
SECTION PROVIDED BY CHINA DAILY  |                                                              |  DISTRIBUTED WITH THE DAILY TELEGRAPH

4 | Business CHINA DAILY                 

WEDNESDAY, FEBRUARY 14, 2018

The urban Chinese 
man is now acutely 
conscious  of  h is 
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 so many careers for males 
that are directly linked to looks, 
industry insiders said.

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

For Mr 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 
scruffily dressed boys. 

Mr Wu would buy garbage 
bags for the bins at their hostel 
accommodation. And he would 
shower and wear fresh clothes 
every day.

Mr 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 towards life, and all need 
to be organised.

There are many Chinese men of 
his ilk these days. Mr Wu usually 
spends about 2,000 yuan (£225) 
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,” Mr 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  o f  what  i s 
appropriate dressing and 
grooming has brought Mr 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,” Mr 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 Mr 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 survey report 
earlier by China UnionPay Co, 
China’s bankcard association, 23 
per cent of people born in the 
1990s spend more than 5,000 
yuan a month on online shopping, 
topping all other age groups. And 
23 per cent of male consumers, 
and 15 per cent of women 
consumers, 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  jo int  repor t  by  the 
Boston Consulting Group and 
AliResearch, the research arm 
of Alibaba Group Holding, said 
China’s consumer market, the 
world’s second-largest, is projected 
to reach $6.1 trillion (£4.4 trillion) 
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 per cent from 
2014 to 2015, compared with the 11 
per cent growth in overall skincare 
product spending.

Z ong  N ing ,  a  Be i j ing 
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 influential 
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 behaviour 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 
past five years, Mr 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 
analyse consumer behaviour and 
develop new products to better 
target specific consumer needs.

“The competition in the industry 
is really fierce,” Mr 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.”

Average amount a Chinese urban male consumer spends online, which 
is more than what a Chinese female consumer spends
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By SUN XIAOCHEN

Riding the wave leading to the 
2022 Winter Olympics, China’s 
booming winter sports industry 
is expected to transform ice and 
snow into white treasure for 
sound growth in the leisure and 
tourism sectors.

Even though China is still a 
novice in international winter 
sports, it is rapidly catching up 
with global powerhouses such as 
Canada, the United States, Russia 
and the Scandinavian countries.

Ski resorts and skating rinks 
across the country had peak visitor 
flows over the new-year break, 
both in the freezing northeastern 
provinces and the much warmer 
south.

The number of travellers 
heading to major winter tourism 
destinations during the three-day 
New Year holiday rose more than 
150 per cent over last year, the 
online tourist service platform 
Lvmama said.

A report issued by Tencent and 
the internet consultancy Analysys 
last month estimated that tourism 
related to winter sports activities 
will generate 40 billion yuan (£4.5 
billion) revenue in spending at 
venues and on accommodation, 

equipment sales and sightseeing 
by 2020, contributing to an overall 
target value of 600 billion yuan in 
the industry’s market.

The pursuit of a more dynamic 
lifestyle among urban Chinese will 
accelerate the shift of winter sports 
consumption towards healthy and 
fun experiences, experts say.

“A sustainable winter sports 
industry is based on consumer 
spending for experiences as a 
way of life instead of one-off 
consumption,” Lin Xianpeng, a 
sports industry professor with 
Beijing Sport University, said at a 
recent forum hosted by Tencent.

“The 2022 Beijing Winter 
Olympics offer a golden 
opportunity to cultivate early 
adopters into long-term winter 
sports participants and consumers.

“Governmental departments 
and business operators should 
make the best of the Games by 
facilitating grassroots interest.”

In 2015, after Beijing won the 
right to host the 2022 Winter 
Games with Zhangjiakou in 
Hebei province as the co-host, the 
Chinese government unveiled a 
winter sports development plan 
to build a total of 650 skating rinks 
and 800 ski resorts by 2022, laying 
the foundation for 300 million 

people to get involved in winter 
sports to generate industry value 
of 1 trillion yuan by 2025.

The annual ski industry report 
said that at the end of 2016 China 
had 646 ski resorts in operation 
and 11.3 million people who ski at 
least once a year.

With revenue from direct 
participation not yet strong 
enough, the internet service 
provider Tencent has set its eyes 
on combining winter sports with 
entertainment and leisure to 
make a bigger pie.

“The crossover between sports 
and all the other elements that 
attract a larger group of users will 
draw more attention,” said Chen 
Juhong, vice-president of Tencent.

Af ter  s igning business 
partnerships with multiple winter 
sports organisations such as the 
National Hockey League and 
the International Skating Union, 
Tencent will customise a series of 
entertainment programmes based 
on elite competition and pop star 
presence to trigger a bigger ripple 
in and out of the sports sector.

“With the lack of facilities still 
impacting direct participation, 
providing a variety of winter-sport 
themed entertainment shows is 
an effective way to first connect 
the public to the industry and 
then transform some of them into 
participants,” said Zhao Guochen, 
general manager of Tencent 
Sports.

