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Introduction 
 

Thank you for taking the time to read this report. 

While many of us see Asia as a place we import from, my experience living 

and working there for many years has taught me that there is a tremendous 

opportunity for us to export our products and services to them. 

With this report, I hope to kindle your interest in learning more about doing 

business in Asia – and tap into an opportunity to grow your business into a 

huge and fast-growing market. 

 

About this report 
 

This is the first of three special reports on the opportunities in Asia especially 

written for Canadian natural skincare and cosmetics companies. In this report 

you will discover: 

 what Asia’s consumers are looking for in natural skincare and 

cosmetics, 

 the advantages Canadian natural brands have in Asia and, 

 why now is the time to enter Asian markets. 
 

Countries in Asia 
 

The countries in Asia are divided into three groupings. The first is the 

developed Asian economies comprised of Japan, Korea, and Taiwan. The total 

population of approx. 300 million. 

The second group is ASEAN (Association of South East Asian Nations). There 

are ten member countries: Indonesia, Malaysia, Cambodia, Laos, Singapore, 

Thailand, Brunei, the Philippines, Vietnam, and Myanmar. Population 622 

million. 

China includes mainland China, Hong Kong, and Macao. Pop. 1.45 billion 

Canada has a free trade agreement with Korea. Canada has had only 

exploratory discussions with China and ASEAN regarding free trade 

agreements as of 2019. Other countries, such as Vietnam, will have reduced 

or no import tariffs on cosmetics. 
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What Asian Markets are looking for in Skincare Products 
 

The Asia Pacific has emerged as the world’s fastest-growing market for 

natural beauty products. It is expected to grow steadily at an annual rate of 

4.42% until 2025. 

This is the combined result of several factors: 

 more women in the workforce, 

 higher disposable incomes, 

 damaging effects of pollution, 

 return to traditional natural ingredients and 

 raised consciousness of personal appearance. 

Women across Asia, especially millennials, are willing to spend more on 

authentic, innovative, natural products that can address a specific skin issue. 

And, just as important, create the look they want. 

 
Skin sensitivity – a major concern for Asian women 

 

An everyday reality for many Asian women is skin sensitivity. 

Studies show that skin problems 

such as acne and pimples are 

major purchase drivers in Asia. In 

China, skin troubles are behind 

44% of female consumers buying 

upgraded/higher quality 

cosmetics. In SE Asia, as many as 

42% of urban consumers in 

Indonesia purchase products for 

acne and pimples. In Thailand, 

60% of the higher-priced import 

brands address similar skincare 

issues. 

This is the case everywhere as 

dense urban populations mean 

greater levels of air pollution. Also, women are feeling more stress in their 

daily lives whether at home, school, work or play. This, in turn, affects their 

skin condition and overall personal appearance. 

In response, women are embracing traditional natural/ organic solutions to 

skincare problems. Products that are safe, high quality, effective, easy to use, 

and compatible with local skin types. Asian women want natural brands that 

can simplify their lives and help them to create a better version of 

themselves starting with “clear, clean and flawless skin.” 
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Asia Men’s Personal Care Market 2020 
 

Within the male personal care market, skincare holds the maximum market 

share growing at an average annual rate of 4.5%. Natural products like face 

and neck creams/lotions, body and hand creams/lotions, cleansers, and 

moisturizers are showing tremendous growth. Demand for other men’s 

products such as body powders, deodorants, and antiperspirants is also 

expected to see significant growth. 

Most of these sales are to young men wanting to keep their “boyish” look of 

20 years and older men seeking to look 20 once again. 

A Hong Kong trade report (2017) 

showed that 63% of Chinese male 

beauty consumers report using 

cleansing milk, lotions, or face creams. 

For middle-class men in China, looking 

good is considered a duty, not a 

choice. 

The use of men’s cosmetics and skin 

care products is also increasing in 

other countries such as Indonesia, and 

the Philippines. The reason for this 

growth is believed to be a result of 

increases in urbanization, higher disposable income, and changes in men’s 

attitudes. 

The importance of personal grooming and appearance cannot be 

understated in Asia. The look of success for men is having a youthful 

appearance complete with clean, clear moisturized skin. 

There’s another important reason for the increased interest in men’s skincare  

and cosmetics.  

Asia’s traditional culture says that men are expected to continue the family 

name by getting married and having a family. However, the problem is the 

number of men exceeds the number of eligible women for marriage. This has 

forced men to compete with others to attract a wife. Competition is fierce. 

Presenting a “youthful, successful” appearance is an advantage to many men. 
 

