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“Market decline continues to show the need for brands to
differentiate versus own-label. This is easier in some
sectors where parents seek specific claims, but mass

disposable nappy brands will either need to premiumise
further or devolve and compete on price.”
— Alex Fisher, Senior Beauty Analyst

This report looks at the following areas:
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e Capitalising on convenience
e The price of quality VISIT
As the market continues to decline, it is clear that brands need to differentiate from own-label. Specific store.m i nte| .COom
claims that parents look for can make this easier to achieve in sectors like baby toiletries, but
disposable nappies have especially suffered as parents’ more functional needs are already met by own-
label. CALL:
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Figure 49: User profile of Childs Farm, December 2017
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Purchase and Usage Behaviours

Natural attitudes help brand performance
Figure 54: Behaviours when buying babies’ and children’s personal care products nappies and wipes, December 2017
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Figure 60: Babies’ and children’s personal care products, nappies and wipes target groups, December 2017
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