


 

Executive Summary 

Objective: 

To evaluate the cultural, linguistic, visual, and strategic viability of NORTHGLASS to 

enter the Chinese market, and to identify the adaptations required for trusted 

market entry and successful localization. 

Price Positioning (China):  

¥155 – ¥415 

Market Tier:  

Mid-to-Premium / Accessible Premium Segment 

Overall Viability Score: 6.5 / 10 – Moderate Viability, Needs Adjustments  

NORTHGLASS has strong product-market potential but significant gaps in trust 

assets, communication, and cultural tone. These gaps are critical and must be 

addressed prior to launch. 

Top Three Critical Risks: 

1. Trust Gap: Lack of visible clinical proof and safety documentation which 

reduces credibility in the sensitive-skin segment. 

2. Tone-of-Voice Mismatch: The current cold, minimalist tone risks being 

perceived as distant or arrogant, weakening emotional trust-building and 

connection. 

3. Naming Recall Risk: “NORTHGLASS” is a little too lengthy and not optimized 

for Mandarin memorability or searchability. 

Core Mandate: 

Localize all brand assets by infusing the global minimalist design & personality with 

empathy and assurance while clearly voicing multi-functional efficacy and clinical 

proof to bridge the existing trust and tonal gaps. 
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1. Target Market & Positioning Review 

1.1 Target Customer Fit & Behavioral Alignment 

The ¥155–¥415 price band positions NORTHGLASS within the Affluent Mid-Market, 

China’s fastest-growing skincare tier (+5.2% YoY), powered by ingredient-literate, 

results-driven consumers. 

Key behavioral trends shaping the market: 

● 90% research ingredient lists before purchase, demonstrating high ingredient 

literacy and rational evaluation. 

● 59% of consumers choose products based on skin type with sensitive skin 

emerging as one of the highest-growth categories. 

● “Whitening + Hydration” (美白 + 锁水) dual-efficacy search demand is up 

over 300% year-on-year, reflecting a strong market-wide preference for 

multi-functional products. 

● Male facial anti-aging interest rose 83.7% 

● Full-chain anti-aging solutions (anti-darkening → prevention → brightening) 

have been trending strongly. 

Based on its global branding, NORTHGLASS has the potential to position itself as an 

accessible premium skincare brand in the Chinese market. Its brand identity, 

product philosophy, and brand’s “Clarity through Simplicity” promise align most 

strongly with two major market segments: 

1.1.1 Time-Poor Professionals (Age 25–35) 

● Represent 40% of beauty market value. 

● Drive the expanding “Lazy Economy” (projected to exceed ¥1T) with a 

compound annual growth rate of 12.8% by 2025.. 

● 60% of “多效合一” (multi-functional) product searches coming from them. 

● 71% identify time efficiency (时间效率) as their primary consumption factor. 
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● 75% shop during the 20:00–22:00 "decompression window," expecting to 

feel listened to and reassured. 

Fit : NORTHGLASS offers a simple, high-efficacy 4-step routine suitable for this 

segment. 

Gap : This group favors multi-functional products, while the current formulas 

appear single-function unless benefits are explicitly reframed. 

1.1.2 Sensitive Skin Consumers 

● 36.1% of Chinese women have sensitive skin. 

● More than 30% of Chinese in China’s first tier city suffer sensitive skin 

problems. 

● Demands safety and transparent ingredients that are low stimulation (no 

alcohol/fragrance) and barrier repair (Ceramides, Oats). 

● High reliance on expert channels (美丽修行), third-party testing, and visible 

safety assurances, such as: 

○ Clinical patch test results (敏感肌贴片测试). 

○ Safety assessments and certifications. 

○ Dermatologist or laboratory verification. 

○ National Medical Products Administration (NMPA). 

Fit : NORTHGLASS’ clean, fragrance-free, ceramide and oat-based formulas 

align well. 

