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Chinese Cosmetic Industry Case study
Introduction
The cosmetic industry is focused on the manufacturing, distribution, and sales of beauty products ranging from those that are for skincare, haircare, and other related ones. The industry has been in existence since the twentieth century but the use of beauty products can be drawn back to Egypt in 4000 BC when women used kohl to decorate their eyes. Most of the ancient beauty cosmetics relied on retrieving chemicals that enhanced beauty from naturally existing plants. However, the case is not the same today, as most beauty companies rely greatly on both synthetic and natural elements in the engineering beauty cosmetics (Hopkins, 2007). 
The industry is still dominated by a few companies that trade internationally. Asia, in particular, serves a huge percentage of the world cosmetic industry with Japan and China taking the leads. China is a rapidly growing country with manufacturing companies that emit a lot of pollution (Jing, 2020). These pollutions affect the Chinese greatly when it comes to skincare. Pollution can, therefore, be termed as the number one thing that drives people to the cosmetic boutiques to at least get products to care for their skins. However, the Chinese market of cosmetics is adversely an interesting one as it involves a whole different regime of products.
Intending to preserve consumer's tradition, most Chinese based cosmetic companies focus on the production of pure and natural cosmetics derived from traditional Chinese herbs. This has been able to differentiate the Chinese industry with that of other players in the world's cosmetic economy. In recent years, the development of the Chinese cosmetic industry has been immense with the emergency of better products and new companies on board. It would be important to understand how the Chinese cosmetic industry looks like.
Major Players
China has six major players in the cosmetic industry. The players have varied responsibilities in ensuring the sustainability and efficiency of the market. At the top of the food chain lies the government which majorly plays a regulatory role (Dong, 2019). The government of China is doing everything in its capability to ensure environmental sustainability, this factor ensures that cosmetics are now taking the path of natural ingredients. Similarly, cosmetics are regulated to ensure they don’t pose a threat to the health of the users by the government. Finally, the government outlines policies upon which the entire industry operates. 
Immediately underneath the government falls the major manufacturing companies. Companies such as Guerlain, LANCOME, Estee Lauder, Helena Rubinstein, Shiseido, and Channel, are some of the leading manufacturers of beauty products. The other important player is the Distributors who are mainly both in wholesale and large stores which have based their main operations on the supply of beauty products all over China and abroad. In the second last part of the chain lies the retailers of beauty cosmetics (Dong, 2019). Despite there low levels of inventory, they play a major role in ensuring that beauty cosmetics reach the end-users. These include the salons, boutiques, and other related beauty shops.
The fifth players are the end-users who are the most significant of them all. China has hundreds of millions of people who use these beauty cosmetics. Both men and women make up the consumer market of the product. Finally, some Advertisers are major celebrities and public figures. Mainly these group is only used by cosmetic companies for serving as an advertisement tool. They are dressed and supplied with free products and then paid to appear in billboards and motion adverts as well as fashion magazines (Hopkins, 2007). They serve a vital purpose in the Chinese cosmetic industry.
The Products
China is flooded with a variety of beauty products ranging from skincare, haircare to ordure care. By gender, there exist both male and female cosmetics as well as unisex products that can be used by both men and women. On the other hand, some products are sold in the shops while others are sensitively marketed and sold online through online malls (Yang, et al., 2012). Considering type, there exist five major types of beauty cosmetics in the China market. These products are basically for different purposes.  Different cosmetic companies appeared at the 2019 cosmetic expo and showcased a variety of products in various ranges.
First are the color cosmetics which are basically for coloring and color modification of the face. There also entail bleaching agents which are hugely used to enhance the color of an individual's skin. Secondly are the skincare products majorly focused on maintaining healthy skin. Users usually focus on aspects such as preventing pimples and blimpishness. Thirdly are the Fragrances, which are majorly perfumes and scent related products (Fatima & Lodhi, 2015). The fourth group of cosmetic products is hair care products such as hair food and shampoos which are majorly aimed at serving the hair of an individual and ensuring it is healthy and glossy. Finally, there the hygiene products which are meant to help the client in maintaining a hygienic body and they include wet wipes and other related products.
