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mmm FOREWORD

FROM MMA

Vietnam's facial skincare market is entering a defining moment. As consumers become more
informed, selective, and intentional, the category is moving beyond quick fixes and trend-driven
routines toward long-term skin health, daily consistency, and real on-skin experience.

This shift reflects a broader transformation in how people relate to skincare. It is no longer just
about solving isolated concerns, but about maintaining balance, protection, and resilience as
part of everyday life. Social conversations, purchase behavior, and product expectations are
converging around simplicity, comfort, and sustainability in routines that can truly last.

At MMA Vietnam, we believe that understanding these evolving expectations requires more than
surface-level observation. It demands deep listening, rigorous data analysis, and the ability to
connect market signals with real human behavior. That is why we are proud to collaborate with
Buzzmetrics on the Vietnam Facial Skincare Market Shifts & Evolving Consumer Demands
(2024-2025) report.

By combining large-scale social listening with market intelligence, this report offers brands,
marketers, and industry leaders a grounded view of where the skincare category is heading, and
why. More importantly, it highlights opportunities for brands to create meaningful value by
aligning product development, communication, and experience with the realities of daily use.

We hope this report serves as both a source of insight and a practical guide for building
strategies that are relevant, responsible, and resilient in a rapidly evolving skincare landscape.

Phan Bich Tam
Country Director
MMA Vietnam

NINIA

Marketing + Media Alance
Vietnam
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OBJECTIVE

Designed for businesses, cosmetic brands, retailers, and market analysts, this report aims to provide actionable insights into
changes in skincare demand, consumer behavior, and market drivers, in the context of the skincare industry clearly shifting
from quick beauty solutions to sustainable skincare.

METHODOLOGY

Data Sources: Facebook, TikTok, Forums, YouTube, Threads, Reviews, Online News
Time Range: 01/10/2024 - 30/09/2025
Research Scope: Analysis of over 61 million skincare-related discussions, covering skincare needs, products, skin conditions,
and usage behaviors among Viethamese consumers
Market Intelligence Sources:
Secondary data from trusted publications including Global Market Insights, GlobeNewswire, B-Company, MISA AMIS,
BrandsVietnam, and other official sources, to:
e Evaluate the size of the skincare and Beauty & Personal Care markets
e  Track growth trends and demand shifts
e Contextualize social media discussions within the broader macro market landscape
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Vietham's facial skincare industry is entering an important
transition phase, as growth is no longer driven by intensive
treatments or complex routines, but increasingly revolves around
the need to maintain healthy, stable, and long-term skin
conditions.

This shift is happening simultaneously across both the market and
social media discussions, clearly reflected in how consumers
approach, select, and use skincare products.

In this context, the report

is conducted to
synthesize and analyze millions of user discussions combined
with market data, thereby explaining how skincare demand in
Vietnam is shifting, as well as the factors truly driving consumer
behavior in this new phase of the skincare industry.
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GLOBAL & VIETNAM
SKINCARE LANDSCAPE

How Skincare Evolves From Global
Growth to Vietnam's Market Dynamics
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mmm GLOBAL SKINCARE MARKET LANDSCAPE

The global skincare industry continues steady long-term growth, reaching USD 151.8 billion in 2023 and projected to hit USD
231.6 billion by 2032 (CAGR ~5%). Facial skincare leads this expansion, driven not by more complex routines or intensive
treatments, but by a shift toward skincare as long-term skin health maintenance rather than short-term problem solving.

Skincare Products Market GLOBAL SKINCARE PRODUCTS MARKET FORECAST BY PRODUCT

Global Forecast (2024-2032)
Unit: USD

‘ MARKET STATlSTlCS] [ SEGMENT STATISTICS ’ 151.8B
1488
1458 . .
Market Value (2023) Facial Care Segment . . . . .
$151.8 BN Market Value (2032): $83.4 BN . o . .