China will host 79 winter 
sports competitions by the end 
of the 2017-18 season, up from 55 
three years ago, when very few 
of them were fully promoted and 
marketed.

Tencent will leverage its 
resource of massive social-
media app users and expertise 
in sports-pop crossovers to 
popularise winter sports in the 
build-up to the 2022 Games, said 
Mr Zhao.

Stimulated by the Olympics, 
the total revenue generated from 
sponsorship, broadcasting and 
fans’ spending of winter sports 
events is expected to reach 160 
billion yuan by 2025, said the 
market consultancy Analysys.

Once the conversion of 
audience to participant begins, it 
is up to the local government and 
business operators to upgrade 
experiences at rinks, resorts and 

hotels to keep them on ice and 
snow for a lifetime.

“All major ski resorts overseas 
earn their reputation for service 
and experience while most of our 
resorts are still in the early stages 
of their development, counting on 
making revenues from affiliated 
real-estate business,” said Prof Lin.

“Local authorities should help 
venue operators ease financial 
pressure with preferential policies 
in land use and energy supply 
to allow them to focus more on 
scientific planning, service and 
staff training.”

The Analysys report says 
the country will have 40 
winter sports towns by 2020, 
compared wi th  26  now.                                                                                                                                            
The number of tourists will grow 
15 per cent a year to reach 340 
million in the 2021-22 winter, 
from about 170 million last year, 
the China Tourism Academy 
predicted.

“Local planners and resort 
owners should carefully develop 
properties based on the capacity 
of natural resources and 
environment,” said Cao Jianwei, 
deputy chief of Chongli district in 
Zhangjiakou.

“Quality of service should 
always supersede quantity.”

By YANG WANLI 

China issued more than 193,000 
work permits to foreigners in a little 
more than nine months, between 
April and January, including nearly 
43,000 in Shanghai, the country’s 
highest.

The other four top regions for 
permits were Guangdong province 
(33,000), Beijing (21,200), Jiangsu 
(17,612) and Zhejiang (16,405) 
provinces.

“Big cities like Shanghai have 
an open social atmosphere, more 
regional preferential policies and 
chances for developing new careers 
that are favoured by foreigners,” said 
Zhang Jianguo, head of the State 
Administration of Foreign Experts 
Affairs.

However, Mr Zhang said the 
numbers in some second-and third-
tier cities that are potential economic 
powerhouses are also on the rise, such 
as Chengdu in Sichuan province and 
Wuhan in Hubei.

“More incentives aimed at 
attracting top expatriates are being 
introduced by local governments, 
which will influence the flow of 
talent,” he said.

Based on data collected between 
April 1 last year and Jan 12, the A-type 
work permit for high-end personnel 
accounts for 11 per cent of all permits 
nationally, he said.

The administration introduced 
a new system of work permits 
nationwide on April 1. Before that, 
foreigners could apply for one 
of two types of work permits: an 
employment licence for foreigners 
issued by the Ministry of Human 
Resources and Social Security or a 
foreign expert work permit from the 
administration.

Mr Zhang said the unification 
e l i m i n a t e s  o v e r l a p p i n g 
application hurdles and improves 
communication, aiming to better 
serve overseas talent coming to work 
in China.

“More supportive policies will 
be introduced this year to attract 
top overseas talent,” he said. “The 
preferential policies show the 
country’s openness and inclusiveness, 
which a great power should 
demonstrate to the world.”

T h e  a d m i n i s t r a t i o n  a l s o 
contributed to the formulation of the 
new regulation on issuing R visas that 
took effect on Jan 1.

Under the new rules, foreign 
experts who are determined to have 
skills that are in urgent demand 
would be allowed to stay in China for 
up to 180 days at a time, with multiple 
entries on a visa valid from five to 10 
years.

It gives such workers a chance 
to experience China without going 
through the normal approval process. 
Applications can be made online 
without any paperwork and are free. 
The policies would also apply to the 
expat’s spouse and children.

The determination of whether an 
expat qualifies as having top talent 
is now jointly conducted by three 
departments: the administration, the 
Ministry of Foreign Affairs and the 
Ministry of Public Security.

“We will have a more detailed 
regulation on the management 
of foreigners in China soon,” said 
Gao Xiang, director of the policies 
and regulations department of the 
administration.

“With the help of big data and 
other technology, the determination 
procedure will also be more precise.”

The administration is also 
testing a digital card that combines 
multiple functions to simplify the 
daily needs of foreigners, such as 
payment for transport, water and 
electricity. The card would undergo 
a test period before it is introduced 
nationally.

Big cities
beckon as
talent from
overseas
floods in

Winter sports industry turning cold into gold 

Ski resorts and skating rinks across the country have been booming 
in recent years as more and more Chinese choose to spend holidays 
and leisure time in areas noted for their winter sports activities. 
LIU DEBIN / FOR CHINA DAILY

Looks build brands and careers now
As urban Chinese males become more appearance-conscious, a market grows. Ouyang Shijia reports

Being well turned 
out will allow one 
to stand out, as it 
portrays a positive and 
professional image ...”
WU KAI
A BRANDING SPECIALIST IN HANGZHOU


