s specialty makeup on the market is more basic, such as foundation, concealer, and eyebrow pencils

o Most men’s aim is to look more sophisticated and do not desire exaggerated looks.

FEEBERFEMENERE—$. &
FEABEENDL, RIEARBEE
A AEHTT

In men’s makeup, the usual final step is
lipstick. You don't need a bright colored
lipstick, wear a natural color and you're
good to go!

FHEEE, AMra. 2RO H%
5, BRER

Light texture, not fake white. Looks
like original appearance,

supernatural! k T

BHEBERRSLBCHBEHER I N—
W, EEMRREEREMTE

The men's eyebrow pencil is one must-
have to improve your mental outlook,
and makes the whole aesthetic look
more complete.

¥ MIBE: 170118356

TR AZET, #HERBW. 5
SEXNRENHERR, SMERE
No matter what season, it is
necessary to apply sunscreen. UV
rays are very damaging to the
skin and can accelerate aging

== .
#E LK EE AL #what do men need for makeup
#E L&A T#Introduction to men's makeup
#E 1% KE E#Male light makeup
oo S of Xaehoncen oot 2020 #2 -+ XK &1 %% Men makeover program

© 2020 DAXUE CONSULTING
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Social listening: Waterproof and sweatproof are key words

o Men perspire more than women, hence men’s makeup products need to last through sweat.
o Many men partake in outdoor work or activities, and the outdoor environments are more likely to lead to oil secretion

and sweat than indoor environments.

BR—MRRZHHMPA, XRAREGEXSHNHE! #E
EREFHMH, RERRARTTE, F2K K&p7! |
I'm a person with oily eyelids, and this eyeliner is my savior!
Even with summer sweat and oil, the eyeliner stays intact

and doesn't smudge!

' \’ | —
BB TN, EFX

HEBRHINE. BIEE TR p

%, ke hniRE . ::;Y'
My skin is oily, and this /CH ’
foundation has a special oil
control effect. Even when |
sweat a lot, it is still
waterproof!

3
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3130 aNod
2 ONIONVIYE NI¥S /

S AIN4 Xi4 olanis
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IR, BkBT, Wktds o :
5188 #Bu KB F4Waterproof and sweatproof

The texture is smooth and clump-free,
oo an neatot Kl ot ek #—K TRt THM#Makeup stays on all day
#HT ZIRFF TR ALE#Always keep flawless skin

Source: Sample of Xiaohongshu post 2020
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Male skin care consumers focus on basic products

Many men use basic skincare products, hence advanced products have low market penetration. However, this means there
is a big development space in advanced categories.

The proportion of Chinese men use skin care products
(Survey of Chinese male skin care products consumers, 2019)

G Face wash | 029 : .
Basic skin care
(2)  Lotion/facial cream G ¢ products
Toner | G0° ’
Facial mask 54%
Sun cream 52% Advanced skin

care products

E'il" Essence 32%

& Eye cream 21%

Source: CBNData survey data, August 2079, designed by daxue consulting
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Social listening: Chinese men prefer skin care sets rather than individual items

o Unlike female consumers who prefer to mix and match their own skincare products, male consumers prefer skincare sets.
o Many brands have launched men’s skincare sets, which usually include basic skincare products such as face wash, toner, and

lotion.
¢ (=t Men's skincare @) *® Nl g yye
il SHRZHBEMME, mEIERRS T R w5
£8B 5t I35 4 25 WTBREEFH, HREE.
] For most men, the brand'’s kits are simple and
i ¢ CE straightforward to use by following the brand's
( B8RAYT W& recommended steps.
BALIPEE LBIEEE W = gz‘f@
RREPHALABRLTREREASA \ e e *
j ; “’,"::EEE;:_%/— -, (
(895 B o

SAPIRCIEE: &Sl R/l SN

NN =] H =z L = %

FERUNOTE B +1PR gimﬁ}Mﬁm%E#‘% '
SRBABNRLKILARLERITH ° ]

When searching for "men’s

skincare” on Taobao.com,
the top selling products
are all skincare sets

£ v139 mast

-l ESN) R AHC B TiPER @ MROKIL
ZHERRENDIPEEMARERIDK

G v198 metin

Source: Sample of Xiaohongshu post 2020

© 2020 DAXUE CONSULTING
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CLINIQUE
FOR MEN

CLINIQUE
FOR MEN

CLINIQUE
FOR MEN

VeI W RE IR EIE v, 15
AR AL, HEEA
M. KIABIREA,
A EYREER T
TEC T, R R AT DA
M, P IR IR A G
The cleanser cleans
deeply and controls oil
well, and it does not make
the skin feel tight after
use.