Market Value (2034) Chemical Segment

$231.6 BN Market Share (2032): 64.5%

CAGR (2024-2032)
5%

2021 2022 2023 2024 2025 2026 2027 2028 2029 2030 2031 2032

I Facial Care Body Care M Lip Care M Hair Care Others

Reference sources:
Global: Global Market Insights; GlobeNewswire, Vietnam: B-Company (2025); Vietnam Briefing NINMA @BUZZMETRICS
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mmm VIETNAM SKINCARE MARKET LANDSCAPE

In Vietnam, the Beauty & Personal Care market continues to show steady growth, with an estimated market size of
approximately USD 2.74 billion, and is recognized as one of the faster-growing markets in Southeast Asia, with a CAGR of
around 3.3% through 2029. Within this landscape, skincare remains a key growth segment, supported by the expansion of
daily skincare habits and rising demand for gentle, naturally derived, and skin-friendly products that fit simple routines and
support long-term use.

VIETNAM BEAUTY & PERSONAL CARE REVENUE VIETNAM NATURAL COSMETICS MARKET REVENUE
Unit: usD 2.79B Unit: usD
b 2598 2.69B 251M
235B 221B 2.22B ' 243M 245M
2.19B . : ; 0.1 239M
0.1 0.1 0.1 ol ' ! gL 230M 230M
0.1 0.5 i
0.4 : 0.4 ;
| 0.9 218M
0.6 ; 0.7 X o7 - 211M
1 1 1 1 11 11 1.2 1.2

2018 2019 2020 2021 2022 2023 2024 2025 2018 2019 2020 2021 2022 2023 2024 2025

Personal Care I Skin Care M Makeup Beauty Tech Source: Statista Market Insights

Reference sources:

Global: Statista Market Insights h‘h‘ _\ @BUZZMETRKS
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mmm CHANNELS & GROWTH SEGMENTS

According to YouNet ECI, Beauty ranks among the highest-GMV categories on e-commerce, reaching approximately VND
36.5 trillion, second only to Fashion & Accessories. This highlights beauty - especially skincare as a key growth driver of
Vietnam's e-commerce market. At the same time, e-commerce and social commerce are increasingly central to the skincare
purchase journey, as consumers actively research, compare, and make buying decisions online.

TOP 10 CATEGORIES WITH HIGHEST GMV ON E-COMMERCE

63302.6B

_____________________________

36537.2B

29432.4B

15332.7B  14554.78
11896.0B 10716.9B 10347.5B

. . - == mm

Home & Technology Food & Mom & Healthcare Home Office Travel & .
living beverages baby appliances sports Unit: VND

Fashion &
accessories

1
1
|
|
|
|
1
1
1
1
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|
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|
|
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|
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1
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|
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Reference sources:

Buzzmetrics - VIETNAM E-COMMERCE INTELLIGENCE: Total E-Commerce Market Revenue Performance MMA
Deep Dive Report (H1/2025) i hom s @BUZZMETRICS
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SKINCARE DISCUSSIONS
ON SOCIAL MEDIA

Uncovering User Conversations,
Behaviors & Emerging Skin Concerns
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mmm SKINCARE DISCUSSION LANDSCAPE ON SOCIAL MEDIA

The skincare category is widely discussed on social media, with conversations largely driven by online sellers. However,
when consumers actively participate, discussions tend to focus more on everyday usage needs, particularly moisturizing

and Sun-protecting.

DISCUSSION OVERVIEW

DISCUSSION SHARE OF VOICE

DISCUSSION ABOUT SKINCARE DEMAND

9.0
& .-

@ .

4\

\ buzz J

61,402,944

Online Seller
81.4%

Consumer

16.0%
Brand

Time range: 01/10/2024 - 30/09/2025
Sources: Facebook, TikTok, Online news outlets, YouTube, Forums, Threads,...

