
 For men it’s now looks that matter

T
he urban Chinese man 
is now acutely conscious 
of his appearance and is 
spending big money on 
grooming.

In the process, he has 
spawned a multibillion-dollar industry 
of various cosmetic products and 
services.

Appearance matters more now 
than before because there are simply 
far too many careers for males that 
are directly linked to looks, industry 
insiders said.

Every day the o�  ce building in which 
Wu Kai, 28, a branding specialist in 
Hangzhou, Zhej iang province, 
works fills with groups of software 
programmers wearing plaid shirts, 
sportswear and dark-colored outdoor 
jackets. But it is Wu and his team who 
stand out amid them for their neat 
hairstyles and tailor-made clothes 
made of top-quality fabrics.

For Wu, natty clothing is a sine qua 
non, having cultivated the habit during 
his college days. Even back then, he, 
clean and tidy, would stand out amid 
groups of scru�  ly dressed boys.

Unlike many male students who 
would not keep rubbish at their hostel 
accommodation, Wu would even buy 
garbage bags for the bins. And he 
would shower and wear fresh clothes 
every day.

Wu is definitely not an overly tidy 
person or a picky character. He is 
generous, easygoing and extroverted, 
and just hates being dirty. He takes 
being hygienic, neat and natty as part 
of his attitude toward life, and all need 
to be organized.

There are many Chinese men of 
his ilk these days. Wu usually spends 
about 2,000 yuan ($310) on a regular 
coat or shirt, and will happily part with 
more than 10,000 yuan for a quality 
business suit.

“In a working environment and 
even for some important occasions, 
professionals need to know how to 
dress, as it may have a big bearing 
on how others perceive you,” Wu said. 
“Being well turned out will allow one to 
stand out, as it portrays a positive and 
professional image as well as showing 
the person is prepared. And it also 
shows one’s respect for others.”

Awareness of what is appropriate 
dressing and grooming has brought 
Wu several key opportunities. He was 
chosen as host for his employer’s 
annual gala. He was also invited to 
higher-level business meetings.

“I feel more confident when I am 
dressed properly,” Wu said. ”If I 
had dressed down I would not have 
received that many opportunities to 
expand my social circle. Well-paid 
professionals usually have a certain 
dress code.”

Millennials such as  Wu are unlike their 
parents. They are more comfortable 
with the concept of spending time and 
money on grooming and pampering 
themselves.

According to a recent survey report 
by China UnionPay Co. Ltd., China’s 
bankcard association, 23 percent of 
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As urban Chinese males become appearance-conscious, a market grows. Ouyang Shijia reports

Online quiz 
apps more 
than just 
a game
By CHENG YU

Livestreaming quiz applications 
are becoming the next growth 
frontier of the livestreaming sector 
in China.

For the apps, which broadcast 
a live show, a presenter is usually 
invited to  ask quest ions of 
increasing di�  culty. Players tap the 
handset’s screen within 10 seconds 
to lock in answers. Those who can 
correctly answer all 12 questions 
share the prize pool, ranging from 
100,000 yuan ($15,340) to more 
than 1 million yuan. The questions 
come from a wide range of topics, 
including biology, chemistry, 
mathematics, poetry and physics.

The format is similar to that of HQ 
Trivia, a livestreaming quiz app from 
the U.S., but the Chinese version 
has been much more popular, and 
the prize pool generally seems to 
be a lot larger than many people 
had expected.

Connectivity a critical factor in car purchase
By LI FUSHENG

Carmakers in China should consider 
making their vehicles more connected, 
as the vast majority of customers in 
the country have shown enthusiasm 
for the function, according to a market 
researcher, JD Power.

The fi ndings, based on a poll of more 
than 1,500 people nationwide, showed 
that 91 percent of respondents would 
choose internet-connected cars when 
considering their next purchase. More 
than half said they were willing to pay 
20 percent more for connected cars.

