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“There’s no stronger endorsement of a brand than a
willingness to entrust it with your own or your family’s

health. As such, it’s no surprise that perceptions of trust
and quality are often guided by how a brand impacts upon

the health and wellbeing of consumers.”
- Richard Hopping, Senior Brand and Household

Analyst

This report looks at the following areas:

Keeping yourself and your family fit and healthy is one of the most fundamental drivers that shape
consumer behaviour, and this is reflected in Mintel’s brand research. Many of the top scoring brands for
attributes like trust and quality are those that have a direct impact on health and wellbeing. However,
this remains largely related to physical health. Brands need to be familiar with how consumer
definitions are changing. The continuing shift in how consumers view wellbeing, and the greater focus
towards holistic and mental wellbeing, may well impact on how consumers view brands in the future.

The emerging start-up culture is allowing for smaller brands to have a bigger impact on the market, as
consumers are beginning to recognise that biggest doesn’t always mean best. Brands like Monzo and
The Kraken are leading their categories for satisfaction, while non-traditional brands like TripAdvisor,
Giffgaff and PureGym are also usurping much more mainstream brands when it comes to usage, loyalty
and likely recommendation.
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Figure 24: Top brands by agreement with “A brand that I trust”, October 2017- September 2019

Trust as a building block for other attributes

Quality and trust are closely linked
Figure 25: Top brands by agreement with “A brand that is consistently high quality”, October 2017- September 2019

Ecover and The Body Shop considered particularly ethical
Figure 26: Top brands by agreement with “Ethical”, October 2017- September 2019

FMCG brands have more of an ethical reputation

Everyday brands capable of creating premium image
Figure 27: Top brands by agreement with “A brand that is worth paying more for”, October 2017- September 2019

Luxury food brands more likely to feature

Technology brands associated with innovation
Figure 28: Top brands by agreement with “A brand that is innovative”, October 2017- September 2019

IKEA combines heritage with modern initiatives

Ben & Jerry’s is the only FMCG brand represented

Prices define perceptions of a retailer’s value
Figure 29: Top brands by agreement with “A brand that offers good value”, October 2017- September 2019

Fairy promotes longer-term value

Marks & Spencer’s customer service is a route to growth
Figure 30: Top brands by agreement with “A brand that has great customer service”, October 2017- September 2019

Retailers are considered superior to financial services

Health and wellbeing landscape may be set to change
Figure 31: Top brands by agreement with “A brand that cares about my health/wellbeing”, October 2017- September 2019

A focus on physical health still the clearest indicator of care

BPC: Colgate

Drink: The Kraken

Financial Services: Monzo

Food: Ryvita

Foodservice: McDonald’s

Household Care: Fairy
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Media: Radio Times

Retail: Amazon

Technology: Giffgaff

Travel: TripAdvisor

Colgate
Figure 32: Brand usage in the BPC sector, November 2017-July 2019

Figure 33: Colgate’s bamboo charcoal toothbrush, October 2019

Chanel
Figure 34: Key brand metrics for the BPC sector, November 2017-July 2019

Gillette
Figure 35: Brand attitudes in the BPC sector, November 2017-July 2019

Coca-Cola
Figure 36: Brand usage in the Drink sector, November 2017-July 2019

Figure 37: Coca-Cola launches, 2019

The Kraken
Figure 38: Key brand metrics for the Drink sector, November 2017-July 2019

Robinsons
Figure 39: Brand attitudes in the Drink sector, November 2017-July 2019

Post Office
Figure 40: Brand usage in the financial services sector, November 2017-July 2019

Monzo
Figure 41: Key brand metrics for the financial services sector, November 2017-July 2019

Comparethemarket.com
Figure 42: Brand attitudes in the financial services sector, November 2017-July 2019

Heinz
Figure 43: Brand usage in the food sector, November 2017-July 2019

Figure 44: Example of Heinz launches, 2019

Magnum
Figure 45: Key brand metrics for the food sector, November 2017-July 2019

Ryvita
Figure 46: Brand attitudes in the food sector, November 2017-July 2019

McDonald’s
Figure 47: Brand usage in the foodservice sector, November 2017-July 2019
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Nando’s and KFC
Figure 48: Key brand metrics for the foodservice sector, November 2017-July 2019

Domino’s
Figure 49: Brand attitudes in the foodservice sector, November 2017-July 2019

Fairy
Figure 50: Brand usage in the household care sector, November 2017-July 2019

Figure 51: Key brand metrics for the household care sector, November 2017-July 2019

Dettol
Figure 52: Brand attitudes in the household care sector, November 2017-July 2019

Figure 43: Examples of Dettol launches, 2019

Daily Mail
Figure 54: Brand usage in the media sector, November 2017-July 2019

Total Film and Empire
Figure 55: Key brand metrics for the media sector, November 2017-July 2019

Radio Times
Figure 56: Brand attitudes in the media sector, November 2017-July 2019

Tesco
Figure 57: Brand usage in the retail sector, November 2017-July 2019

Amazon
Figure 58: Key brand metrics for the retail sector, November 2017-July 2019

Marks & Spencer
Figure 59: Brand attitudes in the retail sector, November 2017-July 2019

Giffgaff
Figure 60: Brand usage in the technology sector, November 2017-July 2019

Apple iPhone
Figure 61: Key brand metrics for the technology sector, November 2017-July 2019

Samsung
Figure 62: Brand attitudes in the technology sector, November 2017-July 2019

TripAdvisor
Figure 63: Brand usage in the travel sector, November 2017-July 2019

Premier Inn
Figure 64: Key brand metrics for the travel sector, November 2017-July 2019

British Airways

Household Care

Media

Retail

Technology
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Figure 65: Brand attitudes in the travel sector, November 2017-July 2019

Abbreviations

Appendix – Data Sources, Abbreviations and Supporting Information

Appendix – Brands Covered
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