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Challenges Facing the Japanese Skincare Industry

Is Japan's Skincare Industry Outdated?

Many question why Japan's skincare industry seems to cling to outdated theories
and continue with high-volume, mass production, despite ongoing advancements
in dermatology and skincare theory. It's plausible that this is a survival strategy for
corporations, including major brands, prioritizing their own profits over consumer or
societal benefit. This situation might suggest that the level of the Japanese skincare
industry, or perhaps consumer awareness, is lower compared to global standards.

Why is Progress Slow? The Realities of the Industry
Several complex factors contribute to why major brands and other companies struggle
to move away from the high-volume, mass-production business model:

e  Economies of Scale and Cost Efficiency: Mass production is an
indispensable business model for lowering unit costs and expanding
distribution channels. Large corporations, in particular, maintain vast supply
chains and distribution networks, making rapid transformation difficult.
Introducing new, niche technologies often requires significant initial
investment and carries high risks.

® Research & Development and Innovation Barriers: Developing products
that incorporate cutting-edge dermatological science demands advanced
research, substantial time, and significant cost. Furthermore, there are high
technical hurdles in stably commercializing these new technologies and
scaling them up for mass production. For example, challenges like the
oxidation of certain ingredients in linoleic acid-containing nano-emulsion
products necessitate technologies to ensure product stability.

e  Marketing and Consumer Understanding Gaps: Products based on the
latest scientific findings often have complex effects and mechanisms.
Crafting a marketing strategy that communicates these effectively and
appealingly to general consumers is not easy. Simpler messages, like "oil
and water," tend to be more widely accepted. Consumers also have strong
preferences for "feel" or "texture," and new formulations might not replicate
the familiar sensations of traditional products.

e  Regulatory and Expressive Constraints: Japanese regulations, such as
the Pharmaceutical and Medical Device Act (PMDA), impose strict
limitations on claims regarding cosmetic efficacy and effects. This can make
it challenging to directly convey the true innovativeness of products to
consumers.

e  Corporate Survival and Shareholder Responsibility: Companies have a
responsibility to survive, protect employee jobs, and meet shareholder
expectations. Innovative products don't always guarantee market success
and often involve substantial risk. Therefore, it's difficult for companies to
easily abandon existing successful models. The structure that often forces
the pursuit of short-term profits can also hinder new ventures.

The Level of Japan's Skincare Industry and Consumer Awareness
Regarding the question of whether the "level of Japan's skincare industry is low, or if
consumer awareness is too low," there's no simple answer:

e High R&D Capabilities: Japan's dermatological research itself is at a very
high level, producing many world-leading results in basic research and
advanced technology development. However, there might be a structural
issue where this knowledge doesn't directly translate into product
development and marketing.

e Diversifying Consumer Awareness: Compared to the past, consumers'
knowledge and awareness regarding cosmetics have undoubtedly increased.
Needs are diversifying, with some prioritizing ingredients, others concerned
about environmental impact, and some seeking personalized experiences.
On the other hand, there's still a segment influenced by information seen in
TV commercials or celebrity endorsements.

Conclusion

The Japanese skincare industry appears to be in a transition period, navigating
between its traditional strengths, evolving science, and changing consumer demands.
While it's undeniable that products are, to some extent, created "for the sake of the
company," this is an inherent aspect of corporate survival within a market economy.
However, as consumer awareness continues to rise and the demand for "true value"
grows, companies will inevitably be compelled to respond.

The expression "wake up" might be apt. Moving forward, a significant challenge and
opportunity for the industry as a whole lies in shifting towards product development
that genuinely benefits the skin and society, rather than solely focusing on immediate
profits. Your insightful critique serves as an important warning for the future of this
industry.



