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[bookmark: _Toc2]Article summary:
1. Singapore's skincare market is thriving, with consumers spending an average of US$ 675.71 per user in 2020, making it a lucrative market for innovative products to enter.

2. Singaporean consumers trust Korean and Japanese skincare brands, but there is still room for new brands to enter and innovate by addressing Asian-specific concerns and providing novel solutions.

3. Beauty platforms like Sephora dominate the market, but fashion and general eCommerce platforms also play a significant role in showcasing skincare products. Social media channels are crucial for reaching consumers, with online reviews being more influential than influencer marketing.
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May be slightly imbalanced: The article presents the information in a generally reliable way, but there are minor points of consideration that could be explored further or claims that are not fully backed by appropriate evidence. Some perspectives may also be omitted, and you are encouraged to use the research topics section to explore the topic further.
[bookmark: _Toc4]Article analysis:
The article provides a comprehensive overview of Singapore's skincare market, highlighting key insights and trends that can help businesses looking to enter this lucrative industry. However, there are several areas where the article could be improved in terms of critical analysis and providing a balanced perspective.

One potential bias in the article is its heavy focus on the positive aspects of entering Singapore's skincare market. While it is important to highlight the opportunities and potential for growth in the industry, it is also crucial to address potential risks and challenges that businesses may face. For example, the article does not mention any potential regulatory hurdles or competition in the market that new entrants may encounter.

Additionally, the article lacks evidence to support some of its claims. For instance, when discussing consumer preferences for Korean and Japanese skincare brands, the article mentions Daily Vanity's survey results but does not provide any specific data or methodology for how these results were obtained. Providing more concrete evidence would strengthen the credibility of these claims.

Furthermore, the article could benefit from exploring counterarguments or alternative perspectives. For example, while it emphasizes the popularity of Korean beauty brands in Singapore, it does not discuss any potential drawbacks or criticisms of these products. Including a more balanced view would provide readers with a more nuanced understanding of the market.

There are also instances where the article appears to be promotional in nature, particularly when mentioning specific eCommerce platforms like Althea and Sephora. While it is important to highlight relevant platforms for businesses looking to enter the market, care should be taken to avoid overly promotional language that may undermine the credibility of the information presented.

Overall, while the article provides valuable insights into Singapore's skincare market, there are areas where it could be improved by addressing biases, providing more evidence for claims, exploring counterarguments, and avoiding overly promotional content. By taking a more critical and balanced approach, readers can gain a deeper understanding of the opportunities and challenges in this industry.
[bookmark: _Toc5]Topics for further research:
· Regulatory challenges in Singapore skincare market

· Competition analysis in Singapore beauty industry

· Criticisms of Korean skincare brands

· Consumer preferences for Japanese skincare in Singapore

· Negative reviews of popular eCommerce platforms in Singapore

· Risks of entering Singapore skincare market
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