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Abstract: The article aims to evaluate advertising campaigns for sunscreen products from
cosmetic brands. A detailed analysis was conducted of brands such as Holika Holika,
La Roche-Posay, and Nivea and their marketing activities to promote sunscreen products.
The analysis was carried out using critical analysis, desk research and a scoring method.
The considerations presented are of an illustrative and preliminary nature. The authors de-
scribed selected issues related to advertising campaigns and types of sunscreen products.
The central part of the discussion presents an analysis of the activities of selected cosmetic
brands, including an evaluation performed using the scoring method. In the empirical part,
particular attention is paid to aspects such as communication channels, methods of engaging
the audience, visual appeal, and the effectiveness of activities. The analysed aspects were
rated on a scale of 1 to 10 points. They assigned the following weights: 0.2 for communi-
cation channels, 0.2 for audience engagement methods, 0.2 for visual attractiveness, and
0.4 for the effectiveness of health education activities. The authors tried to identify the as-
sumptions adopted by the cosmetic brands in promoting sun protection within their market-
ing activities. The comparison of different approaches highlights the importance of consid-
ering the needs, values, and preferences of the audience when designing marketing
communication. The analysed brands create educational messages for their advertising
campaigns, including content that communicates the adverse effects of ultraviolet radiation
on the skin.
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Introduction

Contemporary advertising campaigns by cosmetic brands also address content
related to consumer education and the impact of their products on health. Marketing
initiatives align with the growing expectations of the consumer audience, which are
increasingly concentrated on authenticity and representation in advertising (Usty-
menko, 2023). Including these aspects in advertising messages allows cosmetic
brands to shape their relationships with consumers, emphasising their commitment
to important activities dedicated to popularising and promoting healthy behaviours
(Portilho et al., 2022). One such activity involves communicating issues related to
sun protection, a crucial aspect of skin care that affects both appearance and health.
There has been growing awareness of the risks associated with excessive exposure
to ultraviolet radiation, which has led to increased interest in sunscreen cosmetics
and the launch of targeted advertising campaigns that address this concern. In statu-
tory terms, a cosmetic product is defined as ,,any substance or mixture intended to
come into contact with the external parts of the human body (epidermis, hair, nails,
lips and external genitalia) or with the teeth and mucous membranes of the oral cav-
ity, the sole or main purpose of which is to keep them clean, perfume them, change
their appearance, protect them, keep them in good condition or correct body odour”
(Regulation (EC) No 1223/2009..., 2009).

The general trend suggests that consumers are increasingly making informed
choices about products that cater to their individual skin care needs (Arya et al.,
2024). Many internal and external factors influence the condition of the skin. Internal
factors include age and hormonal balance. As we age, the structure of skin cells
changes, contributing to the ageing process (Quan, 2023). The presence of endocrine
disruption can also contribute to changes in skin appearance (Resich-Koziel
& Niemyjska, 2020). It should be noted that it is not possible to control changes deter-
mined by external factors directly; however, their impact can be mitigated. These fac-
tors can either harm or improve the condition and appearance of the skin (e.g., stress,
stimulants, environmental pollution) or have a positive impact (e.g., proper eating hab-
its, care, regular physical activity) (Resich-Koziel & Niemyjska, 2020).

Literature review

Brand advertising campaigns - selected aspects

An advertising campaign is defined as “an integrated set of advertising activities
pursuing a uniform goal” (Grzegorczyk, 2010, p. 237). Its structure depends mainly
on the type of product, previously adopted marketing assumptions and the charac-
teristics of the target audience (Kotler & Keller, 2016; Raudelitiniené et al., 2018).
Advertising campaigns are carried out for various purposes. They can be divided into
the following categories (Koztowska, 2016):

— sales, aimed at persuading the recipient to make a purchase,
— image-building, focusing on building brand awareness among consumers.
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In addition to the above-mentioned objectives, we should also include those of
an educational nature, such as addressing current issues of interest to consumers.
Undoubtedly, health issues and the positive effects of specific cosmetics on health
can serve as examples. When introducing a new product to the market, a significant
condition is to build brand awareness (Huang & Sarigollii, 2012). Therefore, brands
should consider implementing activities that allow them to create an image aligned
with their established sales objectives. Properly developed advertising content un-
doubtedly influences the effectiveness of planned campaigns. First and foremost, this
message includes visual and/or audio information prepared by the advertiser to in-
form and/or convince the audience about a product, organisation or idea. The fol-
lowing main elements of advertising messages can be distinguished: headline, slo-
gan, message content, visual elements such as graphics, audio and video, and a call
to action (Sokét-Klein, 2014, pp. 107-109).

