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USAGE OF VITAMINS AND SUPPLEMENTS
Over half of consumers take vitamins and supplements
Figure 30: Usage of vitamins and supplements in the last 12 months, July 2017
Multivitamins continue to dominate the vitamins segment
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Vitamin D usage is highest amongst the over-65s
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Men are core users of cod liver oil and fish oil/omega-3
Figure 33: Usage of minerals and dietary supplements, July 2017
USAGE OF FORMATS
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Brain/nervous system claims are most important to 35-44s
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Figure 38: Attitudes towards vitamins and supplements, July 2017
Trust in own-labels is higher amongst older groups
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Two fifths of consumers find it hard to get required vitamins and minerals from diet
APPENDIX – DATA SOURCES, ABBREVIATIONS AND SUPPORTING INFORMATION
Abbreviations
Consumer research methodology
APPENDIX – MARKET SIZE AND FORECAST
Figure 39: Best- and worst-case forecasts for the total UK vitamins and minerals market, by value, 2017-22
Forecast methodology
APPENDIX – MARKET SHARE
Figure 40: UK Retail value sales of vitamins and supplements, by brand, 2015-17
APPENDIX – MARKET DRIVERS
Figure 41: Projected trends in the age structure of the UK population, 2017-22
Figure 42: Total hours of sunshine in the UK, by season, 2013-17
APPENDIX – LAUNCH ACTIVITY AND INNOVATION
Figure 43: New product launches in the UK vitamins and supplements market, by branded and own-label, 2014-17
APPENDIX – ADVERTISING AND MARKETING ACTIVITY
Figure 44: Recorded above-the-line, online display and direct mail advertising expenditure on vitamins and supplements, by media type, 2014-17
APPENDIX – THE CONSUMER
Figure 45: Repertoire of usage of vitamins, July 2017
Figure 46: Repertoire of usage of minerals and dietary supplements, July 2017
Figure 47: Repertoire of formats of vitamins and supplements, by gender by age group, July 2017
Figure 48: New product launches in the UK vitamins and supplements market carrying an all-natural or a no additives/preservatives claim, 2014-17