Baby Skincare 
 

Natural and organic skincare is known by women around the world for being 

healthy, nourishing, and gentle to the skin. What’s good for mom is thought 

to be good for the baby. 
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Demand for natural baby skincare products is growing rapidly, especially in 

the Asia Pacific. This is because most ASEAN nations have a younger, growing 

middle class along with higher disposable incomes. Parents are becoming 

more knowledgeable of infant 

health care and hygiene. Also, 

as more move into cities to 

live in small apartments, 

couples are having fewer 

children. Consequently, 

attitudes about family 

planning have shifted from 

quantity of offspring to the 

quality of care for offspring. 

According to HKTDC’s ASEAN 

Middle-income Consumer 

Survey, parents in cities like 

Jakarta, Kuala Lumpur, and 

Bangkok will spend more on 

better quality products for 

their children. 

Millennial parents are prepared to spend lots of money on products to 

ensure that their children live healthy lives. They are increasingly aware that 

an infant’s skin is different from that of adults and requires specially 

formulated skincare products. They tend to choose products with fewer 

chemical ingredients, preferably with natural, organic ingredients and labels 

showing a wholesome, happy, and healthy baby. 

The same holds in China where demand for natural baby skincare products is 

expected to double in size by the end of this decade. In demand are natural 

cosmetics that will nourish an infant’s skin, combat swelling, itching, and 

rashes yet possess antibacterial, antifungal, and antimicrobial characteristics. 

Smaller, independent brands with natural or organic ingredients are seeing 

greater demand as they’re perceived to be safer for babies. Natural and non- 

toxic baby products in Asia’s emerging markets are opening new doors for 

the baby skincare market. 

 

Halal Markets 
 

The Halal natural cosmetic and skincare markets of Indonesia and Malaysia 

are growing quickly. The highest percentage of Asian consumers moving into 

the middle-class income bracket live in Indonesia. 

https://focusasiamarketing.ca/
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Halal consumers want natural cosmetics of top quality with ingredients 

proven to be authentic. Those with skin problems such as acne, eczema, and 

other skin sensitivities are switching from mass brands to smaller natural 

cosmetic brands. 

Muslim women of Malaysia and 

Indonesia aspire to have clear, clean 

skin. This not only conveys a good 

self-image but is very important 

socially, culturally, and 

professionally. Using cleansers, 

toners and sunscreens are 

essential due to climate, levels of 

UV rays, urbanization, and air 

pollution. But that doesn’t mean 

wearing bland colours. 

Colourfull painted fingernails are a must-have for many women. Nail 

polishes, face creams, and sustainable cosmetics are forecasted as the 

hottest skincare products for 2020. Halal lip colour products drive this 

category’s popularity due to religious reasons. Also, matte liquid lipstick is a 

popular texture and is most raved about for high colour pigmentation and 

long-lasting power. Cosmetics like foundation, mascara, makeup powders, 

lipsticks, and all kinds of eye makeup such as liners, pencils, and brushes are 

in demand. Price, the quality of ingredients, brand name awareness, and 

Halal certification are key purchasing factors for a woman of any age. 
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The Canadian advantage 
 

Asian consumers are looking for products: 

 they can trust to be safe 

 made of high quality, authentic natural ingredients 

 are effective regarding skin issues 

 which are easy to use and apply 

 work well with other products in their skincare routine 

 suitable for various skin tones and types 

 have environmentally friendly packaging 

Canadian brands already meet many, if not all, of these requirements. Here 

are some additional advantages: 

 

Quality and efficacy  
 
Canadian-made brands rank 3rd worldwide in terms of quality and efficacy. 

This is a tremendous advantage in favour of Canadian brands. Concerns 

regarding both quality and efficacy are heard everywhere across Asia. Yet 

when it comes to Canadian brands, Asian consumers do not express such 

concerns. Our natural brands do not have the reputation of adding harmful 

chemicals, additives, or damaging skin. Both quality and efficacy are key 

factors in decision making and as such give Canadian brands an advantage. 

 

Our natural beauty 
 

Ask any Asian woman to describe Canada. They will say, “it’s cold has great 

natural beauty, an abundance of forests, wildlife, blue skies, pure waters, and 

fresh, clean air.” However, for women in Asia, their reality is much different. 

Most will reside in densely populated urban centers, live in small-sized 

apartments, and breathe sooty, contaminated air. For them, imagining 

themselves being in a land such as Canada would just be a dream. Feelings 

that can be easily applied to natural skincare and cosmetics made in Canada. 

These inspire a woman’s feelings of community with nature, health, serenity, 

and well-being. 

