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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:

BUY THIS
o Reassessing the ratings system RE PO RT NOW
e Suncare products are saved for reuse
e Making sampling in self-tanning easier
VISIT:
The mass market suncare sector is estimated to decline in value by 0.4% in 2016, to £242 million, Sto re.m | nte| .COm

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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A sector reliant on weather
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NPD drives market value in 2016

Usage occasions provide NPD opportunities
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Added benefits driving self-tanning sector
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NPD drives suncare sales
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Figure 31: Top three fastest growing and fastest declining claims in the UK after sun sub-category, percentage point change as a share
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Own-label brands see activity in 2015
Figure 32: New product launches in the UK suncare category, by top five ultimate companies and others, 2015

Diagnostics see innovation
Figure 33: June Netatmo and La Roche-Posay (L'Oréal) My UV Patch, 2015 and 2016

Advertising and Marketing Activity

Advertising sees a rise in 2016

Figure 34: Recorded above-the-line, online display and direct mail total advertising expenditure in the suncare category, January
2013-September 2016

Outdoor inspiration

NIVEA saw sharp rise in spend

Figure 35: Recorded above-the-line, online display and direct mail total advertising expenditure in the suncare category, % share by
top five advertisers in 2015 and others, January 2014-September 2016

Boots targets education at children
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Nielsen Ad Intel coverage
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Fake Bake appeals to men
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The Consumer — What You Need to Know

Sun protection sees a rise in usage

Education opportunities for brands

Saving products for later use

Young men show rise in usage of self-tanning products

Ease-of-use drives self-tanning sector

Usage of Suncare Products

Rise in usage of sun protection products
Figure 47: Trends in usage of suncare products, August 2015 and October 2016

High SPF has the highest usage
Figure 48: Usage of suncare products, October 2016

Make-up use amongst men
Figure 49: Usage of make-up with SPF in the last 12 months amongst men, October 2016
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Beliefs on Sun Protection

Consumers think they know it all
Figure 50: Beliefs on sun protection, October 2016

What's UVA/UVB got to do with it?

Once-a-day suncare amongst young people
Figure 51: Selected Beliefs on sun protection by age, October 2016

Purchase of Suncare Products

Saving products for later use
Figure 52: Purchase of suncare and aftersun products, October 2016

Sunny weather impacts purchase decisions
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Benefitting from sun exposure
Figure 54: Not purchasing sun protection product to benefit from sun exposure, by age, October 2016
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Rise in use of self-tanning amongst men
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Oral-tanning supplements see a rise
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