As part of the assumptions of the research methodology, aspects of advertising
campaigns were discussed, including communication channels, audience engage-
ment methods, visual appeal, and the effectiveness of activities. In the empirical part
of the article, the latter aspect concerns activities in the field of health education.
The first aspect analysed concerns communication channels. When designing an ad-
vertising campaign, the selection should take into account the following conditions
(Taranko, 2015, p. 218):

— reach of communication channels — their degree of penetration into the target
market,

— opportunities for presenting the message,

— place of impact,

— contact situation,

— length of contact,

— repeatability of contact,

— degree of isolation of competing messages,

— group attitude towards a given channel.

The conditions contribute to the effectiveness of advertising messages and the
memorisation of communicated content by recipients. At the campaign planning
stage, it is essential not only to consider their needs but also to take appropriate and
consistent actions to achieve the desired results.

Another aspect analysed focuses on audience engagement with brands. The cre-
ation of this type of consumer attitude is illustrated by behaviours such as shaping
attention, strengthening dialogue, building interaction or triggering emotions in the
audience environment (Witczak, 2018, p. 72). In the social media environment, con-
sumer engagement manifests itself through their participation in competitions, com-
munication with the brand or sharing content presented as part of campaigns (Medina
et al., 2023). Most often, the development of this type of behaviour among consum-
ers generates significant benefits for brands. Furthermore, the literature on the sub-
ject suggests a positive relationship between the phenomenon in question and pur-
chasing (Krowicki, 2022).
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The visual appeal of advertising campaigns comprises a significant part of the
message that not only captures the recipient's attention but also influences their per-
ception, emotions, and purchasing decisions (Tang et al., 2025). As a result, this
aspect encompasses not only aesthetic elements but also methods of conveying spe-
cific brand values and capturing the consumers' attention (Bocaj & Ahtik, 2023).
These elements mainly include colour scheme, graphics, typography techniques,
message composition and visual identity.

The last aspect of the advertising campaigns examined concerns the effectiveness
of activities. An activity is considered adequate when the degree of achievement of
the objective is higher than expected. It is worth noting that the definition of the term
effectiveness does not account for the cost of achieving the objective of advertising
activities or their economic impact (Taranko, 2015, p. 227). The effectiveness of an
advertising campaign from the brand's perspective is primarily assessed based on the
profit generated from sales. To evaluate it, various measurement indicators are used
to determine the impact on purchasing decisions and the company's financial condi-
tion (Olejniczak & Tomorad, 2015). Research on the effectiveness of an advertising
campaign should be conducted at all stages of its development, including before it
begins, during its execution, and after its completion (Karpinska-Krakowiak, 2015).
Marketing research enables the collection of current market data based on the be-
haviour and preferences of the campaign's audience, allowing for the identification
of their reactions and expectations. It is also worth mentioning the monitoring of
consumer behaviour and their interaction with the campaign at various stages of the
purchasing process (Naim, 2023).

Types of sunscreen products

The global cosmetics market is constantly evolving. Significantly, in Poland, af-
ter its accession to the European Union, the value of the cosmetics market increased
almost threefold, reaching 25.4 billion PLN in 2023 (Polski Zwigzek Przemystu
Kosmetycznego, 2024, p. 26). It is worth noting that women are the primary pur-
chasers of cosmetic products. It is due to deeply ingrained patterns, often reproduced
in the media, which equate women with caring for a healthy and attractive appear-
ance (Aharoni Lir & Ayalon, 2024). However, the literature notes a growing market
for skincare products specifically designed for men (Kenalemang-Palm, 2023).
Among the fastest-growing categories of cosmetic products are facial care, body
care, and makeup (mBank, 2024).