% Buzz from

Need/Demand Total Buzz Consumer
Moisturizing 15,595,488 12.50%
Whitening 10,746,480 25.78%
Cleansing 7,790,640 16.73%
Anti aging 6,860,112 20.04%
Anti acnes 6,382,680 30.27%
Sun-protecting 5,503,896 30.30%
Exfoliating 3,200,208 0.02%
Balancing 3,066,768 0.01%
Removing 2,256,672 0.03%
NIMA

Marketing +Media Alliance
Vietnam
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mmm KEY PARTICIPANTS IN SKINCARE DISCUSSIONS

Discussions are mainly concentrated among young users, especially females aged 25-34, reflecting the leading role of this
group in driving trends within the industry. In addition, the significant participation of male users indicates that skincare is
gradually becoming a more common concern. Oily skin is the most frequently mentioned skin condition, reflecting common
skin characteristics and typical issues in Vietnam.

CONSUMER PROFILE SKINCARE TYPE DISCUSSION
[ GENDER ] [ AGE ] i— --------------- : ------------------------------------------ i
47.4% - QOily skin
18-24 20.6%
23.7% - Sensitive skin
19.4% - Dry skin
N = 651,461 : > :
35-44 21.6%

5.2% - Normal skin
45-64 4.9%

4.3% - Combination skin
>64 0.8%
N = 3,910
W Male m Female m Others N = 3,207,522
Time range: 01/10/2024 - 30/09/2025 NMA
Sources: Facebook, TikTok, Online news outlets, YouTube, Forums, Threads,... Makeing +edi Alace @BUZZMETRKS
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Based on market analysis and social media discussions, skincare demand is showing a clear shift toward foundational
routines that can be maintained on a daily basis. Consumers are increasingly prioritizing daily usability, on-skin comfort, and
long-term stability, rather than multi-step routines or intensive treatment-focused approaches.

Within this context, sun-protecting and moisturizing are appearing more frequently in daily skincare routines, as reflected in
observations from dermatology-related materials in Vietham:

Sun-protecting is linked to daily
UV exposure

Dermatology-related materials in
Vietnam indicate that UV exposure
affects the skin on a daily basis, even
under light or indirect sunlight, which is
why sunscreen is commonly
recommended to be used consistently as
a basic skin-protection step.

Reference sources: Eucerin Vietnam, VnExpress

o

Moisturizing is recommended
for regular daily use

Skincare guidance typically recommends
using moisturizers daily (morning and
evening) to maintain skin hydration and
support the skin barrier, rather than
applying them only during specific
treatment phases.

Both steps are easy to sustain
in everyday routines

Sun-protecting and moisturizing serve
protective and maintenance functions,
offer comfortable on-skin experiences,
and involve relatively low usage barriers,
making them easy to retain and repeat in
daily routines

MMA @ )Buzz
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KEY DEMAND ANALYSIS

Deep Dive Into
Sun-protecting & Moisturizing
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mmm SUN-PROTECTING: KEY PRODUCT TYPES

Sun-protecting demand is no longer confined to dedicated sunscreen products, but increasingly extends across skincare
and makeup items. This reflects consumers’ preference for multifunctional products that deliver protection while simplifying
daily routines.

TOP PRODUCTS WITH SUN-PROTECTING BENEFITS

i ! : ‘E ______ “Uu tién kem chéng ndng riéng, nhung néu sp duéng
X / ! c6 thém chong nang thi dé phdi béi nhiéu Iop.”
T 204%

i | 18.7%

| i 14.9%

i : N = 5,505,046

! | 9.8% 9.5%

| : 7.8%

| i 6.4%

| 1 5.2%

: | 4.1% 3.5%

. Sunscreen i Face Mask Moisturizer  Makeup Exfoliant Toner Facial Beauty Essence Lip Care

o Remover Cleanser Devices Products
Time range: 01/10/2024 - 30/09/2025 NMA

Sources: Facebook, TikTok, Online news outlets, YouTube, Forums, Threads,... Marketing edia Alance @BUZZMETRICS
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mmm MOTIVATIONS & BARRIERS IN USING SUNSCREEN

Users primarily use sunscreen to protect their skin from sunlight and maintain stable skin conditions, particularly during
outdoor activities and daily routines. In addition, tone-up is mentioned as a supporting factor for the usage experience, while
barriers related to application time, irritation risk, and acne concerns continue to significantly affect long-term sunscreen
usage habits.

