
Core skin issues vary across markets ς India Overview 
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Garnier, Ponds  and 
Neutrogena all encourage 
ǿƻƳŜƴ ǘƻ ǎǿŀǇ ΨǎƻŀǇΩ ŦƻǊ 

face wash, in an attempt to 
change cleansing routines 
which have traditionally 
been driven by bar soap. 

Highlighting differentiation 
between body and facial 

skin is key element of 
messaging and intrinsic 

feeling of freshness is often 
linked with clean 

Soap Rejection Fairness 

Creative from Garnier and 
Ponds respond to key sector 
driver in this market of skin 
lightening. Achieving a fairer 
skin tone and dark skin cell 

removal are both 
positioned as ways of 

achieving lighter, brighter 
skin  

 

Ageing Oily Skin 

Ageing is not as prevalent as 
in other markets and while 
this is only addressed at an 
ATL level by Ponds in the 

last two years, anti-ageing 
product lines are available 
from Garnier, Neutrogena 
and Avon. Creative links 

looking younger with more 
radiant and smoother skin. 

Interesting to see such 
ΨǿŜǎǘŜǊƴΩ ǊƻƭŜ ƳƻŘŜƭǎ ƛƴ ǘƘƛǎ 

creative 

In response to the humid 
climate, grease production 
ŀƴŘ ŀŎƘƛŜǾƛƴƎ ŀ ΨƳŀǘǘŜΩ ƭƻƻƪ 
is underpinned in ATL claims 

and products. Giving 
women freedom to not 

worry about spending too 
much time outside, is 

intrinsically linked to this 
issue. 
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All markets - Anti Ageing is the biggest single skincare issue  
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HIGH 
COMPLEXITY 

 48% product lines 

specifically tackle ageing 

 

45% product lines 

specifically tackle ageing 

 

32% product lines 

specifically tackle ageing 

 

24% product lines 

specifically tackle ageing 

 

44% product lines 

specifically tackle ageing 

 

41% product lines 

specifically tackle ageing 

 

SUN DAMAGE / WRINKLES & LINES / 
AGE SPOTS / DARK CIRCLES / SKIN 

LOOK & FEEL 

 

WRINKLES & LINES / SKIN RENEWAL & RESTORATION 

WRINKLES & LINES / RADIANCE 

SUN DAMAGE / WRINKLES & LINES / SKIN 
LOOK & FEEL / RADIANCE 

 

WRINKLES & LINES / SKIN LOOK & FEEL / 
DARK CIRCLES / SKIN TONE 

SUN DAMAGE / WRINKLES & LINES/ 
RADIANCE / SKIN LOOK & FEEL / 

COLLAGEN 

LOW 
COMPLEXITY 

 

HIGH PRODUCT 
WEIGHT 

 

LOW PRODUCT 
WEIGHT 
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Hydration is bigger issue in China than any other market 
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16% product lines 

specifically tackle 
hydration 

 

12% product lines 

specifically tackle 
hydration 

 

9% product lines 

specifically tackle 
hydration 

 

6% product lines 

specifically tackle 
hydration 

 

3% product lines 

specifically tackle 
hydration 

 

Core Functional 
Need  

 

Secondary 
Bonus or Result 

 
In China, hydration appears to be 

bigger issue than in any other market 
ς which is reflected in the product 

weight and level of claims. Moisture 
and hydrating the skin is core need 

and is communicated through 
emphasis on skin protection (from 
environmental factors) long-lasting 

moisture (reliable over time day and 
night) and refreshment 

In the UK and USA we see very few 
products dedicated specifically to 
tackling dry skin or hydration. The 
issue is presented not as a primary 

issue but rather a secondary or 
resulting benefit of using a product 

and often revolves around 
refreshment 



Water is most common visual cue across all brands and markets 

Moisture & Hydration 

Cleanliness & Freshness 
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USA creative dominated by celebrities, especially Neutrogena 

Jacqueline Bisset 

Anew Platinum  

Skin Renew, 
Alana Garza  

Ultra lift Bridget 
Moynahan 

UltraLift Pro, Sarah 
Jessica Parker 

14 Day Rescue, 
Natasha McElhone 

Ageless Essentials 
Diana Lane 

Age Essential Tone 
Correct Gabrielle Union 

Anti-Age Rever, 
Jennifer Garner 

Acne Therapy 
Miranda Cosgrove 

Deep Clean 
Hayden Pattiere 

Yasmin le Bon 
Anew Reversalist 

Avon employs 
international models and 
actresses, who appear in 

ATL across multiple 
markets, to front its 

advertising. Ambassadors 
are employed to promote 

individual anti-ageing 
products, rather than 
ranges or sub-brands. 

Avon 
Neutrogena 

Neutrogena has the most diverse suite of celebrity ambassadors 
seen in the US from the nominated competitors. Famous women 
are more locally-relevant than seen with Avon, and are generally 
well known actresses, models or singers. Endorsers are aligned 
with individual products, rather than sub-brands or ranges, and 
divide into two categories: troubled / problem skin and anti-

ageing 

Garnier 

Garnier Celebrity ambassadors for 
Garnier employed to front 
communication for anti-
ageing ranges only. While 

Sarah Jessica Parker arguably 
has international appeal, 

other actresses have more 
local relevance and 

perceived as  domestic faces 

Oil Free Acne Wash 
Emma Roberts  

Oil Free Acne Wash 
Vanessa Hudges 
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Celebrity Ambassador Map ς Local Accessible stars most 
prevalent 

Superstar 

Accessible 

UK ONLY 

Avon is only brand 
ǘƻ ǳǎŜ ŎŜƭŜōǊƛǘȅΩǎ 

with more 
superstar status, in 
ƭƛƴŜ ǿƛǘƘ ōǊŀƴŘΩǎ 

global positioning. 
Endorses used on 

more international 
scale with same 
faces fronting 

creative in Europe 
and the US 

We see Vanessa 
Hudgens front 

creative for 
Neutrogena in the 
US and UK ς only 
occasion same 
person appears 
internationally 

Domestic or home 
celebrities are used 

by Neutrogena, 
tƻƴŘΩǎ ŀƴŘ DŀǊƴƛŜǊ 

to create local 
resonance and 

appeal 
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Ingredients Science vs Nature 

Whitening 
(India, China) 

 

Cleansing (All 
markets) 

Hydration (All 
markets) 

Whitening 
(India) 

 

Ageing (All markets) 

 

Sun protection 
(USA, China] 

 
Skincare category seems to take inspiration 
from household cleaning sector, with strong 
ƛƴŦƭǳŜƴŎŜ ŦǊƻƳ ΨŦƻƻŘΩ ŀƴŘ ΨƴŀǘǳǊŜΩΦ ¢ƘŜǊŜ ƛǎ ŀ 
perceived link with consumer trust in nature 

and growth of organic and natural-based 
products 

Nature - Trust Science - Believability 

Much of the scientific (or even technological) 
ingredients are concentrated in 

communicating anti-ageing products. Man-
made or synthetic perhaps evoke 

effectiveness and complexity to reinforce 
claims 


