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First Aid - US

“First aid products are essential purchases with
potentially lengthy purchase cycles. Consumer interest
in the category centers on its functional nature — they
simply need these products when minor injuries occur.
Short-term market gains in 2020 have given way to a
market that will see slower growth in 2023 and ...

June 2023

Oral Health - US

“The pandemic both upended and revitalized the oral
care market, creating disruptive opportunities for
premium and eco-friendly solutions. As consumers view
their oral care routines as self-care, as well as essential
hygiene, leading brands can continue to tap into
wellness trends. There will be blossoming opportunities
to link oral care ...

May 2023

Sleep Health - US

"Sleep is the new frontier of health as consumers more
widely recognize the integral role it plays in their overall
health. Yet a majority of adults struggle to fall and/or to
stay asleep, and many recognize the nuances of quality
sleep.

While worsening sleep habits raise public health
concern ...

April 2023

Managing Common Illness - US

“Consumers have faced increased exposure to common
illness over the past year, as influenza, COVID-19 and
RSV converged, creating a tridemic. Nearly one quarter
of consumers experienced more frequent common
illness than last year despite taking preventative

measures, such as using immune-boosting supplements.

Because many symptoms of common illness overlap ...

Feminine Hygiene and Sanitary
Protection Products - US

“Consumers are increasingly viewing their bodies as
interconnected ecosystems, driving focus on less-
recognized areas of health, including vaginal health.
Overall, feminine care needs are essential to women’s
health, yet consumers’ expectations are no longer purely
functional. The category is in a moment of evolution, as
lines blur between beauty and ...
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