
Gen Z Skincare Report: 
Brand CXPower™ in the 
Now Consumer Era





Contents

Key findings 

Consumer product retail needs a different mindset as new digital trends 
emerge

Gen Z skincare consumption insights: quality, experience, exclusiveness, 
and social interaction define the experience

Key CXPower™ insights for brands

Appendix: The CXPower™ Top 50 beauty and personal care brands 2021

2

 
4

 
5

14

16



2

Gen Z Skincare Report: Brand CXPower™ in the Now Consumer Era  | Key findings

Key findings

Personal enjoyment, social interaction, 
appearance, and passion are the buzzwords of 
Gen Z consumption

 • Generation Z1 tends to focus on experience and 
lifestyle factors, valuing products and services that 
improve their wellbeing and bring enjoyment

 • Gen Zers crave socialization and are more likely to 
be influenced by those around them. They tend to 
develop a liking for products after receiving them as 
gifts or if friends recommend them 

 • Gen Zers champion and practice the idea that good 
appearance makes something the right choice. 
Association with celebrities, product appearance, 
limited editions, and customization are highlights of 
their consumption preferences  

 • Gen Zers prefer a mix of traditional and modern 
fashion elements, and will shop for products of 
national fashion brands or simply out of passion.  

Efficacy, ingredients, skin sensation, and all-
channel operation are key to competing for a 
share of Gen Zers' time, minds, and wallets

 • Share of time matters most in "planting grass" 
(Chinese internet slang for when consumers are 
first impressed by a product). At this stage, product 
efficacy is the main factor in whether Gen Zers 
consider trying a product. Anti-aging, moisturizing, 
and stabilizing effects are the top three ways to grab 
a share of their time. They tend to be impressed by 
products that deal with signs of aging and unstable 
skin resulting from late nights and extended screen 
time – rather than just have a general effect

 • Share of mind matters when "growing grass" (when 
consumers start to long for the product). At this 
stage, ingredients, cost effectiveness, word-of-mouth, 
and medical endorsements are crucial to grabbing 
GenZ consumers' share of mind. Their thorough 
research of product ingredients at this stage shows 

Gen Zers desire for greater efficacy, and brands can 
target this process to win share of mind 

 • 1st share of wallet matters during "pulling up grass" 
(when consumers purchase the product). Targeted, 
all-channel marketing is the key to influencing 
purchasing decisions. Over the past year, the most 
favored skincare brands are those that have been 
empowered by data to create social media content 
that caters to the needs of younger consumers, 
and are adept at private domain marketing and 
livestreaming  sales events   

 • 2nd share of wallet matters during repeat purchases. 
Skin sensation and price are critical here. For Gen Z 
consumers, skin sensation, sales promotions, brand 
familiarity, and convenience drive loyalty and repeat 
purchases   

1Generation Z refers to those born between 1995 and 2009, i.e. post-95s and post-00s
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2 KOL: key opinion leader
3 KOC: key opinion consumer

High-end brands dominate every stage; well-
established domestic brands excel at growing 
grass, pulling grass, and repeat purchases

 • In terms of share of time, international high-end 
brands have a big edge over domestic competitors. 
This is mainly because world-famous brands 
meet Gen Zers desire for quality, premium 
products. Furthermore, in the mobile internet age, 
international high-end brands have secured a larger 
share of Gen Zers' time by using KOLs2 and KOCs3 
to expand their presences on social media. Tactics 
like nick-naming hot sales products, and creating 
acronyms for core formulas or technologies, help 
build brand recognition 

 • In share of mind, high-end brands still lead. That said, 
domestic brands with professional endorsements 
that specialize in functional cosmetics have been 
steadily gaining share of mind due to their excellent 
product efficacy. They appeal to Gen Z consumers 
with formulas promising a powerful stabilizing effect, 
that have endorsements from medical institutions, 
hard and core technologies, and outstanding cost-
effectiveness, earning higher rankings in share of 
mind  