It's also a great way to
balance oil secretion.

% N HE AL IPREE ERAMen’s skin care set
HE K E 4 face wash, toner and lotion

#IFIE= BB #Skin care trilogy

HoERIZ H#Freshening and oil controlled

15
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Comparing Western and Chinese brands’ marketing strategies

The marketing efforts of foreign or domestic brands are spread through multiple activities and platforms, but foreign brands use
more co-branding and sponsorships.

L‘Oréal Paris

Foreign
brands |

LAB SERIES

- BIOTHERM

BOSSDUN.MEN

© 2020 DAXUE CONSULTING
ALL RIGHTS RESERVED

Cooperated with Tencent's game
WeFire (£/f£%#Z) and launched
one million collaborative skin care

sets

Teamed up with Tencent’s game,
Glory of Kings (F#%#) to
launch limited-edition skincare

products.

Not a key strategy

Teamed up with Discovery TV to
produce a documentary for
China’s first ascent of Mount
Everest and launch a limited
edition 'Tribute' gift box.

Not a key strategy

Not a key strategy

GF collaborates with digital

Chinese artist Zhang Wang (3KHE)

to launch new packaging

Source: brand official webs, designed by daxue consulting

KOLs promote
products on Douyin,
Weibo, bilibili and
Xiaohongshu

KOLs promote
products on Douyin,
bilibili,
Xiaohongshu

KOLs promote
products on Douyin

KOLs promote
products on Douyin,
Weibo, bilibili and
Xiaohongshu

KOLs promote
products on Douyin,
bilibili,
Xiaohongshu

KOLs promote
products on Douyin

KOLs promote
products on Douyin

Established official stores
on Taobao, Tmall, JD and
Weipinhui

Products are available on
Taobao, Tmall, JD and
Weipinhui

Consumers can use
Taobao, Tmall, JD and
Weipinhui to place orders

Products are available on
Taobao, Tmall, JD and
Kaola

Established official stores
on Taobao, Tmall, JD and
Weipinhui

Products are available on
Taobao, Tmall and JD

Consumers can use
WeChat and Xiaohongshu
to place orders

ihl .
daxueconsulting

Established brand flagship
store and counters in
shopping malls

Not a key strategy

Not a key strategy

Established brand flagship
store and counters in
shopping malls

Not a key strategy

Not a key strategy

Established brand flagship
store and counters in
shopping malls

The Tencent game Heroes Season
exclusively titled by L'Oréal Men’s
Expert. Season's games includes

WeFire (£f£5%#) and Crossfire:

Gunslinger (A% 10HEZE)

Partnered with world-famous
football clubs - Real Madrid, AC
Milan, Paris Saint-Germain and

Liverpool.

The titled sponsor of IG eSports
Club, which is the League of
Legends (#Ex%E) Division

Sponsor variety show Flower Road

(EZ#972£5), provided skincare
products for participators

Not a key strategy

Not a key strategy

Not a key strategy

17
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L'Oréal men's skin care line has many diverse products

L'Oréal’s diversified male skin care products have won the trust of most Chinese consumers. The brand has a good understanding
of young Chinese consumers, it uses millennial and gen-z male celebrities, high-end design and packaging.

ERSRAERAORERANRIBREERER, |_'O R E AI_

ey Ul TAMATIENS MINEIT I EEHESE.
b AR The tough glass bottle packaging of L'Oreal
ﬂ\l]\..-.? DL toner is very advanced, it's worth buying

RRSEHERIRIE EHRERAY/N
gEERRARSA, AL
HRget T B, B g 1
L'Oreal just announced that
Wang Jiaer (a Chinese idol)
is the spokesperson, so |
bought the same to match
him.

PARIS

Il

even just for the design and packaging.

MEEHEERBRENFARREEF, B2
HAEMBERABEERAEZE L.
The long-lasting effect of L'Oreal styling
hair spray is very good, and it is also the
easiest to clean of all the long-lasting
hair sprays | have used.

XFABEYRASRE, BHEARAE.
This facial cleanser has dense foam and a
good cleansing effect.

#BL FFE #L 'oreal

#Bk FFEE E #L oreal facial cleanser
#BL T TETE KK #L oreal toner

#IC T TE = VI E #L oreal hair spray

© 2020 DAXUE CONSULTING ihl .
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L'Oréal markets to Chinese young men through all channels

The brand created a solid network of franchised stores and several online activations on most social media and shopping platforms
to touch on as many Chinese young men as possible. Also, L'Oréal leveraged popular movies and video games to shorten the
distance with Chinese men.