MOTIVATIONS TO USE SUNSCREEN BARRIERS TO SUNSCREEN USAGE
Skin/Sun . .
protection _ 37.4% oo 0 Time-Consuming _ 44.3% © 77770 ]
1 1
1 1
Essential for o | o '
ntalfor I 10.0% : Causes Irtation - vo5 :
) ' or Ache '
Essential for - 15.9% o .
treatment skin “Ra ngodi ndng I minh bat s 1 e Pms P o R e e
ol d buéc béi chéng ndng & Forget to Use 21.3% ek qun‘ne: Delltiiiel ng(IJ‘y el
the a inowioc?evzz - 8.9% Khéng chi dé d& den ma da m:AZ ILefln ovalc,);nqulJal a i béi
gingp cling 6n hon, it b rat hay guen fuon & ©0 may lodl 5o
Skin Brightenin sam di thdy r6.” Lazy to Use 1.6% Aol SO Gl B teh bl
g g . 8.0% 5 y 6% nén ciing ngai diing Iau dai.”
Support (tone-up)
Light Makeup . o Perceived o
Alternative 5.6% as Unnecessary I 1.6%
Use out of habit l 4.5%
Already Fair Skin 1.6%
Skin Cancer o - N = 1824
Prevention | 0.8% N = 84,816 8
Time range: 01/10/2024 - 30/09/2025 NMA

Sources: Facebook, TikTok, Online news outlets, YouTube, Forums, Threads,... Marketing edia Alance @BUZZMETRICS
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mmm KEY CRITERIA IN SUNSCREEN SELECTION

When choosing sunscreen, skin protection capability is considered the foundational factor. In addition, suitability for skin

type and the skin feel after application are prioritized over brand or price, indicating that consumers are increasingly making
decisions based on real on-skin experience.

CRITERIA IN CHOOSING SUNSCREEN

Brand
Sun-protecting capability
[ ]

1.7%

khéng én Ia b lién.”

E”Kem gi thi gi, chéng néngfé&]

Skin reaction after
application

Ingredients Scent Packaging Product origin

N = 490,677

Time range: 01/10/2024 - 30/09/2025 NMA
Sources: Facebook, TikTok, Online news outlets, YouTube, Forums, Threads,... / @BUZZMETRICS
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mmm PREFERRED SUNSCREEN CHARACTERISTICS

Across discussions, users show greater interest in products that are safe, easy to use, and suitable for daily application.
Physical sunscreens, lightweight and easy-to-spread textures, and broad-spectrum SPF levels are frequently mentioned as
familiar choices that support effective skin protection within long-term skincare routines.

ANALYZING SUNSCREEN'S INGREDIENTS AND CHARACTERISTIC

[ SUNSCREEN TYPE ] [ SUNSCREEN TEXTURE ] [ SUNSCREEN PROTECTION LEVEL ]

§ @ E? Milk _ 67.1% SPF>50 12.8%
> > >

Gel 1M.7%
Physical Chemical Combination SPF 40 2.4%
o oo - : Cream 5.9%
1 65.5% 1 290.9% | | 47%
--------------------------------------- ) SPF<40 22.2%
N = 6,672 Stick/wax ~ 1.3% N = 21,720 N = 18,360

“Minh uu tién chéng ndng vét ly vi ding thdy o A R o

yén tdm hon, da dé kich tng. Thudng chon .LAOQ' thA’am r]hanh,hkhong el 7 ’t‘ {a.rApmh_UU “SPF 50 Ia mdc minh lubén chon, du yén tédm
. ~ o P 2 s tién nhat, sang bdi xong ra ngodi lién clng 2 oo PR A e 2,

logi khéng qua day, dé tan dé dung hang ok.” dé dung moi ngay ma khoéng phai lan tan.

ngady cho thodi mai.” )

Time range: 01/10/2024 - 30/09/2025 NIMA

Sources: Facebook, TikTok, Online news outlets, YouTube, Forums, Threads,... B e
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mmm SUNSCREEN EXPECTATIONS & UNMET NEEDS

While tone-up and oil-control benefits are increasingly expected from sunscreens, real-world usage experiences reveal
persistent issues such as stickiness, heavy texture, and pore-clogging sensations.This gap highlights a clear unmet demand
for sunscreens that balance protective efficacy with lightweight, skin-friendly textures suitable for long-term daily use.