 

Our People 
 

As a Canadian company, you have another definite advantage. To Asians, 

Canadians are typically seen as being honest, friendly, humble, and 

trustworthy. Our reputation is being less aggressive and direct. Canadians are 

perceived to be more interested in building strong relationships rather than 

quickly getting the deal and leaving. These are traits that bode well when 

doing business in Asia. 
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The COVID 19 Opportunity 
 

A glance in any beauty and cosmetic magazine this year will feature ads, op- 

ed columns, and articles on the necessity of a woman's mental, emotional, 

and psychological health. Many of these centered around the added stress of 

daily life in a pandemic. In response, brand marketing copy is more than ever, 

conveying the need for woman’s self-care and pampering. Messaging such as 

this will only add to the demand for natural skincare and cosmetics. 

Consumers want safe natural products but also to find freedom and release 

in these highly stressful times. Ironically, the pandemic, however disastrous, 

presents an opportunity to Canadian companies. The opportunity is to 

capture buyers' attention by not only emphasizing safe, natural ingredients 

but the feeling of calm and tranquility of Canada. 

Consumer surveys during the pandemic show that natural skincare sales 

remain strong and are predicted to rise further. An example of this is natural 

hand creams, which offer benefits beyond sanitation such as extra 

moisturizers and fragrances. Increased demand is also expected for 

“touchless” beauty products such as sprays or stick-type applicators. Sales of 

eye colour cosmetics such as blushes and liners are growing fast. Demand for 

natural products that address issues such as acne from mask-wearing has 

more than doubled. This is especially the case in younger demographics 

across Asia. Although they wear masks outside, they remove them at home 

to take selfies on their cell phones. They still need to look good. Only 

perfumes and fragrances are expected to make a slower comeback. 

Covid-19 has given makers a relatively unexpected but mich needed twist of 

good fortune. Before the pandemic buyers would stay clear of brands with 

even the smallest amounts of preservatives, synthetics, or artificial 

ingredients. Unfortunately, with any natural product, its peak benefit time is 

limited. Combined with the longer delivery time to end-users in Asia foreign 

brands had shorter shelf lives than domestics. Some women could not justify 

paying extra for a product, however good, with the length of time they could 

benefit from its use. Since Covid-19’s emphasis on sanitation, many women 

are more receptive to chemicals and preservatives in formulations. This has 

provided makers with the added benefit of extending the shelf life of their 

products. And, for the user to better justify paying extra for imported natural 

skincare. 

The natural skincare industry will remain attractive long after Covid-19. The 

rise in safe, natural products, the rise of the middle-class, and the use of e- 

commerce ensure this. Canadian brands that promote authentic natural 

ingredients, a healthy lifestyle and a holistic approach to beauty will be in 

greater demand. 
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Now is a good time to get into the Asian market 
 

Economists, political scientists, and emerging market experts have been 

telling us for years about the coming Asian Age. That point in time when the 

center of the world’s economy shifts to a new world. That point in time is 

now, in 2020. And there’s a good reason for it. 
 

Asia is already home to more than half the world’s population 
 

Of the world’s 30 largest cities, 21 are in Asia, according to UN data. By the 

end of 2020, Asia will contain half of the world’s middle class. 

The Financial Times tallied the data and found that Asian economies, as 

defined by the UN trade and development, will be larger than the rest of the 

world combined in 2020. 

 
Smaller and mid-sized economies are growing 

 

The Asia Age is not just because of China and India, it’s also due to the 

growth of smaller and mid-sized economies. 

Indonesia, for instance, is on pace to be the 7th largest economy (PPP) this 

year. Korea is already the 4th largest whereas Vietnam is the fastest growing 

economy (PPP) surpassing 17 other countries such as Switzerland and 

Belgium. The Philippines economy is now larger than Norway and has the 

youngest population in Asia. 

 
The opportunity for Canadian businesses 

 

Over the past 5 decades, hundreds of millions have graduated out of poverty 

to middle or advanced economic status. 

Yet sadly, many, if not most, of these economies barely make it on the radar 

of Canadian business owners and governments. 

There is tremendous opportunity in Asia for Canadian-made natural 

cosmetics. It’s yours for the taking. 
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About Focus Asia Market Entry Services 
 

Focus Asia Market Entry assists and guides small to mid-sized companies to 

enter and generate new sources of revenues in Asia markets. 

After years of living and working in many parts of Asia, I know that doing 

business there requires a different mind-set than in Canada. 

My hope is this report gives you what you need to consider Asia as a key 

target market for your products. If you have any questions, I’m just an email 

away. 

You can contact me, Douglas Hartley, at: 

info@focusasiamarketing.ca 

(403) 891-4630 
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