According to the survey, the 
connectivity-based functions that 
Chinese consumers value most 
are road safety monitoring, remote 
control, vehicle health monitoring, 
voice recognition and interactive 
entertainment.

“Vehicles possessing these digital 
innovations, as well as bringing new 
driving and mobility experiences, 
are critical factors for automakers 
operating in China to consider to 
attract customers,” said Acy Min, a 
marketing professional at JD Power 
Asia Pacifi c Operations.

Many carmakers o� er connectivity 
functions in some models now 
available, allowing drivers to turn on 
air conditioning and start the engine 

A network news anchor introduces an internet-connected SUV Roewe RX5 to netizens 
before the start of an internet-connected car rally race in Hangzhou, Zhejiang province. 
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people born in the 1990s will spend 
more than 5,000 yuan a month on 
online shopping, topping all other 
age-groups. And 23 percent of 
male consumers, and 15 percent of 
women consumers, will spend more 
than 5,000 yuan a month on online 
shopping. However, there are no clear 

figures for the number of male and 
female consumers in China.

A joint report by the Boston 
Consulting Group and AliResearch, 
the research arm of Alibaba Group 
Holding Ltd., said China’s consumer 
market, the world’s second-largest, is 
projected to reach 38.6 trillion yuan 
by 2021.

The future consumer market growth 
would be particularly driven by China’s 
emerging upper middle-class and 
affluent households. The younger 
generation’s purchasing habits and 
their increasing role in omnichannel 
e-commerce are key. Males’ spending 

on skincare products rose 24 percent 
from 2014 to 2015, compared with the 
11 percent growth in overall skincare 
product spending.

Zong Ning, a Beijing e-commerce 
analyst, said in a column on the 
website iResearch that as tech-savvy 
young males, especially those born 
in the 1990s, gradually become the 
infl uential force in the consumer world, 
the erupting demographic is creating 
new momentum in the market for 
male products and services.

Chinese men are no longer shy 
of setting foot in, say, a beauty and 
grooming salon or fashion stores. Self-
expression has become a respectable 
phrase.

Last year China’s male skincare 
market was worth more than 10 billion 
yuan and is expected to be worth 15.4 
billion yuan by next year, a report by 
CTR Market Research said.

Seeing the new trend, major 
cosmetic brands are now adjusting 
strategies to better cater to the 
booming male market. For brands, 
young men are as important to 
success as female consumers.

Beiersdorf China, part of Beiersdorf 
AG of Germany, said that with 
increasingly changing male behavior 
it now sees huge potential in its Nivea 
Men brand’s online sales in China.

According to the company, the Nivea 
Men sector has become the firm’s 
largest business in China.

Online sales now account for one-
third of overall Nivea Men sales in the 
country, said Simon Cao, marketing 
director of Beiersdorf China.

“With the booming mobile internet 
and e-commerce development, now 
more tech-savvy males will prefer to buy 
cosmetic products from online stores. 
We estimate the proportion of online 
sales will hit 50 percent by 2020.”

The scene has changed a lot in 
the last five years, Cao said. Today 
e-commerce is more than just a 
supplementary channel for offline 
sales; it is the main marketplace to 
further develop brands.

Using big data, the online platform 
of Nivea is able to analyze consumer 
behavior and develop new products to 
better target specifi c consumer needs.

Consumption upgrading is also 
important as young males spend 
more money on grooming, prefer to 
buy more skincare products, and even 
like to try on makeup, Cao said. So, 
at the beginning of last year, Nivea 
Men introduced more categories of 
cosmetics such as new shampoo.

Nivea Men has been in China for 
more than 10 years and ranks as one 
of the leading male cosmetic brands. 
Unlike its top rival L’Oreal that presents 
metrosexual images in its promotions, 
Nivea Men caters to males seeking 
high efficiency and behaving in a 
sincere manner.

“The competition in the industry is 
really fi erce,” Cao said. “The key is to 
keep pace with young consumers and 
the new trend, and retain loyalty of 
existing consumers as well as attract 
new ones.”

before they even get into their cars. 
Yet more internet-based functions are 
being considered for future models.

