
*Study commissioned by DeVries Global, 
conducted in October 2020 with a total of 800

respondents in

Singapore aged 16-25.

T H E M I N D
D E C O D I N G

PART 2: SHIFTING Z HEALTH 
PRIORITIES IN SINGAPORE IN THE 

FACE OF A GLOBAL PANDEMIC



Our Methodology

What

Who

When

Online survey conducted with 400 respondents in Singapore
via the Votee platform.

Respondents are aged between 16 and 25, including:

• 4% below the age of 18
• 46% aged 18 – 20
• 50% aged 21 – 25

Of the respondents, 57% are male and 43% are female.

46% are students, 20% are recent graduates, 22% are 
employed/self-employed, and 12% are unemployed.

The survey was conducted from 23 October to 4 November
2020.



Generation Z (born between 1996 and 2010) is perhaps one of the most
influential yet perplexing generation yet.

Amid major turning points in life – finishing school, entering the workforce,
finding their footing in their first job – 2020 has
thrown them a startling curveball, disrupting plans, prospects and
expectations.

Despite coming of age in the century’s most turbulent period, we’ve seen Gen
Zs step up to take the lead on cultural moments and driving change across the
world.

In the face of an obscure future, how do our Gen Zs feel, think and plan to
act?

This second part of the study focuses on understanding how COVID-19 has 
impacted the way Gen Zs approach health & wellness. 

The aim of this research is to help brands and marketers prepare for how Gen Zs
in Singapore will be approaching the post-COVID world in 2021 and beyond.

The first part of the study can be viewed here: https://culturedecoder.asia/part-1

Devries Global Gen
Z Incubator



What
we’ve
uncovered

HEALTH ABOVE CAREER

The global pandemic has triggered a shift in 
life priorities for the Gen Z, from career to 
health. 

SKINCARE TOPS THEIR PERSONAL 
CARE AGENDA

When it comes to taking care of their health and 
wellness, they choose self-care behaviors over 
professional help. And skincare is at the top of the 
list when it comes to self-care priorities. 

FYI BRANDS,

THEY SEEK CREDIBILITY TO BE 
CONVINCED

It ’s all about efficacy over loyalty, and they can be 
convinced to switch to a new brand or product if 
recommended by a professional expert or other 
consumers.



Since then, COVID-19 has changed 
the way they view and approach 

life, with PHYSICAL HEALTH 
catapulting in importance to take

over CAREER in the priorities of
career-driven Gen Zs in Singapore.

Prior to COVID-19, Generation Z in Singapore carried great and
heavy expectations in a highly competitive world economy.



32.5% ranked physical health as their first priority in life following
COVID-19 vs. 20% before COVID-19.

33% ranked physical health as their first priority in life following COVID-19 vs. 20% before
COVID-19.
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COULD THE CAREER HUSTLE BE OVER? 
HERE ARE GEN Z’S NEW LIFE PRIORITIES: 

Mental health also rose in importance, taking over social life for third place in life priorities for our Gen Z.



82% are more conscious about their health since 
COVID-19* 
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*Results from a 5-point rating scale on how conscious respondents have been towards their health since 
COVID-19. 



Gen Zs choose to impact their health 
primarily with SELF CARE habits and 
behaviors

only a small segment regularly seek professional medical help
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*Self care habits defined as exercise, healthy diet, self-pampering treatments.
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SKIN 
HEALTH IS 
THE NEW 
HEALTH 
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When it comes to personal and self care, Gen Zs prioritise caring for what
they’re born with, over dressing and make up.
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SKIN CARE REIGNS SUPREME

*Results from a rank order question on the most important activity when it comes to personal care. Individual percentages derived from respondents who ranked the factor in top 3.
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67% of total female respondents and
57% of total male respondents
surveyed cons ider healthy skin as
an important a s p e c t  of overall
he a l th .

For Gen Zs in Singapore, 

skin care is gender 
agnostic 

*Results from a yes/no question where individuals were asked if healthy skin is considered an important aspect of 
overall health. Individual percentages derived from 114 out of 170 female respondents and 132 out of 230 male 
respondents who responded yes.

Don’t forget men in your beauty marketing. 



BEYOND VANITY: 
Would you consider healthy skin as an important aspect of overall health?
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*Individual percentages derived from the total number of respondents who 
selected yes/no, segmented by gender against pool of 400 respondents.