Sun protection has gained particular importance in recent years, as reflected in
the increasing popularity of cosmetics with UV filters and the increase in educational
efforts on the adverse effects of ultraviolet radiation on the skin (Malinovi¢-Milievié¢
et al., 2025). The range of sunscreen products is extensive, particularly in drugstores
and other online shops. There are various types of cosmetics with UV filters, includ-
ing creams, gels, sprays, lotions, mists, sticks, oils, foams, emulsions, and lotions.
Additionally, hair preparations and protective lipsticks with UV filters are becoming
increasingly available on the market (Kosmopedia.org). In addition, makeup prod-
ucts with sun protection, such as foundations, BB (beauty balm) creams, CC (colour
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control) creams, and face powders, have started to be produced. However, it is es-
sential to note that the protection they provide may not be sufficient, as the likelihood
of applying a cosmetic product too thinly or unevenly is high.

Increased consumer awareness and developments in the cosmetic market have
contributed to the increasing popularity of products with UV filters (Bahashwan,
2024). For many people, sun protection has become an integral part of their daily
skincare routine both due to aesthetic and health concerns. It is worth noting that
many aspects of UV filters still require further research to enhance their effectiveness
and develop consistent standards for measuring and labelling ultraviolet protection.

Methodology

The objective of the article is to evaluate the advertising campaigns of cosmetic
brands of sunscreen products. The authors analysed in detail the marketing activities
for promoting sunscreen products such as Holika Holika, La Roche-Posay and
Nivea. The following research questions were formulated to deepen and detail the
issues analysed:

— How do the analysed brands create the advertising message regarding sunscreen
products?
— What is distinctive about the advertising campaigns implemented?

As part of the adopted research convention, critical analysis (Fairclough, 2001)
and the desk research method (Guerin et al., 2018) were applied. It was also decided
to score the analysed advertising campaigns. This method enables the assessment of
any object against a set of established criteria (Gierszewska & Romanowska, 2017;
Manczak & Bajak, 2021). It is worth mentioning that the scoring method is based on
composing a list of criteria (factors) to describe and differentiate the analysed object
(Stabryta, 2011). The distinguished criteria are assigned appropriate weights (not
every criterion has the same importance) and numbers of points (scores) from a se-
lected numerical range (Szyran-Resiak, 2016).

The following aspects of the analysed advertising campaigns were assessed:

— communication channels,

the method of engaging the audience,

visual attractiveness,

— effectiveness of pro-health education activities.

The highlighted aspects were rated on a scale of 1 to 10 points and assigned the
following weights: 0.2 for communication channels, 0.2 for methods of engaging
the audience, 0.2 for visual attractiveness, and 0.4 for the effectiveness of health
education activities. The authors decided to give the highest importance to the aspect
that was mentioned last. This stems from the adopted research assumptions and the
interests of the research team.

Secondary data was collected from online sources and social media of brands,
which were treated as documents. For further considerations, document analysis was
applied, with particular attention paid to the textual component (Glinka & Czakon,
2021). The observation of cosmetic brand profiles was conducted from March 17 to
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April 30, 2025. It is worth noting that the current campaigns were not examined;
instead, the completed ones were. The Holika Holika brand occasionally continues
to use the hashtag #TenGreen in its marketing messages. In this case, the focus was
on the most intense period of activity, which fell in June-August 2024. The
La Roche-Posay campaign, on the other hand, analysed ongoing activity in the pe-
riod March-April 2024. During this period, two advertising spots were made availa-
ble. In contrast, the Nivea brand released two videos in April 2019.

Results

Analysis of selected advertising campaigns of cosmetic brands

Cosmetic brands seeking to reach diverse consumer segments and promote sun-
screen creams develop targeted marketing activities that align with the preferences
of specific groups and current market trends (Kim et al., 2021). The following dis-
cussion attempts to provide an overview of the advertising campaigns of selected
cosmetic brands: Holika Holika, La Roche-Posay and Nivea. The authors noted that
the featured brands have developed different approaches to promoting their sun-
screen products.

