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“The first aid market will maintain slow and steady growth,
as consumers will continue to need products to treat their
injuries at home. Increasing usage among the younger men
and the growing non-White population will be key areas of
opportunity for first aid brands to increase sales.”

— Emily Krol, Health and Wellness Analyst

This report looks at the following areas:

BUY THIS
= Address the needs of the aging population REPORT NOW

< Increase usage among younger generation
= Fewer households with children challenges growth in the market
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First aid products, such as adhesive bandages and antiseptic treatments, are household staples, and store. mintel .Ccom
hence there is high penetration in the market. Because these are a commodity product, sales continue
to grow slowly and steadily. Price is a driving factor in purchase selection, making private label brands
a significant player in the category. CALL

EMEA
Expanding into new usage opportunities as well as increasing usage among growing population +44 (0) 20 7606 4533
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consumers who are using products such as muscle/body support devices at increased rates and
focusing on on-the-go preparedness are two strong opportunities for the category. Brazil
0800 095 9094

This report builds on the analysis presented in Mintel’s First Aid — US, December 2013 , as well as the
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Manufacturer sales of footcare devices

Figure 26: Key purchase measures for the top first aid brands, by household penetration, 52 weeks ending Dec. 30, 2012 (year ago)
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Adhesive bandages preferred format
Figure 36: Format preference, bandages, by age and gender, September 2014

Creams and sprays preferred antiseptic format
Figure 37: Format preference, ointments/topical treatments, by age and gender, September 2014

Presence of children increases likelihood of first aid ownership
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Figure 38: First aid products in the home, by parent/guardian with children in household, September 2014
Figure 39: Ownership of first aid products and supplies, by parent/guardian with children in household, September 2014
Figure 40: Format preference, bandages, by parent/guardian with children in household, September 2014

Figure 41: Format preference, first aid kits, by parent/guardian with children in household, September 2014

Purchase Factors and Product Benefits
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Product quality more important than price

Figure 42: Purchase factors for first aid products, September 2014

Price important to young female users
Figure 43: Purchase factors for first aid products — Very important, by age, September 2014
A desire for functionality drives usage

Preventing scars in young male first aid users
Figure 44: Interest in first aid product benefits, September 2014
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Interest in private label
Treating wounds

Sense of preparedness

Figure 45: Attitudes toward first aid products, by age, September 2014

Parents are more likely to be invested in the category
Figure 46: Attitudes toward first aid products, by parents with children in household, September 2014

Foot Ailments and Treatment Devices

Key points
Overall rates of foot pain low
Foot ailments differ by gender
Figure 47: Incidence of foot ailments, by age and gender, September 2014
Low rates of reported foot pain translate to low usage of footcare
Women more focused on appearance of feet

Opportunities to target men
Figure 48: Usage of footcare devices or treatments, by age and gender, September 2014

Race and Hispanic Origin
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Opportunity to increase penetration among non-White households
Figure 49: First aid products in the home, by race/Hispanic origin, September 2014

Figure 50: First aid products and supplies, by race/Hispanic origin, September 2014

Appeal to specific needs to increase usage
Figure 51: Purchase factors for first aid products — Very important, by race/Hispanic origin, September 2014

Key opportunity for branded products
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Figure 52: Attitudes toward first aid products, by race/Hispanic origin, September 2014

Appendix — Other Market Data

Household size
Figure 53: Households with children by race and Hispanic origin of householder, 2013

Retail channels
Figure 54: Total US retail sales of first aid products, by channel, at current prices, 2014

Appendix — Other Useful Consumer Tables

Incidence of injury
Figure 55: Incidence of any personal injury, by gender and age, September 2013

First aid brands used
Figure 56: Frequency of first aid brands used, by race/Hispanic origin, April 2013-June 2014

First aid product ownership
Figure 57: First aid products in the home, by repertoire, September 2014
Figure 58: First aid products in the home, by age and gender, September 2014
Figure 59: Ownership of first aid products and supplies, by age and gender, September 2014
Product format
Figure 60: Format preference, bandages, by race/Hispanic origin, September 2014
Figure 61: Format preference, ointments/topical treatments, by parent/guardian with children in household, September 2014
Figure 62: Format preference, first aid kits, by parent/guardian with children in household, September 2014
Purchase factors
Figure 63: Purchase factors for first aid products — Very important, by gender, September 2014
Figure 64: Purchase factors for first aid products — Very important, by age, September 2014
Figure 65: Purchase factors for first aid products — Very important, by parent/guardian with children and age, September 2014
Product benefits
Figure 66: Interest in first aid product benefits — Have tried and would use again, by gender, September 2014
Figure 67: Interest in first aid product benefits — Have tried and would use again, by age, September 2014
Figure 68: Interest in first aid product benefits — Have tried and would use again, by age/gender, September 2014
Figure 69: Interest in first aid product benefits — Have not tried, interested in trying, by age/gender, September 2014
Figure 70: Interest in first aid product benefits — Have not tried, interested in trying, by parent/guardian with children in household,

September 2014
Figure 71: Interest in first aid product benefits — Have not tried, interested in trying, by race/Hispanic origin, September 2014

Attitudes toward first aid products

Figure 72: Attitudes toward first aid products, by age and gender, September 2014

Figure 73: Attitudes toward first aid products, by repertoire of first aid products and supplies, September 2014
Foot ailments and treatments

Figure 74: Incidence of foot ailments, by gender, September 2014

Figure 75: Incidence of foot ailments, by age, September 2014

Figure 76: Usage of footcare devices or treatments, by gender, September 2014

Figure 77: Usage of footcare devices or treatments, by age, September 2014

VISIT: store.mintel.com
BUY TH I S CALL: EMEA +44 (0) 20 7606 4533 | Brazil 0800 095 9094

REPORT NOW Americas +1 (312) 943 5250 | APAC +61 (0) 2 8284 8100

EMAIL: reports@mintel.com

reports.mintel.com © 2014 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


http://reports.mintel.com//display/store/681404/
mailto:reports@mintel.com

MINTEL

First Aid - US - December 2014

e The above prices are correct at the time of publication, but are subject to
Report Price: £2466.89 | $3995.00 | €3133.71 B

Appendix — Information Resources Inc. Builders Panel Data Definitions

Information Resources Inc. Consumer Network Metrics

Appendix — Trade Associations
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