=0 — ,
Distribution L Promotion

Posters & B|IIboards ads
iam M . m l . 1
ThAWCOR P  LORg o=

2

KOL live streaming

Beauty KOL
Jiaqi Li’s live-stream:
L'Oréal facial cream

e 772,000 Likes

. offine ez
~
Offline brand stores “L‘Oréal, for
= Y 4 = n,
LOREAL L'OREAL the IS Co- brandlng advertising
PARIS R THE FUTURE public service — : Cooberatingwith
Department stores Cosmetic chains R & A B X exhibitions for < e i vl ggame
and hypermarkets sustainable WeFire (£f£%#)
ke 42 development 2003 s e ene
YVaI’r_'nartm - . . million collaborative
X R B rn?'njc-mnings In Shangha" skin care sets
(July 2020)

© 2020 DAXUE CONSULTING
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Nivea has a positive reputation in China as a foreign brand

Consumers believe that Nivea can effectively maintain skin stability.

SRERMEBER

XEBTHERIFEEEATS
RER, BEk ENEERRT
NET, RFaMEIHREBEE
wR, MREMNIFEERE.

After using this men's anti-acne
skin care set for about 5 days,
the acnes on my boyfriend's
face disappeared and the earlier
acne marks gradually faded.
The effect of this series is super

© 2020 DAXUE CONSULTING
ALL RIGHTS RESERVED

e FEHRRTE SR, RUR, B
HWR7IE, BHLEEEFEN.

Nivea moisturizer has a very moist
texture, quick absorption, it's easy to
carry, and has a nice fragrant.

RARAMBREGEINSE, BRAHR
B EEHRAPHERR.

Nivea is really suitable for boys with acne.
It is refreshing and non-greasy with a
significant effect on acne reduction.

HYEHETE #Nivea
HYELE Tz #Nivea anti-acne

HYE LR TR JE I FE #Nivea moisturizer

HYELRTEBF I #Nivea sunscreen

ihl .
daxueconsulting
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Nivea has built a trendy and young brand image

Nivea has a good understanding of young Chinese men, the brand launched skin care products targets their problems, such as
face cream for those who stay up late. It also frequently leverages KOLs and celebrities who are very popular among young men
for brand rejuvenation.

=<.> Distribution ®® promotion
- 3 - KOL marketing
- Pop-up stores
?_En;’}E\IELILn'g @ a _ Beauty KOL
co A . ¢ @{ Nivea pop-up Fu Peng (1 /#%) promoted
___ & QE ‘ store in Nivea's gift box on Weibo
‘e A §©|§©|c0m B ; » Shanghai, July on the Chinese valentine's
‘ 3 . 2019. day and sent out 777 blind

' boxes as gift for fans .

Offline

) Fan meeting
Counters in Shopping Cosmetic chains N  —
malls and supermarkets

Co-branding advertising

s S8

Jor o

Nivea organized fan
| meeting of brand AN Cooperating with

= ‘ spokesman and popular : g i Durex to launch
4 - young actor Bai Yu (H5%) - : online ads
e Sas ™| in Shanghai. Meanwhile O ) e
Zin ]_? 4 ! i i
( gl L %:@JE it released 20,000 Bai ,  promoting new

BFEHENILE ‘ . q .
20.000 riuew Yu's customized vitality products.

o i gift box in JD; 2,000 sets
sold in 3 mins.

21
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LAB SERIES is a well-known high-end skincare brand

The sub-brand of Estee Lauder with good reputation, high quality and simple design.

AB

SERIES

| SKINCARE FOR MEF

ULTI-ACTION
h;AAcE WASH

ettoya! nt
':x‘ulmnl Visage

=
345, 0z/OL W
100 ml €

WEARFE, hethirhR,
EEREARSLH, Rt
AR, THEXBR.

The bubbles are creamy and
rich, and it goes on
comfortably. After washing, it
is less oily and skin doesn't
get tight, feeling clean and
fresh.

© 2020 DAXUE CONSULTING
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XEHASRFANERE. 2|
Eﬁ%mmgﬁﬁﬁ,ﬂuiﬁ
It's the best cleanser I've ever
used. It also has tiny scrubbing
particles in it to remove
blackheads.

LAB

SERIES

SKINCARE FOR MEN
ey

PR =BEAM TR, BEFhiF
R BR MM, BCHERSPLERBE.
HELIX T BRI IRRRERIENILY.
LAB SERIES is an Estee Lauder Group

P brand that inspired my skincare routine. |
- remember in the year | finished high

REAKH—RAAGEER, FREAEL  oumenre cotava ot oo oD
FIPER. FLRHKIRRATE, BRAHR. '

The toner has a light tea scent and has

moisturizing and antioxidant properties. The

ot sy it e 9944148 SERIES
#BF11Z ET#LAB SERIES facial cleanser

#BF K FTE %#LAB SERIES facial toner and lotion
#BF1E1E#LAB SERIES essence

hl .
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LAB SERIES engages with China's male consumers through interests

As one of the representatives high-end brands in male beauty with a 33 year history, LAB SERIES is more demanding in choosing
online and offline agents and being pro-active at engaging with consumers in different fields.

