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“Sales of gastrointestinal remedies have surged in recent
years as consumers have become increasingly aware of

their diet and digestive health. However, along with a
growing awareness of health issues comes a greater desire

to treat illness through dietary changes rather than
reaching for medications, which is a challenge for the

market in years to come.”
– Jack Duckett, Consumer Lifestyles Analyst

This report looks at the following areas:

• Driving usage through preparatory purchases
• Stimulating growth through brand extension
• Digital educational initiatives

This Report analyses the market for all types of indigestion and stomach remedies available over the
counter, which together constitute the gastrointestinal (GI) remedies market.

The five main categories are as follows:

Indigestion/heartburn remedies
range from simple antacids such as Rennie or wind relief such as Setlers or Wind-eze to more potent
medication such as Gaviscon or Zantac.

Laxatives
relieve constipation and work in one of several ways, either by introducing fibre to the bowel,
stimulating the bowel or softening stools.

Anti-diarrhoeals
are usually opiate-based to slow down the movement of waste through the bowel, and/or contain
kaolin to add bulk to waste and neutralise bacteria. This segment also includes rehydrating solutions,
or electrolyte solutions, which replace the fluid and salts lost when suffering from diarrhoea.

Stomach upset remedies
, for example, Alka-Seltzer or Andrews, relieve general nausea and settle the stomach.

IBS
(Irritable Bowel Syndrome) products provide symptomatic relief for the spasms and bloating which are
typical of IBS. Many of these products, such as Colpermin, are based on peppermint oil, which is
naturally soothing for gastrointestinal problems.

This Report covers only over-the-counter (OTC) (non-prescription) medication, defined by the
Proprietary Association of Great Britain as being:

“Specifically designed to treat the symptoms of common, minor and self-limiting ailments that do not
require a medical diagnosis.”
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