The China Beauty Expo
The china cosmetic industry is facing a drastic turn towards various dimensions. The global cosmetic industry has entirely become competitive and some firms have not been able to sustain the heat. However, China has continuously offered a promising range of opportunities that are geared towards excellence (Yang, et al., 2012). The Chinese cosmetic market has held a top position in the growth rate while recording an increment from a 24-billion-dollar industry in 2014 to a 55-billion-industry in 2019. The industry has constantly recorded a 10 percent increase in value. 
The growth has been propagated by various aspects, including the annual beauty expo held in China. The expo is targeted to realize new brands and help in the introduction of various products to the market. An expo is usually a major event during which various people from across China and companies come together under one roof to both advertise and showcase their products (Jing, 2020). Through this expo, China has continuously recorded new trends in the cosmetic market. The event has been in existence now for about 25 years. Over 4000 companies, as well as 10000 brands, are showcased annually in this professional beauty show. 
Similarly, China holds several conferences and summits aimed to propagate the cosmetic industry. One of the most popular beauty and fashion summits is the China Cosmetic Retail Summit and the beauty supply chain summit. The china cosmetic summit is usually targeted at involving major retailers of beauty products in discussing with experts about new trends and finding solutions in the various problems that may be facing the industry. The Beauty Supply Chain summit, on the other hand, is a come-together of various global and key players of the cosmetic industry to discuss trends and problems.
The major things that have served to ensure the growth of the China Cosmetic Industry are the upgrading of consumption, the gradual rise in income levels, the desire to appeal by consumers and the convenience created by companies by the introduction of online services and home deliveries. In the year 2018, the cosmetic industry of china accounted for over fifty percent share in the total global cosmetic sales. Chinese have continuously supported their brand and this has been a factor that has led to the popularization of the local products. There has been an increase in both demand and expectations of the consumers. This has propagated companies to try and fetch improved products, better packaging, and similarly going with the trends.
Trends in the China Cosmetic Industry
China has increasingly seen cosmetic companies sought celebrities to help in product advertisements. Celebrities such as Wang Yibo have been consulted to assist in the marketing of Chinese made products (Jing, 2020). The move is great as it increases the visibility of a product in the market and since most people want to associate themselves with celebrities, the demand for similar products has grown immensely (Fatima & Lodhi, 2015). However, there are a lot of controversies associated with celebrities that may ruin a product’s visibility too, therefore most companies should be careful in their use of celebrities.
The other trend in the china cosmetic industry is the increased sales on online platforms rather than the offline stores. Most people order beauty products in China through the internet and they are delivered to them in the comfort of their home (Jing, 2020). Most people prefer this method rather than going to the shopping malls and struggling to find a certain desired product. With the arrival of home deliveries, most people shifted to online shopping of cosmetics as compared to offline.
Chinese companies have also shifted greatly to the male beauty side. A very much ignored side of the beauty industry. Men are usually the lower buyers and most companies focus on women too much. However, in China, the grounds of gender considerations are greatly being shifted as companies now consider manufacturing male beauty products. This segment is highly lucrative and most companies do not want to miss the chance. This has driven the Chinese Cosmetic Industry to a male beauty era.
The final trend is the emergency of partnerships, mergers, and acquisitions of various cosmetic companies in China. Some companies that were not doing well and did not want to simply dissolve entered into global partnerships while others were acquired by other companies (Malcom, 2019). However many multinational companies dominate the market, the threats posed by competitors have led them to seek alliances to propagate growth and enhance business operations. Johnson and Johnson recently acquired the famous Chinese cosmetic company that was initially called Dabao. On the other end, T-joy stakes were highly acquired by the Coty Inc. company. The result of these alliances will be the rise of more complex products.
Conclusion
The Chinese Cosmetic Industry is a huge one holding billions of dollars. However much it faces challenges, there has always been a way to deal with them. Involved companies are forging means to grow bigger while the consumer demand is increasingly changing. Consumer expectations have also driven major manufactures to rethink their strategies. However, the industry is a great part of the economy through which beauty and fashion have been redefined. The Chinese Cosmetic Industry is not only there to make money but also to change the nature in which people understand cosmetics. As a result, conferences, summits, and the great China Beauty Expo are organized. The government ought to continuously support these events while at the same time enabling the growth of the industry by breaking trade barriers to enable them to trade internationally. Finally, it would be prudent if the companies focus more on herbal ingredients and biodegradable packaging which can greatly aid in environmental conservation. Through that, the industry of cosmetics in China will continue being a leading facilitator of world beauty and fashion products.
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