Gap : Trust cannot be established without verifiable documentation (clinical tests, 

NMPA). The absence of these safety elements significantly reduces conversion 

potential. 
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2. Cultural & Linguistic Risk Evaluation 

2.1 Tone-of-Voice & Personality Assessment 

Chinese consumers, especially the sensitive skin market segment, are very sensitive 

to brand’s personality and verbal identity. They expect skincare brands targeting 

sensitive skin to express reassurance “安全感” and empathy “共情力”. They also 

gravitate toward brands that offer a sense of emotional healing. 

In contrast, NORTHGLASS’ current personality and tone (“minimal, cold, neutral, 

understated”) risk being perceived as: 

● 傲慢 (arrogant) 

● 过于冷漠 (emotionally disconnected) 

● 缺乏关怀 (lacking care) 

This reduces perceived trustworthiness and attractiveness, which may hinder 

market penetration. NORTHGLASS should maintain its iconic minimalism, but infuse 

it with clearer signals of empathy and reassurance to align with Chinese consumer 

expectations. 

2.2 Brand Story & Messaging Alignment 

2.2.1 Brand Story (Global) 

“ Founded by two product designers in Copenhagen who believe skin 

care should be uncomplicated and distraction-free. NORTHGLASS 

expresses Scandinavian restraint — formulas with few ingredients, quiet 

packaging, and a no-nonsense approach.” 

The global brand story is aesthetically strong and design-led but presents a gap in 

empathy and emotional reassurance for the Chinese market, especially for the 

sensitive-skin segment. This focus on "restraint" creates an emotional distance 
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between the brand and its target audience, hindering the establishment of 

necessary trust. 

2.2.2 Global Tagline 

“Pure. Simple. Northern.” 

The tone effectively conveys minimalism, but it lacks the emotional nuance needed 

to build trust and comfort for consumers who prioritize safety and calmness. 

2.2.3 Sample Messaging 

Global messaging taken from NORTHGLASS Instagram 

“Clarity feels like this.” 

Less noise, more you. 

Arctic Cloud Cleanser — made with real glacier water. 

No perfume. No drama. Just Northern calm. 

These messages emphasize ingredients, design cues, and sensory calmness, which 

aligns with the brand’s global aesthetic. However, in the Chinese market, this tone 

risks feeling distant rather than soothing, and may not convey the reassurance, care, 

or functional clarity that sensitive-skin consumers look for. 

2.2.4 Functional Communication Gaps 

Chinese consumers make purchase decisions based on clearly articulated functional 

benefits, especially efficacy pairs such as: 

● 美白 + 锁水 (whitening + hydration) 

● 舒敏 + 修护 (soothing + barrier repair) 

● 抗老链路 (multi-step anti-aging) 

Current product names (e.g., Arctic Cloud, Snowbright) are visually appealing but 

do not communicate efficacy, dual-benefit structure, or clinical purpose, which is 
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key decision-making criteria for NORTHGLASS’s potential target market in China. As 

a result, consumers may struggle to understand the functional value of each 

product at first glance. 

2.3 Brand Name Evaluation 

“NORTHGLASS” conveys the intended Nordic purity aesthetic but presents 

challenges in the Chinese market: 

● Difficult for Mandarin speakers to recall. 

● Hard to communicate verbally. 

● Not optimized for digital search. 

● Requires a concise, meaningful Chinese name. 

Recommended naming direction: 

Adopt a semantic naming approach. Semantic names outperform in China because 

they clearly signal benefit, improve searchability, and reduce cognitive load. Choose 

names elements associated with clarity, purity, or crystal-like transparency (e.g., 晶 / 

清 / 璃) to reinforce the brand’s core attributes. 

2.4 Visual Identity Potential Review 

Strengths: 

● Clean Nordic Minimalism: This aesthetic successfully communicates premium 

quality and efficacy in established markets, positioning the brand as 

sophisticated and substance-focused. 

● Consistent Global Design Language: Maintaining a uniform look across 

markets is an operational strength that supports instant brand recognition 

and is fundamental to building global trust. 

 

 

6 



 

Risks: 

● Text-based Logo in English: The heavy reliance on an English-only logo makes 

it difficult for consumers in the Chinese market to read and remember, which 

reduces brand recall locally. 