CONSUMERS EXPECTATION FOR SUNSCREEN

rone-u> | 34,176
Oil Control [ 29,016 l l

Suitable for All Skin Types - 10,824 [ EXPECTATION FOR TONE-UP SUNSCREEN ] [ UNMET CONSUMER DEMAND ]
Fast Absorption - 10,056 T ‘
. ! Kem chdng ndng dugc ky vong ndng tone nhe ) ) :
Water Resistant - 7,272 | vatu nhién, khéng géy bong déu, ngng mat. | | Sticky oily
Lightweight - 5,976 Pink tone-up effect 7,392 ||
; b Heavy/ ) Over-Whitening /
skin-Soothing [ 5,064 . Plump-skin effect 5,040 | WMl Clogged Feeling Unnatural Lok
. . i Natural tone-up 4,608 i
Suitable for Acne Skin - 4,656 : | Cause acne Il.':ull skin
' ) o ppearance
. . | High tone-up 3,840 Do
Anti-Pollution . 3,576 : P
‘ Average tone-up 240 P R e
Can Replace Primer . 3,192 -
Time range: 01/10/2024 - 30/09/2025 NIMA
Sources: Facebook, TikTok, Online news outlets, YouTube, Forums, Threads,... Marketing edia Alance @BUZZMETRICS
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KEY MOISTURIZING PRODUCT TYPES

In moisturizing and hydrating needs, serums and moisturizers play core roles in skincare routines.At the same time,
hydration is integrated across multiple steps, showing that moisturizing is no longer a standalone step but has become the
foundation of daily skincare.

KEY PRODUCT TYPES WITH MOISTURIZING BENEFITS

{ ﬁ e | “Routine gic rr;inh, téi gian lai, serum Ia budc ,khéng
& o/ R TR thé thiéu vi cap @dm nhanh, da dé cdng rit han. Chi
N 4 can thoa méng la thdy da mém va khée hon.”
24.4% \

‘":‘ “Kem dudng nén chgn loai dé chju, béi khéng nc_“:pg
17.7% or----------- mdt. Dung déu may hém thdy da dé khé han,
make-up cting mugt han <"

i 10.7%
: ° N = 15,572,506
i 7.7% °
: ° 7.4% 6.6%
! 5.5% o
! 4.4% 4.2% 31%
1 . (]
Serum Moisturizer i Face Mask  Makeup Essence Toner Facial Sunscreen  Exfoliant Beauty
o L_____________,: Remover Cleanser Devices
Time range: 01/10/2024 - 30/09/2025 NMA
Sources: Facebook, TikTok, Online news outlets, YouTube, Forums, Threads,... Marketing edia Alance QBUZZMETRICS
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mmm SERUM: DRIVERS & BARRIERS

Serums are primarily chosen for their skin-repair and effective hydrating capabilities, along with high attention to ingredients
and fast absorption. However, high price and acne concerns remain key barriers affecting long-term usage.

{ Kx \) MOTIVATIONS TO USE SERUM BARRIERS IN CHOOSING SERUM

s [ 22 -
| ‘@’ Expensive S RRREEELE 65.5%
Provide Enough !
vosure [ 219% i
1
Ingredients . ° “Minh khd Cdn thdn khi dung @ Lazy to Use & oo 22.9%

serum vi co logi dung mot

Absorbs Quickly/ 9.1% thoi gian la I1én mun. Du
Non-Sticky qudang cdo hay, minh van \
cdn chdc chdn la khéng gdy A id of ache o . °
Reasonable Price 8.9% mun méi dam dting lGu.” @ Afraid of acne 1447

Doesn't

Clog Pores 6.4% @
Hard to Find L REREEEEE

Increase Skin

Elasticity 4.5%
Reduce Oil 3.6% N =1,717,512 N =79,704
Time range: 01/10/2024 - 30/09/2025 NMA

Sources: Facebook, TikTok, Online news outlets, YouTube, Forums, Threads,... e e @BUZZMETRICS



mmm MOISTURIZER: DRIVERS & BARRIERS

For moisturizers, users focus on skin recovery capability and gentleness to meet daily usage needs. However, difficulty in
finding products suitable for specific skin conditions, along with price concerns and acne risks, makes consumers carefully
consider before choosing and committing long term.