 • In 1st share of wallet, popular domestic brands 
perform better. Unlike their big name international 
peers, these home-grown brands have been 
empowered by data to create social media content 
catering to the needs of younger consumers, and are 
adept at private domain marketing and livestreaming 
sales. Their popularity continues to grow thanks 
to their higher-than-expected quality and cost 
effectiveness 

 • In 2nd share of wallet, acclaimed home-grown 
brands are catching up quickly with high-end 
brands. They are even outpacing their upscale 
rivals in some respects. Home-grown brands have 
developed more accurate insights about Chinese 
Gen Zers who expect unique products and exclusive 
services tailored to them, and they have successfully 
translated these insights into product design and 
marketing campaigns 

Key considerations for skincare brands in 
managing the Gen Z consumer journey

 • The ability to quickly uncover the real needs 
of consumers holds the key to thoroughly 
understanding target purchasers' characteristics 
and desires. By learning the preferences of core 
consumer groups, brands can create matching 
products and content to realize growth

 • Delivering a consistent customer experience 
across every channel requires unified customer 
experience management. It is imperative that data 
from marketing, R&A, strategy, and other functions is 
integrated to give unified feedback on the consumer 
experience to business units and management, 
who can then work together to identify key business 
drivers and pain points, and make improvements, to 
ensure a complete, consistent consumer experience

 • Consumer experience insights based on real-
time big data and machine learning are truly 
consumer-centric solutions that facilitate effective 
resource allocation. Detailed consumer experience 
insights help companies rapidly collect and 
analyze information on consumer needs, product 
reputation, rival products, new products, and hot 
spots, and enable functions like marketing, R&D, 
customer experience, and retail to seize business 
opportunities, and adapt to a fast-evolving market
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Consumer product retail needs a different 
mindset as new digital trends emerge

In the now consumer era, consumer and retail companies may want to shift focus from product + place + 
channel to the 24-hour consumer journey, which consists of:  

 • Share of time: fighting for more share of consumers' day

 • Share of mind: fighting for share of mind in different consumption scenarios

 • Share of wallet: fighting for share of wallet based on a thorough understanding of consumers' key 
moments

New technologies like 5G, big data, and AI have fueled 
the creation of new models, business forms, and 
scenarios. Consumers are shifting from purchasing at 
specific times to shopping whenever they want. They 
are moving from offline to online, embracing the model 
of contactless online ordering with offline delivery and 
pickup. They expect more than just product utility and 
need to have their emotional and experiential desires 
satisfied. In the "Now Consumer" era, they can buy 
whatever they want, whenever they want. 

Digital transformation of the consumer products 
industry is gathering pace. First, as COVID-19 epidemic 
prevention and control became the new normal, 
online shopping platforms accelerated their efforts 

to attract consumers. According to CNNIC’s latest 
statistics, as of December 2020, China has 782 million 
internet shoppers, up 72 million from March 2020, and 
online shoppers account for 79.1 percent of China's 
internet users. Second, consumer product marketing 
channels have increasingly shifted online. Apart from 
quickly setting up stores on traditional e-commerce 
platforms to capture public domain traffic, consumer 
product companies are growing private traffic through 
social media platforms like WeChat and Weibo. Third, 
there is a growing focus on social media for sales 
and marketing. With the exponential growth in social 
media users since the pandemic began, companies 
are increasingly relying on livestreams, online 
communities, and short-videos to reach consumers. 

During their 24-hour journey, all-channel engagement 
consumers develop awareness of a brand or product 
in two areas: familiarity and perception. Familiarity 
can be reflected in share of voice, i.e. the amount of 
discussions and mentions, which forms the basis of 
perception. Perception can also be reflected in emotion 
and attitude, i.e. consumers’ feedback on a brand 
and their feelings following its discussion. To create 
all-channel experiential marketing, it is imperative that 
consumers' attention is grabbed at every touchpoint 
to deliver satisfaction. Excellent experiential marketing 
can influence audiences and make them willing to buy 
a product without them feeling that they are being sold 
something. If an experiential marketing campaign does 

not generate a positive response after several rounds, it 
will be marked as a failure. 

