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NIQ Perspective

The Filter That Could Reframe 

Sunscreen

​Beauty and Personal Care

BEMT could unlock usage with Black households by improving wearability

Black households are materially underdeveloped in sunscreen today. BEMT may help the 

category address a core barrier (visible residue and poor wearability) and could open 

growth by making sun protection feel more relevant, more inclusive, and more usable every 

day

Chemical ingredients still define the category, but the gains in titanium dioxide suggest the 

market is actively searching for better performance-to-wearability trade-offs. BEMT has the 

potential to become a new bridge between protection and cosmetic elegance

Chemical still rules the shelf, but mineral is evolving
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Industry Analysts Source: 1. NIQ Panel on Demand Omnishopper | US Exp Osh – NDH Synd Full View – 444 3yr | Total Outlets |  Sunscteen | L52 w/e 05/16/2026. 

2. NielsenIQ Retail Measurement | US NIQ Total Store Inc Fresh - 444 - Monthly (Synd) | Plus NPI Chars.

3. % Category Units: Ingredient percentages represent presence in category units, not additive market share, as products may contain multiple active ingredients

4: % Unit Share from New Items: New Items = First week Selling after Jan 2025

Note: FDA approved bemotrizinol (BEMT); it may also appear as Bis-Ethylhexyloxyphenol Methoxyphenyl Triazine or under trade names such as PARSOL® Shield

Implications for Beauty Manufacturers

Category growth is coming from more buyers and more trips
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Growth is coming from more households buying sunscreen and buyers using it more often. 

That makes BEMT important because its biggest value may be helping brands turn 

sunscreen into a more habitual, everyday product rather than just a seasonal purchase

Fernando Castelazo
ACD, Beauty Vertical, 

NielsenIQ

BEMT arrives at a moment 
when sunscreen players have 
an opportunity to take a 
bigger role in everyday 
beauty and care. With 
household penetration still 
below 50% and skin cancer 
prevention remaining a major 
public-health priority, the 
opportunity is to make 
sunscreen easier to adopt, 
more enjoyable to use, and 
more relevant to modern 
routines centered on wellness, 
healthy aging, and living 
longer, better.

BEMT creates a new platform for 
better wearability, 
premiumization, and daily use. It 
also opens an inclusion 
opportunity, as lower-residue 
formulas could recruit 
underdeveloped consumers and 
expand participation. And 
because Global and K-beauty 
brands already have experience 
with BEMT outside the U.S., 
disruption could build quickly as 
the market opens

Here’s what you should 

do if you are brand

This is a chance to reposition 
sunscreen from a seasonal 
purchase to a daily skin-health 
essential. 

Expect a phased reset: early 
launches may begin later this 
year, with broader assortment 
change building over time as 
exclusivity and reformulation 
play out. 

Here’s what you should 

do if you are a Retailer
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the market structure has started to shift. The Top 5 manufacturers are losing share, while 

smaller players continue to gain ground both in-store and online. That is usually a sign that 

the category is no longer being fully controlled by incumbents—and that shoppers are 

increasingly willing to explore beyond legacy brands

As incumbents lose share, the category is opening up to challengers

Sunscreen innovation is lagging the rest of beauty
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Sunscreen remains a relatively low-innovation category versus adjacent beauty segments, 

leaving room for a breakthrough that can reignite relevance and consumer interest

• The category is already 
growing through behavior 
change. Sunscreen 
penetration rose from to 
48.3%, and trips increased 
+11.8%. This signals the next 
growth unlock is more 
frequent, habitual use and 
market expansion.

• Sunscreen is under-innovated 
but increasingly open to 
disruption. New items 
contrubtion trails other 
Beauty categories, while the 
Top 5 manufacturers lost 
share over two years clear 
signs that innovation 
whitespace and competitive 
vulnerability are building.

• If better-wearing formulas 
improve participation, the 
upside is bigger than the shelf: 
stronger category growth, 
better skin cancer prevention, 
and a clearer role for 
sunscreen in helping 
consumers live longer, better

The Key Takeaways

• Build innovation, messaging, 
and routines around daily use 
so sunscreen becomes part of 
everyday skin health

• Simplify the consumer 
promise across shelf, pack, 
and digital by translating 
BEMT into clear benefits: 
strong UVA/UVB protection, 
lighter feel, and easier daily 
wear. 

• Design for inclusion from the 
start, using lower-residue, 
more elegant textures to 
recruit consumers who have 
historically disengaged from 
sunscreen because of white 
cast, feel, or fit within daily 
routines. 

• Plan for a phased rollout and 
a faster second wave, as early 
U.S. launches build awareness 
and global/K-beauty expertise 
raises the bar once the market 
opens further

What Comes Next

28.5

15.4
12.7 11.2

9.2

0

10

20

30

Fragrances Cosmetics &
Nail Grooming

Facial Skin
Care

Hair Care Sunscreen

68.1 66.4 62.9

31.9 33.6 37.1

L52W 2YA L52W YA Current

In Store

36.6 37.3 34.1

63.4 62.7 65.9

L52W 2YA L52W YA Current

Online

TOTAL OUTLETS
1
 · SUNSCREEN · % $ SHARE

TOP 5 MANUFACTURERS REST OF MARKET

Approval is here. Market reset comes next. Expect early launches later this year, but 

broader disruption will build over time. And when it does, the winners may not just be 

today’s leaders, some global and K-beauty brands are already selling BEMT-based 

sunscreens abroad, giving them a head start

Approval is the breakthrough, but scaled U.S. adoption will still take time

Bottom line: BEMT brings a new engine of growth to a category poised for change and 

raises the stakes beyond the shelf. Its significance is scientific, behavioral, and 

commercial. If it makes sunscreen easier to wear every day, it can expand participation, 

fuel premium innovation, and shift competitive momentum, while also supporting more 

consistent sun protection in a country where skin cancer remains a major public health 

issue
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