=0 — :
Distribution L) Promotion

Sponsored sports competition

LAB o Official male skincare
partner of L’ ETAPE

KOL Live-stream

Inviting the founder of
SENZA MUSIC and Chief of

P oA Shanghai Rainbow Chamber

EARRE \6 .
— . CRITERIUM(¥fi: 1 [H 7€) | \ """"" Orchestra @[ 3512Homda
— k \ IN\ 2017 AR BLPUA KU . e .
.?_i?gaucgg L iR Five riders from different & = =i join to LAB SERIES live-
o B o | stream to share skincare

industries have created

the "LAB SERIES Style
Offline Riding Team""

experiences with his fans.

~ e @
Offline events
Cosmetics chains - ! LAB.S.ERIE(Sj in th Sponsored eSports . 9@
(No independent counter, Sephora is participated inthe ..., sponsored the D T -
the only offline exclusive distributor) 1 |nterr!at|0na| winner of the League of y
Clothlng Week & Legends (%/KEE%E&) S8 ﬂ
Fashion Art Season Global Finals
SEPHORA Exhibition in K11 Champion —
. . Shanghai Mall. IG eSports Club. : g
= 8. WNiE
© 2020 DAXUE CONSULTING daxu:e!ggnsulting 23

ALL RIGHTS RESERVED



BIOTHERM is well known for its gentle skincare products

The gentle formula and high-end packaging design of Biotherm’s products are the main drivers of its good sales among Chinese

young men (20-30 years old).

INIHE: 418026590

BWCOR T K =L Bk, WM
K EREEEN. EE18-305 K H 1.
DLIR AN R A3 S R, PEAD BB AR &
The packaging of BIOTHERM AQUA
POWER Three-Step set is a good choice
as gift for friends and others. It is
suitable for aged 18-30. With a
reputation for gentle ingredients and
effective cost.

© 2020 DAXUE CONSULTING
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RER O HREROIR T,
K G SR BHIR,
J8A A R A o

A light green gel. When
it applies water, the
foam is slight; the
formular is very mild.

TEBENETS B, 38 R S
R, (R iR AN A R B
FRERS TR, FF 2 RIRAL
WK, 9 JE ORI HE % -
Cleanses away impurities
and sebum, leaving skin
fresh and clean, while gently
metabolizing rough, dull
corners of the epidermis,
soothing the skin and
preparing it for subsequent
treatments.

BIOTHERM
T

BEEHEERAN—H T, BREAUNTRIYSHFM
R RIEAMEE FLife Plankton™ & RIGHE
Arole of L'Oréal group, BIOTHERM's products all
contain the unique Life Plankton™, a revitalizing
cytokine from the mineral springs.

# Z K R#BIOTHERM

# 25 =2 5 B YH#BIOTHERM facial cleanser

# 2 2 I E E#BIOTHERM skincare set

ihl .
daxueconsulting

# 25 =2 /K Z #BIOTHERM toner and lotion
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BIOTHERM markets to young Chinese men'’s identification in term of value

BIOTHERM has a good understanding of 20-30 years old Chinese men and keeps pace of their interests, such as travel (through

duty-free shops), e-sports, escape rooms, documentary TV shows.

=0 — :
Distribution L) Promotion

l‘
Pop up store

.}~ up store in

XI5 tagd
THALLCOM Sanya -
International
. Duty-Free City.
Offline
~~ September 2019
Offline brand stores Cosmetic chains :
and counters Offline events Cooperating with
Tmall Club to held
BIOTl-ERM SEPHORA e e ' "Invisible Aging"
ShH [N = P Escape Roomin
H XK A S——1 t J )
RK IR s 2l S Shanghai IFC,
£ N/ which gathered
August 8, 2020 thousands of city

dwellers to visit.

© 2020 DAXUE CONSULTING
ALL RIGHTS RESERVED
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~

E-sports BIOTHERM
sponsorship HOMME

BIOTHERM sponsored the participating
team of LOL PRO LEAGUE (/1 B B »
Hk7%)- xFPX team in 2019.

Co-branding
advertising

Teamed up with Discovery TV to produce
a documentary for China'’s first ascent of
Mount Everest and launch a limited
edition Tribute' gift set.