Deloitte, in collaboration with Lingge, created the 
CXPower™ Study series to explore brands' strength 
in customer experience. This report, based on 
Deloitte’s Now Consumer concept and Lingge’s 
CXPowerTM assessment framework, assesses a 
brand’s comprehensive competitiveness in the eyes of 
consumers at each of the four stages of the consumer 
experience: planting grass (consumers get to know 
a product), growing grass (consumers recognize and 
remember the product), pulling up grass (consumers 
purchase the product), and repeat purchases.
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Consumer product retail needs a different 
mindset as new digital trends emerge

Gen Z skincare consumption insights: 
quality, experience, exclusiveness,  
and social interaction are definitive

The first CXPower™ Study report focused on Gen Z skincare consumption. With consumption upgrading, 
skincare products have gradually moved up people's shopping list, from optional to essential. Notably, the 
new consumption power of people born since 1995 has made them the most important skincare consumer 
group. They are high earners and big spenders who champion personal enjoyment. Given these distinctive 
characteristics, influencer livestreamed sales, KOL product introductions, and social media e-commerce are 
effective approaches to influencing Gen Z’s purchasing decisions. Building effective connections with Gen 
Zers is vital for the future success of skincare brands and the cosmetics industry. 

Sharing online, gathering offline; staying home and living online (playing games, 
reading manga, binge watching, following idols, and listening to music); they believe 
pets and workouts make them healthier

79.91%

Online 
communities

87.24%
Self care

57.75%

Good 
appearance 

38.89%

Cross-border 
marketing of 

domestic brands

Consumption 
for self care and 

personal enjoyment

Consumption of 
novel and good-
looking products

Consumption for 
social interaction

Cross-border 
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brands Consumption 

of Nostalgia

What Gen Z champions Gen Z’s core 
consumption viewsGen Z’s top 10 interests and lifestyle pursuits

Music premium 
membership

30.1%

Fitness 
check-in

30.1%

Stay –at-home
culture

18.4%

Social sharing

50.5%
Binge watching 
& commenting

48.1%
Idol following

36.2%

Manga

15.5%
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lifestyle

12%
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11.2%

Playing games

16.8%
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There are four main drivers of Gen Z’s skincare 
consumption: 

1. Efficacy and skin sensation. Determined to enjoy 
every moment in life and realize their aspirations, 
Gen Zers will purchase the best that they can 
afford; 

2. Trends. They will buy what their idols or friends 
recommend so they don't miss out; 

3. A desire for good-looking, customized items or 
limited editions. They are willing to pay more for a 
personalized experience; 

4. National brand names and traditional style. They 
will buy products from their favorite national 
brands or that have an oriental or traditional style. 

The top 20 factors driving skincare purchases

Technology &
Ingredients

Efficacy

Purchase channel

Idols

Skin sensation

Gift for others

Recommendation of
others

Passion

Sales promotion

Cost effectiveness

Product appearance

Aspiration

Recommendation of
friends

National brands

Gift for friends

46.36%

39.21%

30.72%

14.56%

10.61%

9.78%

5.84%

5.14%

4.68%

4.12%

3.91%

3.68%

3.39%

3.29%

2.5%
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Using the CXPowerTM framework to compare the customer experience power of major brands in planting 
grass, growing grass, pulling up grass, and repeat purchases, reveals that the top high-end brands like Estée 
Lauder and Lancôme still have an overall advantage. However, with the emergence of national brands and 
the new channels sought after by Gen Zers, popular domestic brands are now level with high-end foreign 
brands in pulling up grass and repeat purchases. Notably, sensitive skincare expert Winona and natural 
ingredients champion Chando have entered the Top 5, while value brands that emphasize their ingredients 
and technologies tend to rank from 10-20.

