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In 2018, total US retail sales for the digestive health
market are expected to exceed $4.9 billion, following slight

increases since 2016. The market did increase 11.7%
between 2013 and 2018, largely attributable to Rx-to-OTC

transitions in the antacid segment early in the review
period. However, no new Rx-to-OTC products have been

introduced since 2014, providing little stimulus for new
growth or category interest.

This report looks at the following areas:

• Changes in eating habits limiting the need for digestive health remedies
• Young adults are driven by a sale, less impacted by brand
• Laxatives are a last resort for users

59% of adults use OTC (over-the-counter) digestive health treatments and it is more common to use
reactive remedies rather than try and proactively ward off issues. This means there is a strong base of
digestive health consumers for category players. Still, market sales went relatively unchanged from
2017-18 as sales softened in the leading antacid segment due to increasing competition from store
brands. The market has had little stimulus for new growth or category interest and Mintel forecasts the
digestive health market will decline by 2.6% by 2023.
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Figure 24: Multi-outlet sales of branded PPIs, by brand, rolling 52 weeks 2017 and 2018

Abuse of OTC loperamide prompts regulation; sales declines to follow
Figure 25: Multi-outlet sales of stomach remedies and antidiarrheals, by leading companies and brands, rolling 52 weeks 2017 and
2018

Consumers take reactive approach to digestive discomfort

Proactive digestive care garners stronger adherence

Store brand digestive health remedies have a hold on the market

New entrants to the acid reducer category driving up usage

Laxatives are seen as a last resort

Probiotic use is low but frequency is strong

Consumers are reacting to digestive discomfort
Figure 26: Product usage, by type of remedy (net), April 2018

Figure 27: Product usage, April 2018

Adults aged 18-44 are targets for digestive health remedies
Figure 28: Product usage, by gender and age, April 2018

Product use most pronounced among Hispanic Millennials
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Young adults new to the category driving increased usage
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Figure 54: Total US retail sales and forecast of digestive health products, by segment, at current prices, 2013-23
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