Holika Holika is a Korean cosmetic brand that has gained significant popularity
in Poland, particularly among Asian skincare. Its cosmetics are available in many
online pharmacies, drugstores, stationery stores, and chain stores. The brand's range
includes products for skin cleansing, skincare, and makeup (Holika Holika, 2025).
Holika Holika actively engages with Polish consumers through social media, regu-
larly publishing posts about products and skincare tips. In addition, Holika Holika
maintains a Polish-language website, making it easier for customers to access the
range and detailed information about the ingredients and use of the cosmetics.
Observing Holika Holika's social media profiles suggests that promoting sunscreen
products is a priority for the brand. One example of this is the #TenGreen campaign,
which aims to raise awareness of sun protection and promote the Aloe Waterproof
Sun Gel cream. For this campaign, the brand focused on solutions that leveraged
influencer marketing and social media publishing. The primary target audience for
the campaign was young women interested in skincare and make-up. Public relations
packages received by several online beauty and skincare influencers, including nano-
and micro-influencers, played a significant role in the brand's strategy. When ana-
lysing the posts made under the tagline #TenGreen, it can be assumed that the influ-
encers' task was to add a photo or video showing the product, describing how it
works, and highlighting the waterproof and high-capacity nature of the cosmetic.
In addition, Holika Holika shared promotional graphics, educational posts about sun
protection and content in the form of interactive questions and competitions on its
social channels to increase audience engagement. The message of the #TenGreen
campaign focused on several key aspects:

— lightweight formula and comfort of application — it was repeatedly emphasised
that the cream does not weigh down the skin, is not white and is ideal for appli-
cation under make-up;
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— daily sun protection — it was communicated that applying sunscreen should be
part of the daily routine, regardless of the season;

— the “green” theme was carefully considered to ensure visual consistency
throughout the campaign, which was evident in both promotional materials and
influencer testimonials.

The green colour, visible on the packaging of the Aloe Waterproof Sun Gel
cream, was used as an identifying element of the product, associated with nature and
freshness. The choice of this colour emphasised the presence of aloe vera as the main
ingredient in the product. However, it is also intended to reinforce positive associa-
tions with a healthy and ecological approach to care.

Another brand addressing the theme of daily sun protection in its advertising ac-
tivities is La Roche-Posay. This French dermocosmetic brand, part of L'Oréal, spe-
cialises in the development of products for sensitive skin. According to the manu-
facturer's website, its formulas are developed in collaboration with dermatologists
and are often recommended by specialists internationally (La Roche-Posay, 2025).
La Roche-Posay actively maintains a website and is active on social media (Insta-
gram, TikTok, Facebook). In addition to the main international account on social
media channels, dedicated profiles have been created for some countries. One of the
flagship cosmetic lines of the brand in question is the Anthelios line, which offers
a wide range of sun protection products. To promote it, the “Every day is a sunscreen
day” campaign was implemented in 2024, with a slogan emphasising the need for
daily sun protection. The campaign activities covered all brand communication
channels, with La Roche-Posay focusing on the publication of educational materials.
The campaign was based on the collaboration with well-known tennis players, who
appeared in two advertising spots broadcast (including on YouTube). The target
group consisted of active individuals who enjoy spending time outdoors. The first
spot, published on March 18, 2024, on the official La Roche-Posay USA channel,
features the tennis court game of professional athletes Madison Keys and Frances
Tiafoe, judged by dermatologist dr Mamina Turegano. The film's protagonists em-
phasise the importance of using sunscreen daily, regardless of location or circum-
stance, to protect against the adverse effects of UV radiation, including skin cancer
and photoaging. The spot maintains a dynamic pace, blending shots of a tennis game
with scenes that feature the advertised product. The second spot, published on
April 10, 2024, maintains a similar convention to the previous one. This time, Italian
tennis player Jannik Sinner takes the lead role. The athlete's statement “Sports
are all about discipline. Every two hours I practise my best defence” refers to the
need to reapply a sunscreen product throughout the day, ideally every two hours.
The message aims to make the viewers understand that adequate sun protection
requires regularity, much like sports training. Both award-winning advertising spots
are characterised by consistent visuals, maintained in shades of blue and white with
orange accents, which refer to the visual identity of the La Roche-Posay brand.