The following section elaborates on Gen Z’s skincare consumption across the four phases. 

1. Planting grass: share of time. In the mobile 
internet age, social media platforms and online 
channels are Gen Zers’ main means of discovering new 
things. Brands can impress Gen Zers and grab a share 
of their time if they understand how Gen Zers get to 
know a product and the related online interactions. 

Eye-catching content is the most effective way to 
grab Gen Zers' share of time. Content-based social 
networking platforms like RED (Little Red Book) and 
Weibo, and Tmall and JD with their quickly-created 
posts featuring diverse content, are Gen Z’s favored 
platforms. RED has the largest fan base, taking twice as 
much share of Gen Zers' time than each of the other 
three channels receive.

The CXPower™ Top 20 Gen Z skincare brands
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Among platform channels, e-commerce platforms are the most frequently mentioned and have the most 
products at the planting grass phase, due to having detailed descriptions for all product categories and 
comprehensive product reviews. Gen Zers are prudent, rational consumers who read these reviews carefully. 
Good reviews can increase a product’s credibility and genuine feedback can improve how Gen Zers perceive 
it. Apart from e-commerce platforms, other social media, livestreaming and short video platforms are also 
frequently favored channels for planting grass. Instagram is an effective channel alongside RED and Weibo. 
For Gen Zers, distance is not a problem, so they can try new products at the same time as their peers across 
the globe do. What’s more, livestreaming is now another effective means to impress Gen Zers with interesting, 
interactive content. 

 • "Efficacy" is the most frequently mentioned term in online consumer interactions, according to 
keyword statistics. This suggests it is the most important factor in planting grass. Anti-aging, moisturizing, 
and stabilizing effects take up the largest shares of Gen Zers’ time, indicating that a product's general effect 
is not enough to arouse their interest. Having to deal with aging and unstable skin resulting from late nights 
and extended screen time are factors that might explain Gen Zers' focus on anti-aging and stabilizing effects. 
Aspiration, product appearance, brand popularity, and passion, which are keywords that tap consumers' 
emotional needs, are also important factors in increasing share of time. 

Most effective channels to impress Gen Zers

The Top 5 factors in increasing share of time

E-commerce

Efficacy Anti-aging

Moisturizing

Stabilizing

Aspiration

Passion

Product 
appearance

Brand 
popularity

Social media

Live streaming

Short video

0.00% 10.00% 20.00% 30.00% 40.00% 50.00%
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 • In grass-growing power, international high-end brands have a big edge over their domestic peers. 
This is mainly because world-famous brands meet Gen Zers' need for high quality, premium products. In the 
mobile internet age, international high-end brands are also securing more share of time by using KOLs and 
KOCs to expand their presences on social media, developing stronger grass-growing power than that of home-
grown brands. By employing tactics like nick-naming hot products and creating acronyms for core formulas and 
technologies, established brands such as Lancôme and Estée Lauder have achieved notable advances in brand 
recognition.

Share of time—the Top 20 grass-planting power brands

Top 4 drivers for share of mind 

Estée Lauder 

Lancôme

SK-II

Winona

Chando

Shiseido

L'Oreal

SkinCeuticals

HR

Elizabeth Arden

HFP

Proya

Zhiben

Clarins

Pechoin

Kiehl's

WIS

Dr. Yu

Marubi

Guerlain

2. Growing grass: share of mind. Ingredient, cost 
effectiveness, word-of-mouth recommendations, 
and medical endorsements are the winning 
factors. Gen Zers' higher demands for efficacy 
are reflected in their in-depth research on product 
ingredients during the grass-growing stage, a process 
brands can influence to capture share of mind. Gen 
Zers are "skincare intellectuals". Retinol, a potent anti-
aging ingredient, and antioxidant vitamin C, are their 
most favored ingredients. Botanicals also boast strong 
grass-growing power due to their good stabilizing and 
anti-inflammatory effects.

