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“The UK suncare market is going through a challenging
period. Not only is the market highly vulnerable to the UK

weather, but sales are also influenced by outbound travel
as there is still a perception that suncare is only needed on

holiday.”
– Samantha Dover, Senior Beauty and Personal

Care Analyst

This report looks at the following areas:

• Although consumers are confident, education is still needed
• Reassurance needed to boost self-tan usage
• Sustainability is becoming a priority

Following a good year in 2018, the value of the UK suncare market declined 6% to £256 million in
2019, negatively impacted by a combination of lacklustre domestic weather and the decline in
outbound tourism as Brexit uncertainty encouraged people to holiday in the UK.

Whilst sales of sun protection and aftersun have declined, the self-tan market has continued to perform
well, with growth being driven by increased usage of sunless tanning products amongst young people.
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Figure 62: User profile of Bondi Sands, November 2019

Lancaster usage is low, but commitment to the brand is strong
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One in four are not protecting their skin

Targeting those with sensitive should be a priority

Interest in natural suncare products is high
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Many don’t feel the need to protect their skin

Women are looking for convenient solutions
Figure 68: Reasons for not using sun protection and aftersun products in the last 12 months, by gender, October 2019
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Figure 69: Purchase of sun protection and aftersun products, by gender, October 2019
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Figure 70: Factors that would encourage consumers to buy one suncare product over another, October 2019
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Figure 71: Factors that would encourage consumers to buy one suncare product over another, by age, October 2019
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Brands need to address a lack of diversity
Figure 72: Sun protection behaviours, October 2019

Appetite for additional benefits may justify premiumisation

Young consumers need more education
Figure 73: Sun protection behaviours, by age, October 2019
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Methodology

Affluent young are informing themselves on sun protection
Figure 74: Behaviours towards suncare – CHAID – Tree output, October 2019

Figure 75: Behaviours towards suncare – CHAID – Table output, October 2019
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Figure 76: Sunless tanning products/services used in the last 12 months, September 2017 and October 2019
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Figure 78: Repertoire of sunless tanning products/services used in the last 12 months, October 2019

Ease-of-use claims could boost usage
Figure 79: Attitudes towards sunless tanning products, October 2019

Fragranced products can appeal to women
Figure 80: Attitudes towards sunless tanning products, by gender, October 2019

Removal products likely to resonate with young
Figure 81: Attitudes towards sunless tanning products, by age, October 2019

Users and non-users find application difficult

Suncare Purchasing and Interest in Product Claims

Sun Protection Behaviours

Usage of Sunless Tanning Products and Services

Attitudes towards Sunless Tanning Products
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Figure 82: Attitudes towards sunless tanning products, by sunless tanning usage, October 2019

Abbreviations

Consumer research methodology

Forecast methodology

Appendix – Data Sources, Abbreviations and Supporting Information
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