The last brand analysed is Nivea, which is recognised as a manufacturer of facial
and body care products and is owned by the German Beiersdorf Group (Nivea,
2025). Like the brands presented above, Nivea engages in active promotional activ-
ities, including its website and social media accounts. An example of such activity
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is the campaign published on 15 April 2019 on Nivea UK's official YouTube chan-
nel, which featured two short advertising spots featuring an animated sun character
called Mr Sun. This campaign was created in partnership with the UK charity Cancer
Research UK. The primary objective of the advertising campaign was to increase
public awareness of the risks associated with excessive exposure to ultraviolet radi-
ation, particularly among parents and children. The first video, entitled “Through the
clouds”, depicts a scene where two women have gone on a bike ride together. When
one of the heroines reaches for the sunscreen, she is met with incomprehension by
her companion. This is because she believes that UV radiation does not penetrate
clouds, suggesting that protection is unnecessary at that moment. This statement is
then followed on screen by the figure of Mr Sun, whose presence symbolically un-
dermines the woman's words. Therefore, the spot debunks one of the common myths
about sun exposure, emphasising that skin protection should be applied regardless of
weather conditions. The second video, 'There is only one sun’, on the other hand,
shows a scene set in an outdoor park, where a father is spending time with his daugh-
ter. The girl asks him why he has not put on sunscreen. The man replies that there is
no need, arguing that the 'sun at home' is different from the one they face on holiday.
The father's words suggest that it is only necessary to protect the skin when on holi-
day, as day-to-day radiation does not carry the same risks. At this point, as in the
first spot, Mr Sun appears, whose presence prompted the man to apply sunscreen.
In the final part of both videos, Nivea included a segment presenting its sun protec-
tion products, as well as recommendations for outdoor activities, such as seeking
shade, wearing protective clothing, and applying sunscreen with a high SPF. It can
be concluded that the campaign analysed was based on storytelling, which conveys
the need to use sun protection in an accessible and humorous way. The animated
character Mr Sun was tasked with drawing attention to misconceptions and un-
healthy habits related to sun exposure.

Each of the featured brands used different tools to reach their target audiences
and raise awareness about sun protection. The evaluation of selected advertising
campaigns for sunscreen products is presented in Table 1.

Table 1. Evaluation of selected advertising campaigns for sunscreen products

Campaign evaluation criterion
L Method of . Effectiveness of :
. . Final
Brand Communication engaging Visual health education '
channels di appeal S rating
0.2 (weight) audiences 0.2 (weight) activities (1-10)
' 0.2 (weight) ' 0.4 (weight)
Holika 902 10 % 0.2 7%02 8 x 0.4 8.4
Holika
LaRoche- |5 45 8 x 0.2 10 % 0.2 10 % 0.4 9.6
-Posay
Nivea 8x0.2 8x0.2 9x0.2 10x 0.4 9

Source: Own study
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To compare the effectiveness of these activities, a scoring scale of 1 to 10 was
used. The following aspects related to the marketing message (communication chan-
nels, audience engagement, and visual appeal) and the educational message (effec-
tiveness of health education activities) were assessed. The La Roche-Posay cam-
paign was rated highest, standing out for the high quality of its educational message
and visual aesthetics. Holika Holika, on the other hand, was effective in activating
audiences (e.g., through the organisation of competitions), but its visuals performed
less well compared to those of other brands. The Nivea campaign, although less
dynamic, positively surprised with a humorous and straightforward message.
The diversity of solutions implemented confirms that practical marketing activities
can be implemented in various ways, depending on the essence of the brand and its
target audience.

Conclusion

In conclusion, the article addresses a topic within the scope of current academic
discussion and business practice, combining advertising campaigns and awareness-
raising activities in the context of health promotion. The issue of sun protection is
gaining increasing importance, which is reflected in the wide range of cosmetics with
UV filters and their growing popularity among consumers. In addition, various edu-
cational initiatives and advertising campaigns by brands such as Holika Holika,
La Roche-Posay, and Nivea have been launched to raise awareness of the adverse
effects of ultraviolet radiation on the skin.

Referring to the formulated research questions, the following conclusions can be
indicated:

— the cosmetic brands analysed developed different approaches in their advertising
campaigns,

— each brand attempted to orchestrate a message that would be attractive and
arouse interest among potential users,

— several marketing activities were carried out on a variety of social media chan-
nels, including the participation of sports stars (La Roche-Posay),

— an important element of the campaign was to build engagement among consum-
ers through interactive competitions (Holika Holika),

— one brand relied on storytelling (Nivea).