Ingredient

Cost-effectiveness

Recommendation

Medical 
endorsement
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 • Boosted by word-of-mouth recommendations, emerging channels, and new marketing models, 
domestic brands offering functional cosmetics with medical endorsements are gradually increasing 
their brand recognition. In addition to Lancôme and Estée Lauder, which remain in the lead, functional brand 
Winona and naturalist skincare brand Pechoin cater precisely to Gen Zers' desire for powerful stabilizing effect, 
becoming the top domestic brands in winning Gen Z share of mind with medical endorsements, hard and core 
technologies, and outstanding cost effectiveness.

Share of mind—the Top 20 grass-growing power brands

Lancôme

Estée Lauder

SK-II

Shiseido

Winona

Pechoin

HR

L’Oréal

Chando

Elizabeth Arden

SkinCeuticals

HFP

Clarins

Kiehl's

Proya

Olay

Zhiben

Guerlain

Dr. Yu

WIS
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3. Pulling up grass: 1st share of wallet. Product 
efficacy and ingredients, personal enjoyment, 
and emerging channels are key to capturing 
1st share of wallet and getting Gen Zers to buy. 
Using the influence of emerging channels is critical to 
driving Gen Z purchases by satisfying their desire for 
joy for themselves and their families, and shortening 
the "plant-to-pull" time. Gen Zers with a strong sense 
of self-care buy for themselves, while those with a 
strong desire for emotional connections and social 
interaction buy for loved ones and friends. Emerging 
channels such as livestreaming have overtaken duty-
free shops and counters in sales of skincare products 
to Gen Zers.

Top 4 drivers of 1st share of wallet 

Efficacy

Ingredient

Gift-giving

Sales channel

Livestream

Duty-free shop

Counter

 • All-channel, targeted marketing is the key to influencing consumers to buy and winning 1st share of 
wallet. Over the past year, the most favored skincare brands are those that have been empowered by data to 
create social media content catering to the needs of younger consumers, and that are adept at private domain 
marketing and livestreaming sales. Popular domestic brands tend to perform better in grass pulling. For 
example, mass brands such as Zhiben, HFP, and Dr. Yu rank from 15-20 in grass-planting and grass-growing, 
but have stronger grass-pulling power. Their success comes from their all-channel, targeted operations. On one 
hand, they impress and attract consumers with content, forming a closed loop of private domain marketing 
in the WeChat ecosystem. They also interact with consumers through livestreaming sales, delivering their 
brand message more comprehensively. They are more adept than international brands are at winning over 
consumers through higher-than-expected quality and cost effectiveness.
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1st share of wallet—the Top 20 grass-pulling power brands

4. Repeat purchase: 2nd share of wallet. Skin 
sensation and price are critical to driving second 
purchases. Skin sensation, sales promotions, familiar 
brands, and convenience are important drivers in 
capturing the 2nd share of Gen Z consumers' wallets 
and securing their loyalty and repeat purchases. 
Moisturizing, absorbing, and refreshing are the most 
desired sensory experiences in Gen Z repurchases. 
Gifts and free samples given with purchases, which 
are often highlighted during this stage, are much 
more important than "sales promotion" and "bargain 
price" in determining repurchases.

Top 4 drivers of 2nd share of wallet 

Skin sensation

Sales promotion

Familiar brand

Convenience

Estée Lauder

Lancôme

Winona

Chando

SK-II

Zhiben

L'Oreal

HFP

Shiseido

Dr. Yu

Proya

WIS

Elizabeth Arden

SkinCeuticals

Clarins

Pechoin

Snefe

La Roche-Posay

Kiehl's

Guerlain



13

Gen Z Skincare Report: Brand CXPower™ in the Now Consumer Era  | Gen Z skincare consumption insights: quality, experience, exclusiveness, and social interaction are definitive

