MINTEL

Suncare - UK - November 2014

e The above prices are correct at the time of publication, but are subject to
Report Price: £1750.00 | $2834.04 | €2223.04 B

“The suncare category is largely dependent on the weather,
and with a wet summer in 2014, the category is predicted
to decline in value by 8%. This offers opportunities for
brands to advertise in the winter or position products
outside the summer season.”

— Roshida Khanom, Senior Personal Care Analyst

This report looks at the following areas:
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= A category that is weather dependent REPORT NOW

= Consumers show interest in multi-functional products
= Appearance benefits offer opportunities
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The suncare category is predicted to show a decline in value in 2014, with low consumption as well as a store. minte| .Ccom
perceived lack of need driving down purchase. Own-label shows a rise in new launches in 2013 and
2014, with retailers supporting their own-label ranges with promotional campaigns. Growth in the
category can come from new innovations, particularly in multi-functional and anti-ageing products, as CALL
well as engaging consumers with promotional campaigns. EMEA
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This report covers consumer usage of sun protection and self-tanning products, as well as interest in
new innovations and attitudes towards purchasing. Parental attitudes towards sun protection have also
been included. Brazil
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Marketing and advertising
Alliance Boots
Background and structure
Strategy and financial performance
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Figure 34: Examples of new product launches by Boots in the suncare market, November 2013-September 2014
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Marketing and advertising

Johnson & Johnson

Background and structure
Strategy and financial performance

Figure 37: Johnson & Johnson Limited financial performance, 2012-13

Product range and innovation
Figure 38: Examples of new product launches by Johnson & Johnson in the suncare market, November 2013-September 2014
Marketing and advertising
Beiersdorf
Background and structure
Strategy and financial performance
Figure 39: Beiersdorf UK Limited financial performance, 2011 and 2012
Product range and innovation
Figure 40: Examples of new product launches by Beiersdorf in the suncare market, November 2013-September 2014

Figure 41: Examples of new product launches by Beiersdorf in the suncare market, November 2013-September 2014 (CONTINED)
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Figure 42: Examples of new product launches by Beiersdorf in the suncare market, November 2013-September 2014 (CONTINED)
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Marketing and advertising

Brand Communication and Promotion

Key points
Reduction in overall advertising spend

Figure 50: Main monitored media advertising spend on suncare products, January 2010-September 2014

Boots is top advertiser
Figure 51: Main monitored media advertising spend on suncare products, % share by advertiser, January—September 2014

Advertising spend by media type
Figure 52: Main monitored media advertising expenditure on suncare products, by media type, January 2010-September 2014

Channels to Market

Key points

Boots and grocery multiples hold their own in a declining market
Figure 53: UK retail value sales of suncare products, by outlet type, 2013-14 (est)

Discounters are winning

The Consumer — Usage of Suncare Products

Key points
Decline in overall usage

Figure 54: Usage of suncare products in the past 12 months, by intention to use again, 2013 and 2014

Two thirds of people are suncare users
Figure 55: Usage of suncare products in the past 12 months, august 2014

High level SPF shows highest usage
Figure 56: Usage of suncare products in the last 12 months, and intention to use again, August 2014
Medium/low SPF usage may be associated with tanning

Self-tanning products show low usage
Figure 57: Usage of self-tanning products in the past 12 months, August 2012

The Consumer — Interest in New Innovations

Key points

Anti-ageing products show highest interest
Figure 58: Interest in new innovations, by any interested, August 2014

Young people interested in multiple benefits
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On-the-go innovations

Gender differences

The Consumer — Parents Attitudes towards Sun Protection

Key points
Mums are more involved

Figure 59: Parents attitudes towards sun protection, August 2014
Greater product differentiation for babies

Helping parents to help themselves

The Consumer — Purchase of Sun Protection Products

Key points

Just over half of people buy sun protection
Figure 60: Purchase of sun protection products, August 2014

Sun protection is not topped up every year
Figure 61: Attitudes towards purchasing sun protection products, August 2014

Opportunities for greater product differentiation
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