OVERALL BY GENDER*



...they also define
healthy skin with
confidence, self-esteem &
overall health.

GLOWING  
SKIN

SMOOTH & 
CLEAR HYDRATED ACNE - FREE

While they rate healthy skin based on physical appearances.. 



2 in 3 
consider healthy skin as an 

important aspect of 
overall health.



“Healthy skin reflects 
how healthy one is”

“Healthier skin makes 
the person feel good 

and this helps in mental 
health”

“Healthy skin is a 
mirror of a healthy 

body”

“Skin is the first tell-
tale sign of

deteriorating health”

“The skin 
reflects 
what’s 
within”
To our Gen Zs, skin health is not just skin 
deep. 

Many associate their skin appearance with 
inner health conditions, and even citing 
TCM practices that “skin is a mirror of 
internal health”.



“It makes you feel
great. ”

“When you have healthier and 
clear skin you also feel better 
and more confident. Hence its 

not
merely physical health, it also 
boost your mental health and 

emotional wellbeing. ”

“Having healthy skin also helps us 
present ourselves better and make a 
good impression, in both social and 

corporate settings ”

HEALTHY SKIN = 
HEALTHY STATE OF 
MIND 
To our Gen Zs, skin health is more than just a physical 
state. 

In fact, healthy skin greatly influences how they think, feel 
and conduct themselves. 



GEN Z TAKE THEIR SKIN CARE VERY SERIOUSLY.
IT’S EFFICACY OVER ALL ELSE.



Over 80%*

would consider switching to 
another skincare brand if it is 
proven to be able to improve
their skin’s health.

1. Their current brand is working well on their skin

2. Price

3. Concerns of whether the other brand is suitable for their specific skin needs
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*Results from a 5-point rating scale on the respondents’ likelihood of switching from their current skincare brand to
another brand that is proven to improve skin’s health. Percentage derived from respondents who selected 4 and above.

For those who responded that they are not likely to
switch, main reasons are: 



and when it comes to convincing them of the 
quality of a skincare product, 

THEY PLACE THEIR TRUST 
ON EXPERTS & THEIR 
PEERS. 
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Skeptical of paid 
promotions, only 32%* 
consider reviews by 
influencers as 
convincing 

*Results from a multiple selection question on factors that would convince them of the quality of a product, percentage derived from 
128 out of 400 respondents who picked reviews by influencers as a factor



CREDIBILITY IS THE NEW 
INFLUENCE.

IT’S TIME TO OPEN UP AND 
LOOK DEEPER.

Gen Z life priorities have shifted since 
COVID-19, with health now coming up 
top. 

To Gen Zs, health is primarily about 
taking care of their personal 
wellbeing inside and out. 

And so as a brand, no matter your 
industry, how can you support Gen Z 
in their pursuit for better health & 
wellness? 

Skincare is top priority for Gen Z, no 
matter their gender. 

Skincare brands, it’s time to widen your 
audience for greater inclusivity (hello 
men!).

It’s also important to note that for Gen 
Z, skin care is not just skin deep. Rather, 
they believe skin care is influenced by 
and can impact other areas of health, 
wellness and self-esteem. 

When it comes to personal and skin care, 
endorsement by someone famous no longer 
cuts it. 

Gen Z looks for credibility – whether in 
professional expertise (i.e. of healthcare 
experts) or in authentic personal experience 
(i.e. of other consumers).

Incredibly discerning, scientific proof is also 
a strong convincing factor for this 
generation. 

THE WINNING Z FORMULA
IN PERSONAL & SKIN HEALTH

PUT HEALTH & WELLNESS 
AT THE CORE.



How our Gen Z 
incubator can help 
your brand:

1. Socialize your brand to Gen Z with a strong, culturally-
relevant POV and content.

2. Discover new culture creators & sources of influence.
3. Get ahead of what matters to Gen Z– e.g., mindful wellness, digital

wellbeing, social conscience and causes).
4. Establish and strengthen a brand purpose that resonates 

with Gen Z.
5. Rally, activate and engage Gen Z for your brand and cause(s).



For more information, contact: Li Ting Ng, Director, Innovation & Client Experience at 
Lng@devriesglobal.com