2nd share of wallet—the Top 20 repeat purchase power brands

 • Premium product design and limited-edition promotions that deliver a unique consumer experience 
are key factors in repeat purchases by Gen Zers. Popular domestic brands are outperforming their 
high-end peers in creating exclusive, unique consumer experiences through limited edition promotions. Home-
grown brands have developed more accurate insights about Chinese Gen Zers, who expect unique products 
and exclusive, personalized services, and have translated these insights into product designs and marketing 
initiatives. Zhiben, a Top 5 performer in 2nd share of wallet, designs products and services specifically designed 
to woo Gen Zers who desire a "unique" experience. It also sends out not-for-sale, high-value, limited edition gift 
boxes to its dedicated fans, creating a sense of exclusivity and pride.

Estée Lauder

Winona

Chando

Lancôme

Zhiben

SK-II

Pechoin

L'Oreal

Proya

HFP

Shiseido

Dr. Yu

WIS

La Roche-Posay

Clarins

Elizabeth Arden

Kiehl's

SkinCeuticals

Senefe

Marubi
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CXPower™ insights for brands

 • Continuously and effectively engage with the 
right consumer groups to create stickiness. 
Experience-focused marketing such as 
livestreaming sales, blind boxes, offline gatherings 
and photo-taking are being embraced by every 
demographic group, and research shows that 
consumers are more likely to pay for personalized 
products and services.

New products are with appeal to consumers of all 
age groups are constantly emerging, but younger 
consumers are more willing to try them, so products 
that can impress Gen Zers through elements like 
efficacy, scenario, and packaging, can drive sales 
growth.

To offer personalized products and services, brands 
must gain deep insights into potential consumer 
groups and precisely identify elements that captivate 
their target groups. By focusing on the characteristics 
of target groups and digging deeper into their 
needs, brands can continuously unlock the value of 
innovation. 

Brands should be agile in uncovering consumers' 
needs and understanding what each core consumer 
group desires, so that they can produce products 
and services tailored to these needs and desires and 
achieve growth.

 • A consistent all-channel consumer experience 
is key. With the rise of social media e-commerce, 
the customer experience is no longer just a series of 
isolated points, but a well-connected chain that works 
in synergy and needs to be assessed and managed 
as a whole. Many brands now sell to consumers 
via multiple channels. However, if there is a lack 
of synergy between each channel, they only serve 
as separate ways to communicate a message to 
different target groups, and fail to deliver a seamless 
experience from channel A to 
channel Z.

After getting to know a product through a brand ad 
in WeChat Moments, research on RED, or trying it in a 
physical store, consumers expect a seamless transition 
to the next stage of the purchasing journey.

This expectation challenges brands in two ways: how 
to consistently tell stories around their core value 
propositions, and how to communicate these stories 
in different narratives that are channel-appropriate 
and resonate with consumers' emotional desires and 
aspirations.

To deliver a consistent customer experience across 
all channels, it is crucial to manage the customer 
experience in a unified way, and combine data 
from marketing, R&D, strategy, and other functions 
to provide unified feedback to all business units 
and management. This facilitates the identification 
of key business drivers and the prioritization of 
core touchpoints for improvement, and ensures a 
complete, consistent consumer experience.
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 • Big data-driven insights into consumer 
experiences propel customer experience 
optimization, empowering product innovation 
and content communication decisions. Today, 
when companies scramble to adopt new business 
models and approaches, consumer-centricity 
is increasingly critical. Embracing change and 
adapting fast is the best strategy, and the key to 
acquiring more customers lies in companies' ability 
to deliver a digital, all-channel, and personalized 
customer experience. Specifically, companies 
should evaluate areas including brand perception, 
product comparison, initial purchase, and loyalty 
enhancement, from a consumer’s perspective, to 
understand the preferences and pain points at 
each touchpoint of the purchasing journey.

