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Consumers and the Economic
Outlook - UK
“The UK left the EU with consumers still expecting
Brexit to have a negative overall effect, but with much
more positive views than in previous months. The clarity
provided by the General Election and delivery of Brexit,
continued high employment and above-inflation wage
rises, have combined to pushed Mintel’s consumer ...

February 2020
Attitudes towards Healthy Eating UK

Feminine Hygiene and Sanitary
Protection Products - UK

“People’s openness to reformulation is good news for the
industry, faced with government targets to make their
products healthier, but also adds to the pressure to do
so. That many would even welcome punitive measures
such as taxing unhealthy foods provides food for
thought for the government, but also to ...

“The feminine hygiene and sanitary protection category
has been steadily growing in recent years, bolstered by
strong sales in the incontinence sector and a beauty
revamp of the feminine hygiene sector. The sanitary
protection sector, however, is dampening growth;
signalling that brands must do more to respond to
growing environmental ...

First Aid - UK
“The value of the first aid category has fluctuated in
recent years and is estimated to show significant decline
in 2019 due to reduced NPD and competition from the
private label sector. Future growth will come from
brands offering consumers added value propositions, as
well as engaging with them using ...
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Managing a Healthy Lifestyle - UK
“Belying the fairly bleak picture of the nation’s health,
commercial opportunities for companies to engage with
consumers by providing health-boosting help and
support have never been greater. Consumers exhibit a
keen appetite for the latest technological health
solutions, with DNA-tailored solutions and
sophisticated biometric tracking likely to become
increasingly popular ...

© 2022 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

reports.mintel.com