The analysis of the selected advertising campaigns provided insight into the as-
sumptions adopted by the cosmetic brands studied in their promotion of sun protec-
tion. The juxtaposition of different approaches highlights the importance of consid-
ering the audience's needs, values, and preferences when designing marketing
communications. Such comparisons are an important area of contemporary market-
ing research, enabling the identification of practical actions and potential directions
for future campaigns focused on sun protection products. The highest rating was
given to the La Roche-Posay brand. Its activities were considered to stand out from
other examples in terms of promoting health-promoting behaviour.
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Limitations of the approach include the subjective nature of the ratings provided
by the author's team and the inclusion of multiple brands in the analysis. The com-
ments presented are preliminary and highlight only some aspects related to the ad-
vertising campaigns of cosmetic brands that offer sunscreen products. However, they
may serve as a contribution to deepen the results obtained through (quantitative,
qualitative) research among consumers who purchase sunscreen products.

References

Aharoni Lir, S., & Ayalon, L. (2024). Beauty work or beauty care? Women’s perceptions of appear-
ance in the second half of life. Journal of Women & Aging, 36(3), 256-271.
DOI: 10.1080/08952841.2024.2321668

Arya, H., Sarauniyaomar, A., & Bawa, S. U. (2024). The science of skincare: Exploring products, in-
gredients and skincare routine. International Journal of All Research Education and Scientific
Methods, 12(5), 4604-4614.

Bahashwan, E. (2024). Awareness and knowledge of sun exposure and use of sunscreen among adults
in Aseer region, Saudi Arabia. Saudi Pharmaceutical Journal, 32(5), 102019.
DOI: 10.1016/j.jsps.2024.102019

Bocaj, N., & Ahtik, J. (2023). Effects of visual complexity of banner ads on website users’ percep-

tions. Applied Sciences, 13(24), 13317. DOI: 10.3390/app132413317
Fairclough, N. (2001). Critical discourse analysis as a method in social scientific research.

In: R. Wodak, M. Meyer (Eds.), Methods of critical discourse analysis (pp. 121-138). SAGE.
Gierszewska, G., & Romanowska, M. (2017). Analiza strategiczna przedsigbiorstwa. PWE.
Glinka, B., & Czakon, W. (2021). Podstawy badar jakosciowych. PWE.

Grzegorczyk, A. (2010). Reklama. PWE.

Guerin, B., Janta, B., & van Gorp, A. (2018). Desk-based research and literature review. In: J. Hof-
man & A. Sutherland (Eds.), Evaluating interventions that prevent or counter violent extrem-
ism: A practical guide (pp. 63-68). RAND Corporation. https://www.rand.org/pubs/research
_reports/RR2094.html

Holika Holika (2025). https://www.holika.pl/pl/#0-nas

Huang, R. & Sarigollii, E. (2012). How brand awareness relates to market outcome, brand equity, and
the marketing mix. Journal of Business Research, 65(1), 92-99.
DOI: 10.1016/j.jbusres.2011.02.003

Karpinska-Krakowiak, M. (2015). Pomiar efektywno$ci komunikacji marketingowej w praktyce
przedsig¢biorstw — wybrane problemy. Zeszyty Naukowe Uniwersytetu Szczecinskiego. Studia
i Prace Wydziatu Nauk Ekonomicznych i Zarzgdzania, 39(2), 75-87.

Kenalemang-Palm, L. M. (2023). The beautification of men within skincare advertisements: A multi-
modal critical discourse analysis. Journal of Aging Studies, 66, 101153.
DOI: 10.1016/j.jaging.2023.101153

Kim, Y.-J,, Lee, J.-H., Lee, S.-G., & Lee, H.-H. (2021). Developing sustainable competitive strategies
in the beauty service industry: A SWOT-AHP approach. Sustainability, 13(19), 10852.
DOI: 10.3390/5u131910852

Kosmopedia.org. (n.d.). Wszystko, co musisz wiedzie¢ o produktach ochrony przeciwstonecznej.
https://www.kosmopedia.org/o-tym-sie-mowi/wszystko-co-musisz-wiedziec-o-produktach
-ochrony-przeciwslonecznej/

Kotler, P., & Keller, K. L. (2016). A framework for marketing management. Pearson.

