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Consumers and Health Insurance
- UK

“The UK public and private healthcare sectors continue
to face challenges and disruption associated with the
coronavirus pandemic. However, the health insurance
market stands in a strong position with opportunities for
growth in the short and medium term. The pandemic
has encouraged consumers to think more about their
health and ...

December 2021

Healthy Lifestyles - UK

“The COVID-19 pandemic has undoubtedly brought the
true state of the nation’s health into the limelight. But
there remains a considerable disparity between how
healthy people perceive themselves to be, and how
healthy they really are. This widespread mistaken belief
of healthy habits will prove a challenge for the
government ...

October 2021

Vitamins and Supplements - UK

“Having grown strongly in 2020, sales of VMS have
declined in 2021 due to consumers’ lessening health
anxiety. Opportunity for growth lies in brands pushing a
‘prevention rather than cure’ approach in order to drive
value sales in the long term. Organic products warrant
further exploration, aligning well with consumers’ ...

September 2021

Managing Stress and Wellbeing -
UK

“The COVID-19 pandemic has driven unprecedented
levels of stress, with consumers focusing on emotional
wellbeing now more than ever. Even with concerns over
the virus subsiding in 2021, and life settling into the
‘next’ normal, wellbeing will remain a priority for many
as the long-term effects of the pandemic unfold ...

Consumers and the Economic
Outlook - UK

“Rising inflation and concerns about stock shortages
have shaken consumers’ sense of financial wellbeing and
confidence for the coming year. It is important to place
the falls seen on these measures in October in context,
however: the vast majority of consumers remain fairly
upbeat.

Consumers and the Economic
Outlook - UK

“The end of social distancing and the associated boost to
retail, leisure and entertainment spend brought about
an immediate rebound in economic activity, and GDP
grew by 4.8% in Q2 2021. Consumers have also
responded positively, with Mintel’s current financial
wellbeing and financial confidence trackers reaching
new record-highs in ...
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Health and Fitness Clubs - UK

“While the private health and fitness market will benefit
from pent up demand from gym goers, the preference
for online and outdoor fitness remain strong, so fitness
operators will be expected to offer hybrid memberships
that include access to these facilities and services. Gyms
should also look to develop and ...

July 2021

Managing Skin Conditions and
Allergies - UK

“The pandemic has had a direct effect on the experience
of both allergies and skin conditions. Whilst both
segments are needs-driven, lockdowns and the wearing
of masks has reduced exposure to pollen — reducing
need for OTC hay fever remedies — but face coverings
are causing skin irritation and breakouts ...

June 2021

Consumers and the Economic
Outlook - UK

“Despite the continuing upheaval caused by COVID-19,
financial wellbeing and financial confidence both hit
new index highs in April 2021, while planned financial
activity for the next three months approached pre-
pandemic levels in May, driven by increased interest in
leisure and hospitality.

While there are growing signs of polarisation and ...

May 2021

Babies' and Children's Personal
Care Products, Nappies and
Wipes - UK

“The COVID-19 outbreak led to a rise in value in 2020,
as parents adopted cautious buying behaviours
including stockpiling and bulk-buying, driving spend.
Hygiene concerns have furthered the value rise in baby
wipes, washes and soaps, suggesting opportunities for
innovating in baby-specific hand sanitisers, natural
antibacterial ingredients and hygienic packaging ...

Oral Care - UK

“The oral care category continued into decline in 2020
as savvy shopping behaviours remained ingrained.
Relaxed attitudes towards oral care during long periods
of social distancing also impacted value. As consumers
adapt to limited access to dental professionals due to
social distancing restrictions, brands can support
consumers self-treating with virtual ...

OTC Analgesics and Cough, Cold
and Flu Remedies - UK

“The category was driven into decline in 2020 as
COVID-19 social distancing triggered a fall in cases of
cough, cold and flu, which ultimately impacted demand
for remedies. Looking forwards, brands can adapt to the
strong focus on illness prevention, by incorporating
vitamin & mineral supplements (VMS) into cough, cold

reports.mintel.com



MINTEL

March 2021

Men's Haircare and Skincare - UK

“COVID-19’s impact on men’s haircare and skincare was
polarised, improving the outlook for skincare, whilst
creating a more challenging environment for haircare.
Reduced usage of haircare in the short term, with the
styling segment seeing particularly subdued demand,
will see preferences shift, meaning brands that respond
with relevant NPD and ...

Consumers and the Economic
Outlook - UK

“GDP grew by 1.0% in the final quarter of the year as the
economy bounced back more strongly than in expected
in December, following the dip in November caused by
the second lockdown of England and other lockdowns
and restrictions in various parts of the country. Despite
this slight ...

Smoking Cessation and E-
cigarettes - UK

“The pandemic has increased smoking ad vaping
frequencies, despite smokers being more concerned
about their respiratory health and the impact that
COVID-19 could have on them. In addition, with access
to health professionals being hindered by the pandemic,
many may have postponed plans to quit. The smoking
cessation category also ...

Attitudes towards Cosmetic
Procedures - UK

“The COVID-19 outbreak had a direct impact on
cosmetic procedures with beauty salons and clinics
forced to close for many months during the initial spring
and winter lockdowns. While economic uncertainty
from the pandemic could translate to a dip in the
number of some cosmetic procedures in the near future
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