
Taiwan December 2021 Update

Sentiment towards the Coronavirus Impact on Commodity Prices and 
Skincare Product Buying Behavior

The spread of COVID-19 has impacted many aspects of the Taiwanese’s lives, so in our December update, we 

investigated how they make post-COVID purchase decisions for everyday commodities and skincare products.



The quintuple stimulus vouchers program that went live in October and numerous shopping festivals 

along the way towards the end of the year have surely triggered and encouraged spending. However, 

the surge of commodity prices has also comes along with economic recovery. While consumers are fully 

aware of the rising prices, the demand for skincare products remains the same. Consequently, they are 

fairly rational when they make purchase decisions or when they see special offers/great deals. They 

choose to shop according to their plans and buy items with reasonable prices. 

• Nearly 90% have used their quintuple stimulus vouchers, mainly on daily necessities including groceries, 

food/dining/restaurant vouchers. On the other hand, the majority of those who haven't said they are waiting for 

better deals or rebate programs.

• Overall, 85% of Taiwanese use skincare products. The most frequently used are face cleansers, lotions and toners. As 

the weather changes, there's a slight increase seen in products with more sticky feel or moisturizing features such as 

hand cream, and cream/facial cream. In addition, 23.2% said they will use skincare products more often in the next 3 

months. 

• 47.9% have bought skincare products during shopping festivals, mostly during Singles Day, followed by anniversary 

sales. The majority of consumers shopped according to their plans. As the shoppers said their incentives are lower 

prices/special offers, and purchasing more items to qualify for the deal/gift rewards, this shows they are shopping 

rationally and discounts remain to be the most effective incentive.

• Recommendations
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Data Collecting Data Weighting Insight Sharing

953 samples were collected 

during 1 Dec – 5 Dec 2021 via 

our online panel on those aged 

18-60 in Taiwan

The collected data was 

processed and weighted to 

better represent the 

Taiwanese online population

The results are now shared to 

help inform decision makers 

about Taiwanese people’s 

sentiment towards the current 

situation



How Taiwanese use quintuple stimulus vouchers
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Yes, 

88.7%

No, 

11.3%

Have you used the stimulus 

vouchers?

48.6%

25.8%

22.2%

10.0%

25.2%

7.7%

20.7%

11.9%

6.5%

3.8%

Going to buy

56.2%

41.6%

16.0%

11.4%

11.3%

10.3%

10.0%

9.3%

8.9%

6.7%

Already bought

Daily groceries

Food/dining/vouchers

Electronic devices

Clothes

Home appliances

Health supplements

Travel/accommodation

Shoes

Kitchenware

Skincare

• Approximately 90% of the quintuple stimulus vouchers that went 

live at the beginning of October 2021 have been used. Items 

people purchased with the vouchers are primarily everyday 

necessities such as groceries (56.2%), food/dining/restaurant 

vouchers (41.6%). 

• As to the 10% of people who haven't used the vouchers, they 

also plan to spend on groceries (48.6%) and food/dining (25.8%). 

In addition, more than 20% showing interests in using the 

vouchers on categories such as home appliances, electronic 

devices and travel. 



Reasons for not having used the vouchers
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Yes, 

88.7%

No, 

11.3%

Have you used the stimulus 

vouchers?

51.1%

35.2%

18.9%

10.5%

5.7%

Waiting for better deals or rebate
programs

No items on the want list

No occasions to use the vouchers

Haven't picked up the vouchers

Other, please indicate

• Among those who haven't used the vouchers, the majority are waiting for better deals/rebate programs (51.1%). 

Besides, 35% said there's nothing they want to buy for now. 



• 94.4% said it's obvious that the prices have gone up based on 
recent shopping experiences, especially items like dining at 
restaurants (84.5%)

• As a whole, people between 50-60 are the most attentive to the 
price increase. Moreover, people in the 30s are the most 
conscious about the increase of transportation, and 
travel/accommodation cost. 

Perception of price increase
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Yes, 94.4%

No, 5.6%

Are you aware of the rising prices?

84.5%

75.6%

64.4%

63.8%

39.4%

25.3%

23.1%

19.5%

Food (rice, flour, eggs, oil, etc.)

Restaurant/dining

Packaged foods (instant noodles,

meal kits, etc.)

Groceries (tissue, toothpaste, etc.)

Transportation (flight tickets, fare, oil

price, etc.)

Travel/accommodation

Housing (Renovation, rent, etc.)

Clothes/accessories

Items with obvious rising prices

Total 18-29 30-39 40-49 50-60



• This year, our June survey found 87.9% of Taiwanese using skincare products whereas it's 85.5% in Dec survey, which 

shows no much difference from June. 

