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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.

Brand Overview: Retail - UK

“The coronavirus outbreak and related challenges such
as store closures and social distancing measures urged
both retailers and consumers to approach shopping with
new eyes. While the convenience of ecommerce will
continue to resonate with consumers in the longer run,
the in-store shopping experience will again be in the
spotlight ...

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 ...

Brand Overview: Finance - UK

“The pandemic will create more interest and
engagement with personal finances, but we are yet to see
that translate into an intention to switch provider in
search of better deals. COVID-19 therefore seems
unlikely to create a seismic shift in the consumer inertia
that tends to pervade the financial services ...

Retail Payment Options - UK

“It has been a transformative year for the payments
sector with the pandemic acting as a catalyst to
regulatory, technological and behavioural change. Cash
use has plummeted, contactless payments have surged,
and consumers have made use of ‘buy now, pay later’
(BNPL) as shopping moved online. While cards now
dominate ...

Brand Overview: Drink - UK

“Consumer concerns around COVID-19 are beginning to
show signs of decline, but there will be a continued drive
towards health and wellbeing from consumers. In the
short term this will continue to be related to products
that people hope will support their immune system, but
over the longer term the ...

Brands: Big
Picture - UK
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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 ...

Brand Overview: Food - UK

“The coronavirus outbreak has urged consumers to
review their eating habits, triggering a rise in at-home
cooking and eating occasions. As the notion of holistic
wellbeing becomes more influential, brands with a
healthy and caring reputation become more appealing.
However, Brits’ sweet tooth and desire for small
indulgences position those ...

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 ...

Brand Overview: BPC - UK

“The COVID-19 outbreak has led consumers to review
their BPC regimes and has put greater emphasis on
holistic health and wellbeing. While lockdown periods
reduced usage occasions for fragrances and colour
cosmetics, consumers spent longer on self-care beauty
routines and sought products designed to boost physical
and emotional wellness. In ...

Brands: Big
Picture - UK
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