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T “As the baby boom shows evidence of coming to an end, it

'% may be more relevant for the category to focus on toddlers
rather than new-borns. Extending product ranges for older
children and offering greater product segmentation by age
could be a way to ensure the category shows growth.”

— Roshida Khanom, Senior Research Analyst

This report looks at the following areas:
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< Baby boom comes to an end REPORT NOW
= Parents are becoming more ingredient-savvy/sophisticated in their knowledge
= Discount retailers are taking a bigger slice of the pie

VISIT:
The babies’ and children’s personal care, nappies and wipes market has shown a decline in value of 3% store. minte| .Ccom
in 2014, as the baby boom shows evidence of coming to an end. The number of live births recorded by
the ONS (Office for National Statistics) declined by 4% in 2013 suggesting that the category may
struggle to show growth in value again. A lack of NPD (New Product Development), as well as reduced CALL
investment in advertising, has also contributed to the decline. With 50% of parents who buy nappies EMEA
and wipes bulk buying during times of special offer, low prices are driving down the value of the overall +44 (O) 20 7606 4533
category.
The banning of a number of preservatives from use in leave-on products for babies in 2015 will likely Brazil
boost NPD in the category as brands look to reformulate. Sales are also expected to benefit, 0800 095 9094
particularly as 24% of parents feel that ingredients in personal care products can be harmful to children
and babies. Indeed, product positioning claims have already begun to see more of a movement away
from generic botanical claims to the more health-driven hypoallergenic and paraben-free claims to help Americas
alleviate concerns. +1 (312) 943 5250
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Figure 43: User profile of Pampers, January 2015

Johnson & Johnson capitalises on rich history to create classic and trustworthy associations
Figure 44: User profile of Johnson & Johnson, January 2015

Huggies has similar image to Pampers despite withdrawal of nappies in UK
Figure 45: User profile of Huggies, January 2015

Cussons perhaps in need of a refresh due to old-fashioned perceptions
Figure 46: User profile of Cussons, January 2015

Simple Baby appears to lack the perception of having a comprehensive product range
Figure 47: User profile of Simple Baby, January 2015

Nature Babycare clearly signposts natural credentials but lacks the awareness to make a strong impression
Figure 48: User profile of Nature Babycare, January 2015
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Figure 49: UK retail value sales of babies’ and children’s personal care products, nappies and wipes, by outlet type, 2013 and 2014

The Consumer — Products Purchased

Key points

Dads are more likely to buy traditional products

Figure 50: Babies’ and children's personal care products, nappies and wipes purchased in the last 12 months, January 2014 and
December 2014

Toothpaste and suncare purchases decline

One in five parents choose essentials only

Figure 51: Repertoire of babies’ and children's personal care products, nappies and wipes purchased in the last 12 months, January
2014 and December 2014

The Consumer — Places of Purchase

Key points
Parents favour bricks and mortar...
Figure 52: Places of purchase of babies’ and children’s personal care products, nappies and wipes, December 2014
...however, online plays an important role
Expertise drives shopping at pharmacies

Price drives discount stores

The Consumer — Shopping for Personal Care Products

Key points
Other parents are a greater source of influence than health professionals
Figure 53: Attitudes towards shopping for babies’ and children’s personal care products, December 2014
Less affluent parents are more likely to seek professional advice
A quarter are worried about ingredients

Brand name remains important

The Consumer — Shopping for Nappies and Wipes
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Nappies and wipes purchased on special offer
Figure 54: Attitudes towards shopping for nappies and wipes, December 2014

Brand loyalty is high

Concern drives usage of reusable nappies

The Consumer — Attitudes towards Babies’ and Children’s Personal Care, Nappies and Wipes

Key points
Bath times are for bonding

Figure 55: Attitudes towards babies’ and children’s personal care products, nappies and wipes, December 2014
Sense of responsibility drives desire to seek advice

Mums like to give advice

Appendix — Segment Performance

Figure 56: UK retail unit sales of babies’ and children’s personal care products, nappies and wipes, by category, 2013 and 2014

Figure 57: Price per unit of babies’ and children’s personal care products, nappies and wipes, by category, 2013 and 2014
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