"I @ MOTIVATIONS TO USE MOISTURIZER BARRIERS IN CHOOSING MOISTURIZER
oo N o -

Hard to Find L REREEEEE 48.1%
Ingredients :
Moisture ° “Khé nhdt 1a tim dugc kem @ Expensive o --------- 22.3%

. dudng that su hgp da. Co
Absorzzr?_ lg;'é:(y/ 13.1% logi dung ban ddu 6n nhung
y vé IGu dai lai dé 1én mun, nén

; : 7 P yas Z
Doesn't 8.8% minh khd ngai ding IGu dai. Lazy to Use . 19.5%
Clog Pores

Reasonable Price 8.8%

sl
Afraid of acne e--------- 10.1%
Reduce Oil 4.8% @ °

Increase Skin
Elasticity 4.1% N =1,426,488 N = 84,528

Time range: 01/10/2024 - 30/09/2025 NIMA
Sources: Facebook, TikTok, Online news outlets, YouTube, Forums, Threads,... Marketing edia Alance @BUZZMETRICS
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mmm EVALUATION CRITERIA: SERUM VS. MOISTURIZER

Skin improvement benefits are the top criterion when choosing serums, reflecting expectations for clear and visible
effectiveness. Meanwhile, for moisturizers, suitability for skin type is the primary concern, driving a preference for
lightweight, fast-absorbing textures that are safe for long-term use.

CRITERIA FOR CHOOSING SERUM

CRITERIA FOR CHOOSING MOISTURIZER

“Minh xai serum ndy thdy
: ® - - = - da cdi thién r6, thGm nhanh,

néi chung I& én dp <"
24.6%

23.3%
17.5%
0,
12.6% 1.4%
8.1%
Product On-Skin Ingredients  Texture Safety Price
Benefits Feel

N = 372,288

Time range: 01/10/2024 - 30/09/2025

Sources: Facebook, TikTok, Online news outlets, YouTube, Forums, Threads,...

® - — — — | "Kem duGng nay hgp da minh,
Xai lau khéng bi bi mun”

33.9%
19.2% 18.8%
3% 101%
5.0%
Texture On-Skin Product Price Ingredients  Safety
Feel Benefits
N =249,120

MMA  ([)BuzzmeTrics
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Skincare is gradually shifting from treatment-driven solutions to long-term skin health
maintenance
Market and social media conversations indicate a growing consumer focus on protection, recovery, and

maintaining stable skin conditions, rather than relying on aggressive, short-term, intervention-based
treatments.

Simplified routines and real on-skin experience are becoming key evaluation criteria

The increasing emphasis on foundational steps such as sun protection and moisturizing suggests that
skincare is being integrated more deeply into daily lifestyle habits. As a result, product consideration
appears to place greater weight on skin-type suitability and actual usage experience, rather than
brand-led messaging or immediate visible results.

Market opportunities lie in balancing efficacy with ease of use

Unmet needs - particularly within tone-up sunscreen and moisturizing segments-highlight opportunities
for solutions that deliver functional effectiveness while maintaining lightweight textures, safety, and
comfort for everyday use.

MMA @ )Buzz
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mmm CASE STUDY | LA ROCHE-POSAY - ANTHELIOS

Sunscreen as a Daily Skincare Step

(o

LABORATOIRE DERMATOLOGIQUE

Anthelios within La Roche-Posay

Anthelios is La Roche-Posay's core sunscreen range,
developed for daily sun protection and seamless
integration into morning skincare routines, especially
for oily, sensitive, and treatment-exposed skin.