Koztowska, A. (2016). Cele reklamowe. Weryfikacja zalozen. Acta Universitatis Nicolai Copernici.
Zarzqdzanie, 43(2), 125-139. DOI: 10.12775/AUNC_ZARZ.2016.023

Krowicki, P. (2022). Customer engagement — zwiazki z kategoriami pokrewnymi i konteksty badawcze.
Marketing i Rynek, 1, 32-43. DOI: 10.33226/1231-7853.2022.1.4

La Roche-Posay. (2025). https://www.loreal.com/en/division-beaute-dermatologique/la-roche-posay/

98



DOI: 10.17512/znpcz.2025.4.07

Malinovi¢-Mili¢evic¢, S., Stanojevié, G., Mili¢evi¢, E., & Doljak, D. (2025). Ultraviolet radiation
knowledge and exposure practices among Serbian high school students: Results of a nationwide
survey. Atmosphere, 16(6), 673. DOI: 10.3390/atmos16060673

Manczak, ., & Bajak, M. (2021). Mobile sightseeing applications: The example of Mazowieckie
Rezerwaty Przyrody. Zeszyty Naukowe. Organizacja i Zarzqdzanie / Politechnika Slgska, 151,
387-401. DOI: 10.29119/1641-3466.2021.151.25

mBank. (2024). Raport o polskim rynku kosmetykéw: innowacje, regulacje i mozliwosci.
https://www.mbank.pl/artykuly/raport-rynku-kosmetykow

Medina, M., Portilla, I., & Pereira, T. (2023). Exploring what audience engagement means for media
companies. Revista de Comunicacion, 22(2), 339-352. DOI: 10.26441/RC22.2-2023-3159

Naim, A. (2023). Consumer behavior in marketing: Patterns, types, segmentation. European Journal
of Economics, Finance and Business Development, 1(1), 1-18.

Nivea. (2025). https://www.niveapolska.pl/nivea-polska/local/pl/NIVEA-Polska/historia

Olejniczak, A., & Tomorad, D. (2015). Selected indicators for evaluating the effectiveness of market-
ing communication. Marketing Instytucji Naukowych i Badawczych, 16(2), 19-32.

DOI: 10.14611/minib.16.02.2015.04

Polski Zwiagzek Przemyshu Kosmetycznego. (2024). Kosmetyczna Polska. Raport o stanie branzy
kosmetycznej. https://kosmetyczni.pl/wp-content/uploads/2024/10/Kosmetyczni_Kosme-
tyczna_Polska_Raport_o_stanie_branzy 2024 4.pdf

Portilho, L., Moretti Aiello, L., Idalgo Vasques, L., Bagatin, E., & Ricci Leonardi, G. (2022). Effec-
tiveness of sunscreens and factors influencing sun protection: A review. Brazilian Journal of
Pharmaceutical Sciences, 58, €20693. DOI: 10.1590/s2175-97902022e20693

Quan, T. (2023). Human skin aging and the anti-aging properties of retinol. Biomolecules, 13(11),
1614. DOI: 10.3390/biom13111614

Raudelitiniené, J., Davidaviciené, V., Tvaronavic¢iené, M., & Jonuska, L. (2018). Evaluation of adver-
tising campaigns on social media networks. Sustainability, 10(4), 973.

DOI: 10.3390/su10040973

Resich-Koziel, L., & Niemyjska, K. (2020). Rodzaje oraz przyczyny starzenia si¢ skory. Kosmetolo-
gia Estetyczna, 9(1), 17-22.

Regulation (EC) No 1223/2009 of the European Parliament and of the Council of 30 November 2009
on cosmetic products (recast) (Text with EEA relevance) (Dz.U. L 342 z 22.12.2009).

Sokot-Klein, A. (2014). Specyfika komunikatu reklamowego. In: B. Kudra, E. Olijniczak (Red.),
Komunikowanie publiczne. Zagadnienia wybrane (pp. 105-122). Wydawnictwo Uniwersytetu
Lodzkiego.