25



BOSSDUN.MEN is well-known in China for its facial masks

Always keeps the pace of the youth fashion and is famous for its black-and-white packing design, which is easy to carry and use.

XAEETIRHRE SIRERE ARk AR hanC.
REF160 7w, F69EFF!
This cleanser contains moisturizing hyaluronic acid and

whitening ingredient vitamin C. It is 160 grams volume, but o E Emﬁ
only 69 RMB! l )( =
- - V) ~ o
Se . - BOSSDUN I\{EN®
Moisturizing 3 N - Lath o

Tl 8+ 3 B &

Mask|
ﬁ;ﬁ%mwrgﬁ |

JB STt 55 P Bt R R A ) P i R
WEEREERR IHIBE,  FF& " MBI I /oK
One of the best products of male skin
care brand BOSSDUN.MEN is the canned
sleeping facial mask, which matches the
needs of “lazy skin care”.

XAREREREHENEE A HEANSRE,
fANKEFTHINRC HVKMRGEEFLLH R,
PR R REBRER LMK !

The mask contains tiny gold foils that looks :
high class. The main effects of their brand -

# KB Wi#BOSSDUN.MEN
are hydration and pore constriction, which

has an outstanding effect. My skin looks =2 %yf@jiﬁﬁﬁﬁﬁﬁﬁﬁ# BOSSDU/V_'ME/_V ?leeplng
radiant on the next day! =y - = moisturizing mask

#HE B 3 B S B4 BOSSDUN.MEN facial
whitening cleanser

26
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BOSSDUN.MEN: Online is the core development

BOSSDUM.MEN mainly focuses on online promotion, the brand’s advertising and products design have catered to the
aesthetic of 20-40 years old Chinese men: manly, healthy and energetic.

85 Distribution lll:ll Promotion
“ m BOSSDUN.MEN puts more emphasis on online promotion
- 535 gt - Lottery draw Online ads

ThALLcort @ =  Lottery before the Chinese

Soonn C

suUning.com

~

Valentine's Day on Weibo . |
official account. Q %
Prize: “Last, Caution” Perfume S

and Fairwhale Lovers’ T-shirt.
(July 2019) Ads on bilibili

awe
Soasam man

RATRS LE  RALE

Sharing skincare @ wimirnan
knowledge and

Department stores Cosmetic chains
and hypermarkets

: FRRIBANES

[ watsons S
prod UCt BRRE #EDE
— B i} . information on
N 2t Lottery act|V|ty for Father’s ® WeChat.
BONJOUR Day on Weibo official account. &

Prize: “Sorry” (it is a pun)

Men'’s Sunscreen. (June 2079) > 'b P ———
. Nl —
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GF was the first Chinese male beauty brand in the market

Products with comprehensive effects are the main sales point for GF.

XAHBENREHE, RESHMNRKER, AN
ELHEIA. EERPRINT KENTRMT Y IIEE,
REBEN KM ESLSYE, HKIENLAK.

This efficacy of this mask is comprehensive and is
great for oily skin to improve oil problems. The mask is
enriched with a large amount of bamboo charcoal and
mineral extracts, which can simultaneously absorb dirt
from pores while moisturizing.

Source: Sample of Weibo and Red Posts | 2020 | CN
IR

© 2020 DAXUE CONSULTING
ALL RIGHTS RESERVED

THERNERRENZED, NBLEFEKERRKEWR,
BB EE, HEERKNERIEBRERHME T . Tk,
XNERMNERELTL, SHE618FEE, —TRAT Wi,
USERN- PN S

Ten years ago, | knew less about international brands
and male perfume. When walked by the GF counter and
smelled the cologne scent, | like it and bought one. In the
past ten years, the fragrance scent never changed. In this
year's 618 shopping festival, | bought two bottles of this
perfume.The scent is not any worse than the big famous
brands!

Lt EIE

#aks27s et | LR

EFS

WAF1992F, HEEBE _+FMNBEHE.
REFmBEENEE ZENHSAILR
B BERERRFL K.

The brand started in 1992, it has more than
20 years history. The star products includes
intensive anti-wrinkle essence, multi-effect
skin brightening lotion and awakening skin
lotion.

2 FH#GF
#E X ##GF facial mask
#E5x & K#GF perfume

#HE X E % ZBHGF hair shampoo

ihil .
daxueconsulting
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GF targets young Chinese men through their interests & hobbies

As the first domestic men’s skincare brand in China, GF reaches 20-30-year-old Chinese men based on their interests, such as
literary and art youth and sports enthusiasts.

=<.> Distribution Promotion

T o Romne.