In the long-term development of a company, a high-
quality consumer experience enhances brand loyalty 
and is essential to maintaining a stable profit model. 
As the online marketplace flourishes and market 
competition intensifies, companies can learn about 
consumers’ habits, attitudes, and behaviors through 
social media posts, social interactions, and online 
purchases. Collecting and analyzing this data and 
crafting effective consumer experience strategies is a 
business imperative, and a differentiator that can drive 
growth.

Consumer experience insights based on real-time big 
data and machine learning are an effective solution to 
truly consumer-centric resource allocation. Accurate 
consumer experience insights help companies quickly 
capture and understand consumers' needs, their 
products' reputation, competitor dynamics, new 
product trends, and consumer hotspots, enabling 
professionals in marketing, R&D, customer experience, 
retail and other functions to seize business 
opportunities and respond to the rapidly changing 
market with agility.
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Appendix: The CXPower™ Top 50 
beauty and personal care brands 2021

Overall 
ranking

Brand Country Grass-planting 
power

Grass-growing 
power

Grass-pulling 
power

Repeat 
purchase power

CXPower™

1 Estée Lauder
United 
States

1 2 1 1 75.27

2 Lancôme France 2 1 2 4 75.08

3 SK-II Japan 3 4 5 6 68.93

4 Winona China 4 6 3 2 68.75

5 Chando China 5 10 4 3 67.90

6 L’Oréal France 7 9 7 8 66.68

7 Shiseido Japan 6 5 9 11 66.67

8 Zhiben China 13 18 6 5 65.63

9 HFP China 11 13 8 10 65.53

10 Pechoin China 15 7 16 7 65.25

11 Proya China 12 16 11 9 65.12

12
Elizabeth 
Arden

United 
States

10 11 13 16 64.83

13 SkinCeuticals
United 
States

8 12 14 18 64.58

14 Clarins France 14 14 15 15 64.41

15 Dr. Yu China 18 19 10 12 64.21

16 Kiehl's
United 
States

16 15 19 17 64.00

17 HR France 9 8 21 30 63.91

18 WIS China 17 20 12 13 63.85

19
La Roche-
Posay

France 22 22 18 14 63.23

20 Snefe China 21 23 17 19 63.13

21 Guerlain France 20 3 20 21 63.07

22 Marubi China 19 26 22 20 62.44
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Overall 
ranking

Brand Country Grass-planting 
power

Grass-growing 
power

Grass-pulling 
power

Repeat 
purchase power

CXPower™

23 Sulwhasoo Korea 23 25 50 22 62.17

24 Olay
United 
States

27 17 29 36 61.93

25 Aupres China 25 27 25 23 61.79

26 Clinique
United 
States

24 21 25 23 61.65

27 Biohyalux China 32 28 27 29 61.41

28 La mer
United 
States

26 24 33 34 61.29

29 Voolga China 29 33 24 27 61.20

30 Origins
United 
States

33 31 23 33 61.11

31 One leaf China 31 34 30 25 61.10

32 Dr. Alva China 30 30 28 38 60.84

33 Cosme Decorte Japan 28 29 34 40 60.62

34 Herborist China 41 43 31 25 60.55

35 Rellet China 36 39 32 31 60.51

36 Inoherb China 35 36 42 32 60.18

37 Ipsa Japan 34 32 39 44 60.06

38 Nivea Germany 39 38 45 28 60.04

39 Avene France 36 35 38 39 60.02

40 Unifon China 38 45 35 35 59.83

41 Filorga France 41 41 36 45 59.61

42 Broda China 40 37 37 49 59.52

43 Dr. Ci:Labo Japan 44 40 43 47 59.35

44 Isdin Spain 44 42 39 48 59.24

45 Whoo Korea 46 46 41 46 59.17

46 Yuesai China 46 49 44 41 59.02

47 MG China 48 50 45 43 58.82

48 OSM China 48 47 49 42 58.68

49 Geoskincare
New 

Zealand
43 44 48 50 58.52

50 Curel Japan 50 48 47 37 58.42
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