Stabryla, A. (2011). Zarzgdzanie strategiczne w teorii i praktyce firmy. Wydawnictwo Naukowe.

Szyran-Resiak, A. (2016). Systematyka metod pokrewnych mozliwych do zastosowania w ocenie ja-
kosci dziatalno$ci marketingowej organizacji. Zeszyty Naukowe PWSZ w Ptocku. Nauki Ekono-
miczne, 23, 87-98.

Tang, R., Cui, X., & Inoue, Y. (2025). Relationship between visual marketing elements and consumer
satisfaction. Platforms, 3(1), 5. DOI: 10.3390/platforms3010005

Taranko, T. (2015). Komunikacja marketingowa. Istota, uwarunkowania, efekty. Wolters Kluwer.

Ustymenko, R. (2023). Trends and innovations in cosmetic marketing. Economics and Educa-
tion, 8(3), 12-17. DOI: 10.30525/2500-946X/2023-3-2

Witczak, O. (2018). Wskazniki zaangazowania konsumenta wobec marki w mediach spotecznoscio-
wych. Prace Naukowe Uniwersytetu Ekonomicznego we Wroctawiu, 526, 69-78.

DOI: 10.15611/pn.2018.526.06

Authors’ Contribution: Equal participation of co-authors.

Acknowledgements and Financial Disclosure: The publication was financed from the subsidy
granted to the Krakow University of Economics — project no. 055/2ZH/2024/POT.

Conflict of Interest: No conflict of interest.

Ethics Declaration: The ethical clearance was not required for the research.

99



Research Reviews of Czestochowa University of Technology. Management No. 60 (2025), pp. 89-100

Al Declaration: Tools based on Al solutions were used to translate fragments of the text into English
and to perform language correction without affecting the creation of the article's content.

KAMPANIE REKLAMOWE PRODUKTOW Z FILTREM
PRZECIWSELONECZNYM MAREK KOSMETYCZNYCH

Streszczenie: Celem artykutu jest dokonanie oceny kampanii reklamowych produktow
z filtrem przeciwstonecznym marek kosmetycznych. Szczegdtowa analiza objeto takie
marki jak Holika Holika, La Roche-Posay i Nivea oraz ich dziatania marketingowe doty-
czace promocji preparatow zapewniajacych ochrong przeciwstoneczng. W trakcie przepro-
wadzania rozwazan zastosowano krytyczng analiz¢, metode desk research oraz metode
oceny punktowej. Prezentowane rozwazania majg charakter pogladowy oraz wstepny.
Zarysowano wybrane kwestie dotyczace kampanii reklamowych oraz rodzaje produktow
przeciwstonecznych. W kluczowej czgéci rozwazan zaprezentowano analiz¢ dziatalnosci
wyrdznionych marek kosmetycznych, w tym oceng dokonana w wyniku zastosowania me-
tody punktowej. Analizowane aspekty oceniano w skali od 1 do 10 punktéw i przypisywano
im nastgpujace wagi: 0,2 kanatom komunikacji, 0,2 metodom angazowania odbiorcow,
0,2 atrakcyjnosci wizualnej oraz 0,4 skutecznosci dziatan w zakresie edukacji zdrowotne;.
W czgéci empirycznej zwrdcono szczegdlng uwage na takie aspekty badanych kampanii,
jak kanaly komunikacji, sposdb angazowania odbiorcow, atrakcyjno$¢ wizualna oraz sku-
tecznos¢ dziatan. Starano si¢ rozpoznac zalozenia przyjete przez badane marki kosme-
tyczne w propagowaniu ochrony przeciwstonecznej w ramach realizowanych dziatan mar-
ketingowych. Zestawienie roznych podej$¢ pokazuje, jak wazne jest uwzglednienie
potrzeb, wartosci i preferencji odbiorcow w projektowaniu komunikacji marketingowe;j.
Analizowane marki kreuja przekaz edukacyjny na potrzeby realizowanych kampanii rekla-
mowych, w tym komunikuja tresci odnoszace si¢ do negatywnego oddziatywania promie-
niowania ultrafioletowego na skorg.

Stowa kluczowe: kampanie reklamowe, marki kosmetyczne, komunikacja marketingowa,
ocena punktowa, produkty z filtrem przeciwstonecznym
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