~
GF collaborates

~
x| : :
THALL% 5‘5 with Chinese

artist Zhang

)
L

Co-branding ads

GF joined hands with .
Microsoft Xbox to launch S
"Gough Xbox Co-branded =

€ Wang (5KHE) for
@ brand publicity Customized Sets" to

and launch new warm up for 11-11

Offline packaging — Shopping festival.
Online advertising
. I8

~

Offline brand stores Offline events

GF released the online
Cooperating with @'ssae advertising video with

?tcﬁ@%fl’:&; NP‘C to improve ggugf;m.;;eﬁﬁ,sg the_}f’iicz “literary y(?Uth"
Chinese male (X2, &) and received
Counters in shopping Cosmetic chains personal care millions of views. The
malls and supermarkets awareness. video targeted young
Walmart>,< Chinese men who love
( xR B literature and art.
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JVR: A Chinese mass brand focuses on affordable skincare products

JVR gained a group of loyal users in China by its reasonable price and rapid effects.

XFEWEEIFX B LIRITE, BFBKNET, &
HAFAKE BERETERAEBAMRENERL,

This sunscreen is designed for men, with a sweatproof
and waterproof formula. The texture is extremely
hydrating, and there is no miserable white or stuffy skin
at all after applying.

WAV 4

mRRZE K T et = Rk F 3 Jack Wilsonff &
B TIFREEE, AARRMNRKREITET R
— A~ M.

The brand uses the technology developed
by Jack Wilson, an English dermatologist, to
create different products for a variety of

skin types.
IS 410334163 s .
BRI KA RIS AERRE, B HRBRAIVR
155, FHhRIR, TR > Ly
The hairspray comes out evenly in fine particles, # B FT#IVR sunscreen
it dri ickly, and lasts extra long! s g .
it dries quickly, and lasts extra long 2 RIS EAIVR hair spray

2 B 3 EAIVR facial cleanser

Source: Sample of Weibo and Red Posts | 2020 | CN

© 2020 DAXUE CONSULTING il .
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JVR partners with hip and popular TV shows

JVR has wide online and offline distribution and frequently collaborates with TV shows for promotions because the
customers are relatively young (among the brand’s customers on Tmall, 90% are 18-29), making use of idols’ traffic to

increase visibility.

BO i . S
ag Distribution E

~

~

X I tugd

TRAALWLCOM

Mass-election show

2 3

Pioneering the
industry with the
“Style Men's
Gala” (BY5 K i
2

=
Offline

—— Blind box in vending
Department stores
and hypermarkets

I =72 mm

Cosmetic chains

watsons

Cooperating with
vending machine
company MR.
WISH in Lucky Box
project.

i

Auchan

YT
mannings

Walmart>,<
X R B

© 2020 DAXUE CONSULTING
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Promotion

~

v gf)sranq SPOIS The strategic
¢ = @ partnership with

P " MTV, exclusive

7P title of "UVRMTV
g« I Paradise Village”
(BURMTV R #:
K

Exclusive title of Anhui TVs
"Fashion Man Group” {Bfi55E A
Y .
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Marketing strategies commonly-used by male beauty brands in China

A multi-channel approach

o Building both online and
offline distribution channels,
including self-operated stores
(offline and online) and third-
party platforms.

0 Male beauty brands frequently
use product placements on
Chinese TV shows and
Internet dramas to quickly
interact with audience.

© 2020 DAXUE CONSULTING
ALL RIGHTS RESERVED

Leverage social media to get
Chinese consumers’ insights

Enhance communication with
consumers based on their
comments on the Chinese social
media (such as Red and Weibo),
which can have a good
understanding of consumer
characteristics, the consumption
level and SKU preference.

&

Leveraging hobbies and interest groups

Chinese men between 20-30 years old have been the main consumers of male beauty
products, many male beauty brands try to adapt to their needs in different fields, such
as young men who stay up late, who sports fans and literary youth. Therefore, co-
branding strategy has been used more and more frequently.

il .
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What influences China’s .
male beauty consumers *
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Leverage cultural zones among Chinese men

Sponsorships in cultural zones such as sports, e-sports, and literary youth, increase brand awareness

Collaborations with champions

| HREEEST
WK mym)

o  Using "master" as the keyword, invite two leaders Xie Zhenye (a Chinese
sprinter) and Weixiao (a world-class eSports player), as celebrity
endorsements. Using their spirit and traffic to create the impression

that "all experts are using GF”.

o  Meanwhile, inviting more masters of multiple cultural areas (hip-hop,
street dance) to expand the audience coverage. Through the live-stream,
Weibo, WeChat, short video, and other forms of interaction, to bring

goods and promote sales.