About La Roche-Posay
La Roche-Posay is a French dermocosmetics brand focused

on dermatology-based skincare solutions, with a strong
emphasis on efficacy, safety, and long-term use, particularly

for sensitive and problem-prone skin.
+ +

S

v/
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mmm CASE STUDY | LA ROCHE-POSAY - ANTHELIOS

La Roche-Posay succeeds in the sunscreen category through Anthelios, a range designed for daily use that addresses key
barriers of on-skin comfort and skin tolerance, rather than competing solely on “stronger” sun-protecting claims.

User & Category Context

Awareness of UV exposure has expanded beyond sunburn to
include aging, dark spots, and long-term skin health risks, driving
the need for daily sun protection.

World  Health  Organization recommends broad-spectrum
(UVA/UVB) protection as part of a comprehensive sun-protecting
approach.

Key barriers to daily use include shine, white cast, heavy textures,
and pilling under makeup.

Brand Strategy & Communication

Anthelios is positioned as a dermatology-grade sunscreen for daily.

The portfolio is structured around need-states, reducing barriers to
routine integration.
Always-on communication combines:

o  Scientific credibility & UV protection to build trust
o Lightweight, comfortable on-skin experience to support
long-term, consistent use

BAO VE DA T8I UU
NGAN THAM NAM TOI DA

MMA  ([)suzzmeTrics
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mmm CASE STUDY | LA ROCHE-POSAY - ANTHELIOS

Performance Outcomes

LABORATOIRE DERMATOLOGIOUE

e  According to YouNet ECI (Shopee & Lazada, Q2/2023) indicates
strong growth in the sunscreen category (+41%), making it one of II 60.7B
the key growth drivers within skincare.

° In this context, La Roche-Posay'’s Oil Control portfolio generated
approximately VND 60.7B in GMV in Q2/2023, underscoring the
central role of this need-state in the brand's sunscreen - - oooooooooooooooooooooooooooo oo oo oo oo y
performance.

o  Anthelios UVMune 400 Gel-Créme Oil Control recorded
notable growth, increasing from ~VND 30.2B (Q1/23) to
~VND 58.3B (Q2/2023).

o Other Oil Control variants also delivered positive

™ UV Protection m Tone up Moisturizing M Oil Control

I Q1/2023 W Q2/2023
58.3B

- . 2.3B
quarter-on-quarter growth, contributing meaningfully to ST
SPF 50 Gel-Créme Oil Control

La Roche-Posay's success demonstrates that addressing daily-use |
barriers and consistently translating insights into both product and E
communication strategies can deliver clear, measurable business impact. |

Combining scientific credibility with a positive usage experience supports
sustained usage behavior and long-term growth.

overall performance. : Anthelios Oil Correct Anthelios UVMune 400 i

_____________________________________________________________________________________________________________________

Data source: ECI Data, Period from Jan'23 to Jun'23 NINMA @BUZZMETRICS
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Product & Portfolio

Prioritize product development
around everyday-use skincare
needs, with Sun-protecting and

Moisturizing as core focus areas.

Lightweight textures, skin-type
compatibility (especially for oily
and sensitive skin), and
comfortable on-skin feel should be
treated as baseline requirements to
encourage long-term use.

Consider multi-benefit formulations
that help simplify routines while
maintaining essential protection
and hydration.

Communication & Positioning

Shift ~messaging away from
short-term performance claims
toward long-term skin stability and
daily maintenance value.

Position Sun-protecting and
moisturizing as foundational steps
within daily skincare routines,
rather than standalone
problem-solving products.

Emphasize real usage experience
comfort, ease of use, and suitability
for daily application - to strengthen
consumer trust and repeat usage.

_________________________________

Growth Opportunities

Explore white spaces in solutions
that balance functional efficacy
with  everyday comfort and
usability.

Brands that effectively support
daily routine consistency are more
likely to drive habitual usage,
repeat purchase, and long-term
brand loyalty.
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THANK YOU

Contact Buzzmetrics today for expert consultation on
Social Media & E-Commerce Market Insight

www.buzzmetrics.com

4+ www.mmaglobal.com
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