• The two surveys also found similar skincare routines. The most frequently used products are face cleansers, lotions 

and toners. As the weather changes, there's a significant drop in cleansing products and sunscreens. However, 

there's been a slight increase in products with more sticky feel or moisturizing features such as hand cream, and 

cream/facial cream. 

Frequency of skincare product use

June 2021 survey conducted from 2021/06/02-2021/06/06 7
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• 23.2% of people believe they will use skincare products more often in the next 3 months. Those between 30-39 will 

increase their frequency of use the most, followed by the 18-29-year-olds. 

Frequency change in skincare routines in next 3 
months
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23.2% 25.8% 27.0%
21.8%

16.3%

-4.2% -0.9%
-4.9% -6.2% -5.5%

Total 18-29 30-39 40-49 50-60

FREQUENCY CHANGE IN SKINCARE ROUTINES IN NEXT 3 MONTHS

More often Less often



• 47.9% have bought skincare products during shopping festivals, mostly during Singles Day (31.8%), followed by anniversary 

sales (21.8%). Black Friday has the lowest percentage, with only 11.9%. 

• People in their 30s demonstrate the strongest buying power during shopping festivals among all age groups, especially 

during Singles Day and anniversary sales. As to Black Friday, people between 18-29 spend slightly more. 

Q. Have you bought skincare products because of any of the following 
shopping festivals/events, whether it's online or at physical stores 
( multiple choices)

Skincare buying during shopping festivals
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Skincare buying during shopping festivals
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Attitudes towards skincare buying during shopping 
festivals

Q. Follow-up question: which of the following statement best describes 
your attitude towards skincare buying? 10

• We asked people who had made purchase during the shopping festivals about their attitudes. The majority said they shopped 
according to their plans (57.3%), which means they had a certain brands/products in mind and successfully purchased what they need 
during the campaigns. There's also 30% of people who somewhat stuck to their shopping plans, which means they had what they need 
in mind but unsure about the brands or the products, so they picked and made choices during the campaigns. The replies show that 
the majority of consumers are making purchases purposefully to satisfy their needs. 

• In contrast, male and consumers between 50-60 show higher percentage of impulsive shopping. The survey result shows that they are 
more easily affected by the festive campaigns and inclined to make unplanned purchases. 

57.3% 54.6% 59.4% 57.8% 56.5% 61.2%
52.2%

31.2% 30.7%
31.6% 30.6% 35.7% 30.9%

25.9%

11.2% 14.7% 8.5% 11.6% 7.8% 7.9%
20.6%

Total Male Female 18-29 30-39 40-49 50-60

Attitudes towards shopping during shopping festivals

Impulsive shopping

Somewhat planned shopping

Planned shopping

It wasn't in my plan, but I just bought it 

because I like it.

It was in my plan, but I am not sure which 

brand/product. I picked and purchased what 

I need during the campaign.

I knew which brand/product I wanted to 

get, so I got them during the campaign.



Purchase incentives of skincare products
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80.3%

33.4%

24.4%

15.9%

11.5%

84.7%

43.1%

31.0%

22.2%

90.3%

Lowered
price/speci

al offers

Purchased
more items
to qualify

for the
deal/gift…

Limited
packages/li

mited
edition

Channel-
specific/ex

clusive
products

Appealing
gifts

Reasons to buy skincare products during shopping 
festivals

Total

18-29

30-39

40-49

50-60

• For people who had made purchases during 

shopping festivals, we followed up and asked what 

had encouraged them to spend. 80% believed it's 

because of lowered price/special offers, and 33.4% 

purchased more items to qualify for the deal/gift 

rewards. The replies show that it's still all about the 

price war. 

• What's more, 24.4% said it's because of limited 

product package while 15% were attracted by 

channel-specific/exclusive products. Therefore, 

limited edition and exclusiveness are also influencing 

factors to trigger buying in addition to more 

favorable prices. 

• In general, reduced prices are the main trigger for 

people in the 50s to spend, followed by people in the 

30s. This group is also the most vulnerable to limited 

editions/exclusive products, and thus decided to buy 

skincare products during shopping festivals. 



WANT TO KNOW MORE? CONTACT US…
Want to know more about your industry?

Want to know more about your audience/consumers?

Want to ask your own questions?

Want to know similar information for other Asian markets?

Want to contribute your thoughts?

Want to partner with us?

We want to hear from you. Please provide your contact details so we can contact you.

tatt@ek2a.com