© 2020 DAXUE CONSULTING
ALL RIGHTS RESERVED
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Sponsor a game

=R

/ " —
. 4

Al _
wax

—

-
)

In May 2016, L'Oréal sponsored Tencent’s video game “Hero
Season”. The two companies have launched a series of in-depth
cooperation from video game design to product output, which
attracted much traffic from beauty consumers and video game
players.

Both companies have a large number of young male users. L'Oréal
Men's brand tone, which is full of masculinity and fashion sense, also
echoes Tencent's cool game style.

34



Showing the benefits of male beauty products

Promoting male beauty products by capturing their practical and psychological needs.

: . . . . : : MORE SLEEP
Men also want to look attractive and put-together, especially for occasions like dates, weddings, and interviews. RS SR

Keywords like “Female validation”, “performance/confidence” and “convenience” can drive Chinese men to
purchase beauty products.

TGRS iREAH

N—EFaR0ENR

To target lackluster skin and fine lines
around the eyes, the male beauty
brand Man Codes (% Hif th)
launched a BB cream for skin
whitening.

~) *
¢ &
FRSE FREH SR
0WIRE AR ANER

FROM HAR ROOT IO HAR TP

!-'8'-“ . -_'!_’ﬂ--m

In dating, men may feel
ashamed about their rough
appearances because it is
possible to ruin their first
impression from women.

It is hard for the men who are busy at

FRRN S RF RGN x

S — o work to spend much time on skincare

ERER. BF

every day.

Therefore, L'Oréal promoted its multi-
purpose facial masks around the
theme of convenience to attract urban
male white-collar workers.

manomm X ATRTAREBARSE

URMNMRSTPNES . V

Source: Kuaishou Source: Taobao
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Romantic topics drive Chinese women to buy male beauty products

o Gifts are always a discussion point online, and
beauty products are a popular category.

o Women consider high-end brand gift box or fine
packing to be a good choice for men.

G? | 2 \’ . AN % < @) eaurr =) [
SRS E 2T \ tYRBRAMERY

(TR P

. mivEtT 9399
'r.-qy[ B EHN (B399
\ | > XM ARaRE 03599

Biraz
ERMBESK 0500
1seA%IZi7) @399
R @168
ElmeF
AirpodsE#l §31199
Kindle #3658
R TR $3399
(2123139

AopeT #5a4 @788
RREE 03790

Lv saseEx (34800
B

SonyR 5184 §85499
MarshallE R 832399

EBRIALDAE QR ARE

@/\E W omi - 27228 == = | t7. £B. AT, 238, STHEXHET, 8
RN BIETER) £BRE BOABE~ N D 2eE—tHn®, SEEANEE REASH
CRMHRE #AEER » g BN, XAENNG, TXRE, BERANLE,

& WM @35 omi BIFERY TR REH

2 BEHA Q 3396 {2333 (D)oo

Source: Sample of Red and Douyin Posts, and Tmalll 2020 | CN
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BETHALY

BeE m

v X |
‘because guys, we don’ t know

how to buy them, Q\{ ?
ERNB ARSI R, "l
e r}i
RIBAS (l Qw ga O w"-”

i 5 W

Bk 99 UM TG

m - IR - EEBSK -

CXERR AHCB L IPRR G ERKIL
EHERFENFBRELRE...

¥ 178 #iGt
3 ME0AS

77‘ 0 CIED ZHEeBLrmhas

WRREMERKEHBEEN. .

v69.9 B
1

CXEID AERUNOBES TPk
SERRDDHRGXAEREET ...

v159
s9muENe

pos

. GMENEARBLRENETRER

ALEENPRRIBEMITHRBER

o Many male Xiaohongshu bloggers consider skin care
sets to be a good gift because they do not know how

to buy them.

o On Tmall, male skin care sets always have excellent

sales performance (Sept 2020).
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ALL RIGHTS RESERVED axueconsulting

36



e ‘.w

Key takeaways
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Key takeaways

Seek opportunity in KOL live-streaming and Weibo hot topics

KOL live-streaming is welcomed by Chinese beauty consumers, both male and female. Brands should keep working on live streaming and
private traffic marketing, and integrate them well with overall digital marketing ecosystem and offline business. At the meantime, some

brands tend to build hot topics about male beauty on Weibo, which is also engaging for consumers.

Be a source of information for men’s cosmetic usage

©

In Chinese traditional culture, men don’'t wear makeup or use skincare products. However, many Chinese men now attribute a lack of
success due to appearance. Therefore, many Chinese men who are interested in using cosmetics to improve their appearance are starting

from having very little knowledge on how to use products, and which to choose.

