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“Despite the prevalence of gastrointestinal issues, the
market of branded gastrointestinal remedies is up against

several challenges. Sales of private label brands are eroding
national brand sales, and consumers are taking a more

proactive approach to their health. Creating a relationship
with consumers could help to increase brand loyalty and

usage.”
– Emily Krol, Health and Wellness Analyst

This report looks at the following areas:

• The American diet is changing, which could impact the need for OTC gastrointestinal
remedies

• Most people who suffer gastrointestinal issues do not prepare for them
• Sales of private label brands overtaking branded products

Sales of gastrointestinal (GI) remedies continue to decline, and are down 1.2% from 2012-13. A very
large percentage of the population experienced some type of gastrointestinal issue during the past
year, suggesting that sales should be increasing. A few factors contributed to the decline, such as
people eating healthier diets and being more proactive by taking fiber supplements and probiotics.
Additionally, consumers continue to switch over to less expensive private label brands, driving sales of
name brand products down. Rather than stocking up, consumers tend to purchase gastrointestinal
remedies for a specific need, and marketers that understand this and other consumer shopping
behaviors are likely to be more successful.

This report will provide information on what types of digestive issues people suffer from—and how they
treat them. Also discussed will be the various ways people manage their digestive health, and whether
they take a proactive or reactive approach. This can help marketers determine how to target
messaging toward particular users.

The report builds on the analysis presented in Mintel’s Gastrointestinal Remedies—US, April 2012 , as
well as the 2008, 2006, 2004, 2003, and 2001 reports of the same title. Mintel’s Gastrointestinal
Remedies: Digestive and Immunity Health—US, April 2010 will also serve as a basis for the analysis
presented.
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Product innovations down
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Figure 48: Types of gastrointestinal remedies used, by gender, August 2013
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Figure 64: Attitudes toward purchasing gastrointestinal remedies, by race/Hispanic origin, August 2013
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Figure 65: Ways to manage digestive/gastrointestinal issues, by race/Hispanic origin, August 2013

Relieving pain
Figure 66: Agreement with attitudes toward gastrointestinal issues, by race/Hispanic origin, August 2013

Overview of gastrointestinal tablets

Antacid tablets

Consumer insights on key purchase measures

Brand map
Figure 67: Brand map, selected brands of antacid tablets buying rate, by household penetration, 52 weeks ending June 24, 2012

Brand leader characteristics

Key purchase measures
Figure 68: Key purchase measures for the top brands of antacid tablets, by household penetration, 52 weeks ending June 24, 2012

Laxative tablets

Consumer insights on key purchase measures

Brand map
Figure 69: Brand map, selected brands of laxative tablets buying rate, by household penetration, 52 weeks ending June 24, 2012

Brand leader characteristics

Key purchase measures
Figure 70: Key purchase measures for the top brands of laxative tablets, by household penetration, 52 weeks ending June 24, 2012

Overview of gastrointestinal liquid

Laxative/stimulant liquid/powder/oil

Consumer insights on key purchase measures

Brand map
Figure 71: Brand map, selected brands of laxative/stimulant liquid/powder/oil buying rate, by household penetration, 52 weeks ending
June 24, 2012

Brand leader characteristics

Key purchase measures
Figure 72: Key purchase measures for the top brands of laxative/stimulant liquid/powder/oil, by household penetration, 52 weeks
ending June 24, 2012

Experience ailments
Figure 73: Experience gastrointestinal issue, by gender and age, August 2013

Figure 74: Experience gastrointestinal issue, by presence of children in household, August 2013

Figure 75: Experience gastrointestinal issue, by experience issues, August 2013

Figure 76: Experience gastrointestinal issue, by experience issues, August 2013 (continued)

Treating gastrointestinal/digestive Issues
Figure 77: Experience gastrointestinal issue, by repertoire of gastrointestinal remedies used, August 2013

Figure 78: Ways treated gastrointestinal ailments—over-the-counter remedy (ie, antacid, laxative, etc.), by gender and age, August
2013
Figure 79: Types of gastrointestinal remedies used, by gender and age, August 2013

Key Household Purchase Measures – Information Resources Inc. Builders Panel Data

Appendix – Other Useful Consumer Tables

Report Price: £2466.89 | $3995.00 | €3133.71

Gastrointestinal Remedies - US - November 2013

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 APAC +61 (0) 2 8284 8100
EMAIL: oxygen@mintel.com

oxygen.mintel.com © 2012 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://oxygen.mintel.com//display/store/637786/
mailto:oxygen@mintel.com


Figure 80: Types of gastrointestinal remedies used, by over-the-counter remedy (ie, antacid, laxative, etc.), August 2013
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Figure 108: US Unemployment Rate, by month, 2002-13

Figure 109: US unemployment and underemployment rates, 2007-13

Figure 110: Number of employed civilians in US, in thousands, 2007-13

Obesity

Childhood and teen obesity—highest in decades

Racial, ethnic population growth
Figure 111: Households with children, by race and Hispanic origin of householder, 2012
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Figure 112: US population, by age, 2008-18

Figure 113: US households, by presence of own children, 2002-12
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