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Suncare: Inc Impact of COVID-19 -
UK

“COVID-19 proved to be particularly challenging for
suncare, with usage occasions severely impacted.
Although demand is expected to resume in the longer
term as consumers get back to normality, the pandemic
has highlighted the category’s reliance on factors that
brands cannot control for repeat purchase. Blurring the
line between suncare ...

Consumers and the Economic
Outlook: Inc Impact of COVID-19 -
UK

“The November lockdown of England will bring the
already fragile economic recovery to a sharp halt. The
Office of Budget Responsibility expects the UK’s
economic output to fall by 11.3% over the course of the
year, before growing by 5.5% in 2021, and finally
recovering to pre-COVID levels ...

Healthy Lifestyles: Inc Impact of
COVID-19 - UK

“The COVID-19 pandemic has brought the true state of
the nation’s health into unprecedented focus. With the
majority of people still considering themselves either
average or somewhat healthy, however, the new
government strategy is commencing from a difficult
starting point. Opportunities lie in providing mood
boost ideas for an increasingly ...

Children's Healthcare: Inc Impact
of COVID-19 - UK

“The children’s healthcare category saw strong growth of
4% to £194 million in 2019, as parents prioritised
quality and invested in higher-value branded remedies
rather than own-label products. With the pandemic
driving a focus on health and wellbeing, the category is
set to continue to see strong value growth in ...

Health and Fitness Clubs: Inc
Impact of COVID-19 - UK

“While some Brits are still nervous about visiting or
returning to a gym, people are prioritising both their
physical and mental health more than ever. Operators
will need to develop more holistic services that enable

Vitamins and Supplements: Inc
Impact of COVID-19 - UK

“The pandemic will drive demand for vitamins and
supplements as health and wellness become bigger
consumer priorities. Immune health in particular is in
the spotlight, and brands can look to offering more
holistic solutions, considering the links between stress,

Health and
Wellbeing - UK
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consumers to incorporate activity from outside the gym,
and harness new technologies for progress tracking ...

sleep, nutrition and diet on immunity. The category is
expected to ...

Consumers and the Economic
Outlook: Inc Impact of COVID-19 -
UK

“The UK is in the midst of its deepest recession on
record. However, the recovery has already started, with
monthly GDP growth in May and June. However, the
winding down of state support for businesses presents
renewed threats that could derail the recovery and is
expected to lead to significant ...

Oral Care: Inc Impact of
COVID-19 - UK

“The COVID-19 outbreak will have little overall impact
on the value of the oral care category which was already
in decline before the pandemic. While a recession will
drive savvy shopping behaviours further in the short
term, consumers were already streamlining their
routines, buying on promotion or switching to own-label
...

OTC Analgesics and Cough, Cold
and Flu Remedies: Inc Impact of
COVID-19 - UK

“The category was already seeing value growth before
the COVID-19 outbreak and is expected to now see a
bigger increase in 2020 as consumers panic-bought
products ahead of and during the lockdown period.
Growth will normalise in the long term, as stocks are
used up during the cold/flu season ...

Consumers and the Economic
Outlook: Inc Impact of COVID-19 -
UK

“COVID-19 has had a profound impact on British
consumers and businesses, shutting down major
sections of the economy and having a serious effect on
job security. As a result, consumer confidence has taken
a dive, while concerns about the impact of Brexit have
spiked as people consider the implications of ...

Consumers and the Economic
Outlook - UK

“The UK left the EU with consumers still expecting
Brexit to have a negative overall effect, but with much
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more positive views than in previous months. The clarity
provided by the General Election and delivery of Brexit,
continued high employment and above-inflation wage
rises, have combined to pushed Mintel’s consumer ...

Attitudes towards Healthy Eating -
UK

“People’s openness to reformulation is good news for the
industry, faced with government targets to make their
products healthier, but also adds to the pressure to do
so. That many would even welcome punitive measures
such as taxing unhealthy foods provides food for
thought for the government, but also to ...

Feminine Hygiene and Sanitary
Protection Products - UK

“The feminine hygiene and sanitary protection category
has been steadily growing in recent years, bolstered by
strong sales in the incontinence sector and a beauty
revamp of the feminine hygiene sector. The sanitary
protection sector, however, is dampening growth;
signalling that brands must do more to respond to
growing environmental ...

First Aid - UK

“The value of the first aid category has fluctuated in
recent years and is estimated to show significant decline
in 2019 due to reduced NPD and competition from the
private label sector. Future growth will come from
brands offering consumers added value propositions, as
well as engaging with them using ...

Managing a Healthy Lifestyle - UK

“Belying the fairly bleak picture of the nation’s health,
commercial opportunities for companies to engage with
consumers by providing health-boosting help and
support have never been greater. Consumers exhibit a
keen appetite for the latest technological health
solutions, with DNA-tailored solutions and
sophisticated biometric tracking likely to become
increasingly popular ...
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