Lay more emphasis on skincare and basic makeup products

e

Skincare products are becoming a standard among young Chinese men, while makeup is still less commonly used. Most male makeup

consumers are seeking the basics to achieve a polished, yet natural look, but do not experiment much with colors.

The rise domestic brands led to more intense competition

Large international brands, such as L'Oreal and Nivea, are still the top selling beauty brands in China’s male beauty market. However, some

Chinese domestic brands are rapidly expanding their influence in the market by precise marketing to Chinese young men.

© 2020 DAXUE CONSULTING 38

d ihl i
ALL RIGHTS RESERVED axueconsulting



ABOUT

11
daxue

beijing sh

a

onsulting

ngha

il .
daxueconsulting

39



Who we are

Your Market Research Company in China

We are daxue consulting:

« A market research firm specializing on the Chinese
market since 2010

 With 3 offices in China: in Shanghai, Beijing and Hong
Kong

* Employing 40+ full-time consultants
« Full, complete, national coverage
- Efficient and reliable fieldwork execution across China

+ Using our expertise to draw precise, reliable
recommendations

« With key accounts from around the world

© 2020 DAXUE CONSULTING
ALL RIGHTS RESERVED

. Covered Tier-1 cities
A Covered Tier-2 cities
+ Covered Tier-3 (and below) cities

+A
A
b=
+ ________ BEUING, CHINA
4, """""" Room 726, Building 1, 40
A‘:’»A Dongzhong Road,
+ + Dongcheng District
A +H

. LiE
A‘, + #"’ .. SHANGHAI, CHINA (Head Office)
A, A Room 504, 768 Xietu Road,
+ d’ Huangpu District
@
+
+ %
+
+
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The strengths of Daxue Consulting

6 crucial competitive advantages

Rigorous &
creative Responsive

AN
Manage

fromAtoZ

daxueconsulting

Actionable

recommen-
dations

S

Innovative

Professional

© 2020 DAXUE CONSULTING
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1. Localized & Creative gli&f14 1

v Our team has an international
background, leveraging the best of
both worlds

v' Teams are tailor-made depending
on the projects

v" One client = one dedicated team

3. We manage from A to Z [ &f

v' daxue consulting does not outsource
its services. We manage our own
assistants and use directly
technological tools.

v" We have a deep understanding on the
fieldwork and the context within which
data was collected.

5. Innovative ¥

v' Constant on the look for new
research tools and methodologies

v Our goal is to combine traditional
methodologies with the latest
tech tools

il .
daxueconsulting

2. Responsive & Flexible a5 fR &

v At all levels at daxue consulting, daxue is creating an
environment where freedom and responsibility go
together.

v' daxue consulting has a commitment to answer
emails within a day. We are result-oriented and do
not count our time to accomplish our tasks.

v Regular reports with our clients in order to make
sure we reach the goal expected from our clients.

4. Actionable recommendations T[{7&iY

v" We care about results and design our
research in order to be operational.

v" We are driven by metrics such as
customer acquisition costs, business
plan KPIs, P&L optimization.

6. Professional %\

v Our methodologies are rigorous and
serious, taking information from the
best practice in the world of consulting
and research.

v' Demanding on the results, detail-
oriented, respectful towards our
commitments.
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Our services

Experienced in answering to a wide variety of strategic business questions

X X
X X X
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350+ clients with 600+ projects for the past 7 years

Examples of references
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A recognized expertise on the Chinese market

Regularly featured and quoted in global publications

france
4 = i TECHINASIA
Daxue latest quotations in recent publications Ehe New ﬂurk Cimes V\ bleu
LE TEMPS WSBS NEWS  ASIA WEEKLY

FT FINANCIAL The Qs Post { % REUTERS — WSBS NEWS
guardian om e Nionde THE WALL STREET JOURNAL
LesEchosfr ougTFUL Em LE TEMPS
TechMNode CONDEE NAST VATECHINASIA 4" FRENCHWEB.FR
| LEFIGARO | EW THE WALL STREET JOURNAL, f;ﬁéigg &he New Work Eimes

1 ) Gumglun teedol Wt Forbes jns cu
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Tgbtimes Mo boat TECH i [T NEWS AFRICA
IHE JORDAN TIMES 25 Jing Daily E%Tark FINANCIAL REVIEW ASIA WEEKLY
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WeChat
Eﬁ%ﬁima To get weekly China
- market insights, follow

nnnnnnnnnnnnnnnn

our WeChat account

[=]

LinkedIn

https://www.linkedin.com/company/daxue-consulting

Newsletter

https://daxueconsulting.com/newsletter-2/
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