MINTEL

September 2018

Vitamins, Minerals and
Supplements - US

"The pace of growth for the VMS (vitamins, minerals,
and supplements) market remains steady, as sales are
estimated to increase by 5.1% in 2018, reaching $24.5
billion. Yet consumer emphasis on value and lack of
product understanding are a challenge to the category.
To best position themselves, category ...

Vitamins and Supplements - UK

“The ongoing consumer focus on health and the
continued success of demographic-specific supplements
have supported growth in the vitamins and supplements
category. However, with the majority of adults
questioning the health promises made, improving trust
is needed if the category is to grow its market
penetration. Meanwhile, personalised subscriptions
could ...

Laundry Detergents, Fabric
Conditioners and Fabric Care - UK

“In its bid to reverse rapidly falling value, laundry
detergent brands have upped their focus on innovation
that aims to reduce consumers’ repertoire of laundry
care products. However, in doing so, the fabric
conditioners and fabric care markets are now under
threat. Increased focus on skin health and the
environment ...
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Consumers and the Economic
Outlook - Quarterly Update - UK

“Consumers continue to worry about the impact Brexit
will have on the UK economy. But people are still
focussing much more on their own financial situations,
which are currently in a pretty healthy state. The base
rate rise will make it harder for some, but the general
outlook is positive ...

Home Laundry Products - US

Shaving and Hair Removal
Products - US

"The highly saturated shaving and hair removal
products market is estimated to reach $3.5 billion in
total 2018 retail sales, declining by 3.9% from 2017.
Although usage of razors is nearly universal, the value-
driven nature of the category, shifting expectations of
shaving and hair removal, and increased competition ...

Pest Control and Repellents - US

"The pest control market has slowed. While there are
heightened concerns about insect-borne diseases, the
market is maturing. Consumers are trading down to
private label products, while more depend on
professional services, which have moderated growth of
the consumer product side of the market.

The long-term prospect for the market ...

Bodycare and Deodorant - US

"The body care and deodorant industry continues to see
slow yet steady sales growth in 2018, with future trends
projected to remain comparable. Deodorant brands that
focus on scent, natural ingredients, and practical claims
such as staining or white marks will continue to see
success. Body care brands that pique ...
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"The home laundry products market is estimated to
grow. While detergent dominates the market, the wide
array of features and innovations offered in the laundry
care segment largely contributed to category growth.
Offering products that effectively, yet safely, clean all
fabric types could be an opportunity for brands to post
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Medicated Skincare - US

"The medicated skincare market grew by 0.4% in 2017
and will reach an estimated $1.1 billion in 2018; an
increase of just $14 million. Through 2023, Mintel
estimates that the market will add between 1% and 3%
per annum. Better prevention, oral medications, and
non-medicated products will continue ...

Consumers and the Economic
Outlook - US

"Consumers remain confident in their financial health
and anticipate little change in the coming year, resulting
in stable patterns of financial opinions and behaviors.
Consumers hope to save for the future while also
maintaining spending levels that accommodate their
current lifestyle. This Report looks at the role credit
score plays ...
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OTC Analgesics and Cold and Flu
Remedies - UK

“The British population is facing a health crisis — it is
getting older, more overweight and a growing culture of
‘presenteeism’ is resulting in many employees placing
additional stress and strain on their bodies when rest
and recuperation is what’s needed. The OTC analgesics
and cold and flu remedies market ...

Air Care - UK

“More people than ever are using air care products, with
the category benefiting from meeting both emotional
and functional needs. However, concerns over the
content of standard fresheners look to have encouraged
some consumers to re-evaluate their product choices.
Innovation is continuing to rise, ensuring the category
remains fresh and ...

Oral Care - UK

“In a sector where growth has ground to a halt, and is
expected to remain flat for some time, oral care brands
need to engage consumers more with their dental health
and reduce reliance on special offers if they are to see
value return. More standardised help and guidance in ...
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