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Self Diagnostics - US

“Following nearly two years of heightened attention on
personal health, industry players must capitalize on
consumers’ top-of-mind and forward-looking health
ambitions going into 2022. In order to sustain the
category’s pandemic-fueled growth, continued emphasis
on self-diagnostic tools that can help monitor traditional
illness and become an integral part of virtual ...

Suncare - UK

“The easing of international travel restrictions and surge
in staycations have supported the recovery of suncare in
2021. However, the pandemic has highlighted the
category’s dependence on overseas holidays and
domestic weather conditions. As consumers simplify
their BPC routines, the category also faces threats from
adjacent categories where NPD in ...

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’ ...

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 ...
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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
...

Women's Haircare - UK

“Women’s haircare/styling routines were relaxing even
before the pandemic, however, stay-at-home measures
have significantly impacted usage behaviours, with a
shift in routines set to remain. Styling has seen the
greatest setback, however, across all segments brands
that have maintained marketing activity and innovated
in areas of interest to the ...

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 ...

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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