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“The value increase in the suncare market is thanks to sun
protection. Led by frequent usage, shoppers are trading
down to more basic sun protection to overcome extra
expense. Aftersun remains a small segment with
consumers unconvinced by its benefits, while self-tanning
has fallen victim to the trend for a more subtle, natural
glow.”

— Alex Fisher, Senior Beauty Analyst

This report looks at the following areas:
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Aftersun and self-tanning see increased investment
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2014-October 2017

Safety messages versus fun in the sun

Fi%ure Sg:GTotaI recorded above-the-line, online display and direct mail advertising expenditure on suncare, by ultimate company and
other, 201
Figure 39: TV campaigns from Soleve and NIVEA Sun, 2016

Figure 40: Garnier Ambre Solaire Kids advertising, 2016

Nielsen Ad Intel coverage
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Key brand metrics
Figure 42: Key metrics for selected brands, November 2017

Brand attitudes: opportunity for suncare that champions health and wellbeing
Figure 43: Attitudes, by brand, November 2017

Brand personality: self-tan brands seen as less accessible than protection brands
Figure 44: Brand personality - Macro image, November 2017

No suncare brands considered especially innovative

Figure 45: Brand personality — Micro image, November 2017
Brand analysis
NIVEA Sun is the most trusted and accessible

Figure 46: User profile of NIVEA Sun, November 2017

Garnier Ambre Solaire is trusted, but not a favourite brand
Figure 47: User profile of Garnier Ambre Solaire, November 2017

Although fun and youthful, Rimmel lacks deeper connection
Figure 48: User profile of Rimmel, November 2017

St Tropez’s glamorous and exclusive image has shoppers willing to pay more
Figure 49: User profile of St Tropez, November 2017

Skinny Tan comes across as unethical and tacky
Figure 50: User profile of Skinny Tan, November 2017

Superdrug Solait still considered basic, despite summer marketing push
Figure 51: User profile of Superdrug Solait, November 2017
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Little experimentation with formats
Figure 52: Sun protection and aftersun products used in the last 12 months, September 2017
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Figure 53: Sun protection and aftersun products used in the last 12 months, by age, September 2017
Aftersun is an afterthought

Men less engaged with sun protection factors
Figure 54: Sun protection levels used in the last 12 months, by gender, September 2017

Attitudes towards Sun Protection and Aftersun

Cloudy with a chance of sunscreen
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Figure 55: Attitudes towards sun protection products, September 2017

Aftersun not yet a necessity

A little help
Figure 56: Klenskin in-shower sunscreen products, 2017

Usage of Sunless Tanning Products

Self-tanning usage remains low
Figure 57: Sunless tanning products/services used in the last 12 months, September 2017

Figure 58: Self-tanning products/services used in the last 12 months - females, by age, September 2017

Women stick with formats they know
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Results don‘t rely on brand
Figure 59: Factors when choosing self-tanning products, September 2017

No artificials
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Aftersun differentiation
Figure 60: Suncare correspondence analysis, September 2017

Figure 61: Perceptions of suncare products, September 2017
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Buying Suncare Products

Product details are important
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Figure 63: Areas of importance when buying a sun protection product, July 2017
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