Volkswagen has plans that by 2019, 
all models driving off its forecourts 
will be fully internet-connected. This 

will include greater functionality, for 
example, sending a virtual key to a 
courier so that he or she can stow a 
parcel in the trunk of the car.

S o m e  s t a r t u p s  a re  m a k i n g 
connectivity one of their key selling 

points from day one. The ES8 SUV 
of the electric-car maker Nio can 
automatically close the windows 
when it rains and turn on its air purifi er 
system based on onboard air quality 
conditions.

Chinese consumers are also very 
open to autonomous driving, JD Power 
said.

Despite concerns such as self-
driving cars potentially reducing 
people’s interest in better vehicle 
performance, or that connected cars 
may be susceptible to hacking, about 
78 percent of the survey respondents 
said they are willing to allow artifi cial 
intelligence to take the driver’s seat.

These fi ndings are in line with a Ford 
survey published in December, which 
found that 83 percent of Chinese 
people are optimistic about the future 
of autonomous vehicles. Asked about 
whether artificial intelligence will 
bring more benefi ts, only 28 percent 
of respondents in the country said it 
would do more harm than good.

China expects intelligent cars 
with some autonomous functions to 
account for half of new vehicles to be 
sold in the country by 2020, as part of 
its e� orts to grow into a global power in 
the sector by 2035, under a blueprint 
the National Development and Reform 
Commission issued last month.

$1.6
 billion 

The value of China’s male skincare market 
last year (CTR Market Research)

The low cost, interactive mode 
of livestreaming and tantalizing 
i n c e n t i v e s  h a v e  p r o v i d e d 
fresh impetus to the world of 
livestreaming.

“I find them really appealing 
because I can learn and play at 
the same time,” says Chen Jie, 31, 
of Beijing, who downloads several 
livestreaming quiz apps at the 
same time. “Given that these are all 
free apps and I stand to win some 
money, why not take a chance?”

Ye Qiang, 57, of Beijing, an 
electrician, says: “I don’t use the 
mobile phone that often, but I like 
this quiz show. It’s easy to enter, 
there are no complicated rules, and 
you have a chance of winning. You 
just tap the screen and play, so why 
not try?”

The rising popularity has prompted 
firms such as Zhishi Chaoren, 
Baiwan Yingjia and Chongding Dahui 
to o� er higher incentives to attract 
users. By Jan. 17, the largest prize 
pool for a single round was 5 million 
yuan.

Zhishi Chaoren has roped in 
Chinese celebrities as hosts in an 
effort to make the app stand out 
from others.

Industry analysts say such games 
o� er lucrative opportunities for the 
companies that launch them.

“The advertising opportunities 
are immense — be it in decorating 
the livestreaming room, choosing 
hosts or setting the questions,” says 
Wang Chuanzhen, an analyst with 
the consulting group Analysys of 
Beijing.

Companies such as Zhishi 
Chaoren say they have already 
received expressions of interest 
from several companies wanting to 
place advertisements. It says it has 
already received 100 million yuan 
in advertising fees from Qudian, 
a Chinese financial technology 
company.

With millions of users logging into 
the livestreaming apps at the same 
time, an array of challenges has 
also arrived.

Li Junhui, a senior research fellow 
with the Center for IPR Studies of 
China University of Political Science 
and Law, says livestreaming quiz 
apps lack credibility, with questions 
about their fairness, how many 
people are playing and the results. 
These issues require guarantees 
of authenticity from independent 
authorities.

“To help promote the healthy 
development of livestreaming 
quiz apps, authorities that have 
oversight of livestreaming, content 
and advertising regulations need to 
supervise the contests.”

The advertising opportuni-
ties are immense — be it in 
decorating the livestream-
ing room, choosing hosts or  
setting the questions.”
WANG CHUANZHEN,
ANALYST, ANALYSYS OF BEIJING


