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Department Store Retailing - UK

“As mobile devices become the key connecting point for
cross-channel they will have a major impact on how
companies communicate with their customers and how
they foster loyalty, but they could become the perfect
conduit for delivering more potent messages about the
advantages of ‘click and collect’ services too”.

Soap, Bath and Shower Products -
UK

“The soap, bath and shower category straddles two
worlds – at once it falls into the arena of must-have
consumer goods, which consumers see as integral to
their everyday wellbeing, while at the same time it has
an opportunity to tap into a consumer desire for
escapism and fantasy. Close ...

Babies' & Children's Personal
Care Products - UK

“Children’s wipes (targeted at 3-9-year-olds) are worth
only 5% of the total wipes market. Parents are finding
more reasons to use wipes on older children, such as on-
the-go clean-ups after playtime and eating, and
frequency of use is growing the fastest amongst these
groups. Manufacturers could introducing a range
positioned ...

Consumers and The Economic
Outlook - Quarterly Update - UK

The report includes an overview of the changes in
household well-being over the last three years, a
breakdown of planned and recent spending, and
consumers' assessment of how well they manage their
money. Free to Mintel Oxygen subscribers, the report is
the third in an ongoing series of quarterly updates ...

Deodorants and Bodysprays - UK

“Deodorants may not have the feelgood factor of
fragrance or the glamour of cosmetics, however, the
category benefits from being a grooming staple,
indispensable in both good times and bad. Indeed, some
would argue that an antiperspirant is even more crucial
when the going gets tough and the tough get ...

Oral Healthcare - UK

“As consumers take extra care in keeping their teeth in
tip-top condition to avoid the financial sting of dental
treatments, this is helping to support oral care sales.
Marketing messages which focus on ‘prevention rather
than cure’, encouraging consumers to invest in their oral
health to minimise the chance of ...

Beauty Retailing - UK

“Gaining a competitive edge through the wealth of
customer data derived from a loyalty scheme is easier
said than done. Moreover retailers must then deliver
relevant and useful incentives to shoppers if they are to
succeed in generating those all-important repeat
purchases. Getting it right procures good value from the
...

Beauty and
Personal Care -
UK
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