● Lacks Aspirational Color Pop: The existing cool-toned, subdued palette (Frost 

Grey, Ice Blue, Soft Graphite, White) struggles to stand out and emotionally 

connect in the vibrant Chinese Skincare Industry, where bolder colors are 

needed to signify desirability and high-value. 

● Minimalist Packaging for E-commerce: The low-impact, simple design, while 

elegant in person, often appears as an undifferentiated "white blur" in small 

e-commerce thumbnails, significantly hindering click-through rates. 

● Reliance on Heavy White Space Design: Due to the Chinese market 

high-context communication characteristic, the emphasis on heavy white 

space in the design is likely to be viewed as a lack of content or information 

by the mass market, contrasting with the local preference for a dense, 

information-rich visual experience. 
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3. Strategic Localization Recommendations 

3.1 Core Adaptation Priorities 

Before NORTHGLASS can establish a credible and resonant presence in China, it 

must translate its strong global fundamentals into a form that aligns more closely 

with local expectations for trust, efficacy, and emotional connection. The following 

priorities outline the essential adaptations required for the brand to become both 

locally relevant and competitively compelling in the Chinese skincare market. 

Area Recommended Action Priority 

Brand Name Adopt a concise, semantic Chinese name (e.g., 

related to 晶, 清, 璃) and integrate it into all 

consumer touchpoints. 

Must 

Implement 

Logo Develop a dedicated Chinese Logotype. 

Create a high-impact, beautifully designed 

logotype in Simplified Chinese characters that 

can be used alongside or instead of the English 

text logo for all China-facing assets to ensure 

high readability. 

Must 

Implement 

Brand 

Personality 

Keep the brand’s minimalist and understated 

personality while softening the “cold” 

personality to calmness, supported by subtle 

empathy and reassurance. 

Must 

Implement 

Brand Story and 

Messaging 

Adjust the Chinese brand story, local 

messaging, and the Mandarin tagline to align 

with the custom-tailored Chinese brand 

personality and tone-of-voice, ensuring the 

Must 

Implement 
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brand’s presence in China remains both 

culturally aligned and globally consistent. 

Functional 

Messaging Focus 

Develop Dual-Efficacy claims (e.g., 

"Snowbright + Frostguard = 美白+锁水") to 

capture the 300% search demand. 

Example: 

Arctic Cloud Cleanser → Low-irritation base; 

safe for daily sensitive-skin cleansing. 

Snowbright Vitamin C Serum → Whitening + 

Antioxidant (美白 + 抗氧). 

Frostguard Barrier Cream → Barrier repair + 

48-hours water retention (修护 + 锁水). 

Polar Reset Night Serum → Anti-aging + 

soothing (温和抗老). 

Must 

Implement 

Trust/Authority Conduct clinical test and apply for safety 

certifications (Clinical patch test results (敏感

肌贴片测试), safety assessments and 

certifications, dermatologist or laboratory 

verification, NMPA). Ensure all safety 

certifications and clinical data are visible on 

product page and packaging and used as a 

primary marketing asset. 

Must 

Implement 

Visual Identity Introduce a subtle, high-value metallic accent 

(e.g., silver, aurora-inspired colors) to 

secondary packaging and e-commerce visuals 

to signal premium design and increase Visual 

Information Density on all digital platforms, 

reducing white space to align with local 

preference for detail and efficiency 

Must 

Implement 
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Packaging 

Localization 

Implement comprehensive secondary 

packaging localization (e.g., a removable box 

sleeve) to include the semantic Chinese name, 

Chinese version of the Logo, dual-efficacy 

claims, and visible safety/compliance 

documentation. 

Must 

Implement 

Channel 

Strategy 

Adopt a hybrid approach: CBEC for sales 

(Tmall/JD), Mini-Programs for loyalty, and local 

social platforms (Douyin/Xiaohongshu) for 

content and community building, and 

participate in or celebrate local Chinese events 

(New Year, 520, 11.11). 

Must 

Implement 
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