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“The suncare sector is estimated to show little change in
value in 2016, despite a rise in usage of sun protection and
self-tanning products. This is likely due to savvy shopping

behaviours which have seen discounters rise in
popularity."

– Roshida Khanom, Senior Beauty and Personal
Care Analyst

This report looks at the following areas:

• Reassessing the ratings system
• Suncare products are saved for reuse
• Making sampling in self-tanning easier

The mass market suncare sector is estimated to decline in value by 0.4% in 2016, to £242 million,
despite a rise in overall usage of suncare products. This is likely due to savvy shopping behaviours,
which have seen discounters rise in prominence.
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