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UNIT

Unit Objectives

After studying this unit, you are able to:

® collect market information for the product you are
going to develop

e do simple market research

e analyze survey results

e understand a feasibility report




43 English for Applied Chemistry and Biological Technology

& Warming-up

Task 1 Complete the following sentences with the words or phrases given.
questionnaire feasibility study cosmetic products

R&D market research target market

1. Only a few years ago, the shelf space in department stores dedicated for male
and personal care products was limited to shaving foam and body

washes.

2.A is a research instrument consisting of a series of questions and other
tips for gathering information from respondents.

3. A is a specific group of consumers at which a company aims its products

and services.

4. Doing is gathering and evaluating data on consumers’ preferences for

products and services.

5. While is often considered the work of high-tech firms developing cutting-edge
technology, it is also undertaken by many established consumer goods companies seeking to
improve old products.

6. Small business owners may find it helpful to conduct a before they

decide to develop a new product.

Task 2  Match each of the following pictures with a corresponding component of needs
analysis which might arise when developing new cosmetic products.

....................................................................................

Cosmetic Market




& Reading A

Unit1 Needs Analysis

Task 1

Cosmetics are no longer just for women. More and more cosmetic products

are being brought out for men to use. Match each picture below with its

corresponding type of men'’s cosmetics and list as many other products of each

type as you can.

[ ] Hair Care:

[ ] Make-up:

[ ] Skin Care:

[ ] Perfume:
[ ] Shaving Care:

Men’s Cosmetics Market
—A “Gold Mine” Ready for Excavation

Male cosmetics consumption has been on the
rise in recent years with extremely strong growth
in the area of skin and personal care products.
With rising consciousness in attaining “The Look”,
Chinese consumers, both men and women, are
spending more on and “investing” in cosmetics so
they can look and feel better. And for men, it’s really
about using cosmetics to get ahead in their careers.

An ongoing survey on cosmetics used by men,
being conducted by China Polling, has revealed
that almost 99% of male consumers regularly
use cosmetics. While, to date, the number of
respondents may still be relatively modest and a
sample of just 138 regular users has been reported
so far, the results are considered significant: facial

cleanser, body & hair care and shaving care are the

most frequently used products.

When deciding which products to buy, men are
more likely to get advice from friends and family
(28%). But what are the most important factors that
affect their purchasing decisions? Survey results
so far show that the quality of the product is very
important. The features or functions of the item, the
brand name and the ingredients used in the product
are the top three factors that male consumers
consider when making their cosmetics purchasing
decisions. Perhaps surprisingly, given the attention
they often receive, web ads, attractive packaging and
print ads appear to be far less influential factors.

The survey has also looked at the point of sale.
Boutiques and department stores have been found

to be the outlets most men go to when looking
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to buy cosmetics (58%). Supermarkets are the
Regularly Used Cosmetics

e RS ST
Body and Hair Core  IEEEEEEE———— ; 20, DY personal care stores (9%).

Shoving Care | NSRS 510 As is noted above, the survey of cosmetics
Moisturizer S 50.00%
Frogrance SIS 30.40%

Lip Moisturizer  EuNEEGEG— 72 50%
Deodorant NN 15.90% the increasing need for male consumers to look

second most frequent suppliers (30%) followed
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Task 2 Read the passage. Match each paragraph with the corresponding aspect of
China’s male cosmetics market.

Paragraph 1
Paragraph 2
Paragraph 3

a. Preferred shopping places

b. Market development potential

c. Reasons for the growth in male
cosmetics consumption

d. Regularly-used cosmetics

e. Factors influencing purchasing
decisions

Paragraph 4
Paragraph s
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Task 3 Decide whether the following statements are true (T) or false (F) according to the
passage.

[ ] 1. In China men spend more on cosmetics than women do to achieve career success.
[ ]2. Most male customers worldwide have responded to the survey so far.

[ |3. Men often turn to family and friends for advice on purchasing cosmetic products.
[ ]4. Good packaging can greatly influence men’s choice of cosmetics.

[ ]5. Cosmetics companies can expect to enjoy opportunities in China’s male cosmetics market.

Task 4 Suppose your company is targeting the men’s skin care market, and you are required
to collect information on the preferences, buying habits, opinions and attitudes of
current or potential male customers. Brainstorm THREE useful methods for collecting
the information and explain to your classmates how you would carry them out.



