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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:

BUY THIS
= Driving usage through preparatory purchases R EPO RT N OW
< Stimulating growth through brand extension
= Digital educational initiatives
VISIT:
This Report analyses the market for all types of indigestion and stomach remedies available over the store.m | nte| .Ccom
counter, which together constitute the gastrointestinal (Gl) remedies market.
The five main categories are as follows: CALL:
EMEA
Indigestion/heartburn remedies +44 (O) 20 7606 4533
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.
Brazil
Laxatives 0800 095 9094
relieve constipation and work in one of several ways, either by introducing fibre to the bowel,
stimulating the bowel or softening stools.
Americas
Anti-diarrhoeals +1 (312) 943 5250

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. China

+86 (21) 6032 7300
Stomach upset remedies
, for example, Alka-Seltzer or Andrews, relieve general nausea and settle the stomach.

APAC
185 +61 (0) 2 8284 8100

(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.

EMAIL:
reports@mintel.com

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.”

This report is part of a series of reports, produced to provide you with a
more holistic view of this market

DID YOU KNOW?
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Gl remedies market enjoys strong value sales growth
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Figure 17: New product launches in the gastrointestinal remedies market, by launch type, 2012-15

Ingestible remedies dominate Gl market
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Figure 27: Brand personality — Micro image, March 2016
Brand analysis
Gaviscon enjoys almost universal awareness

Figure 28: User profile of Gaviscon, March 2016
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Figure 29: User profile of Imodium, March 2016

Boots Pharmaceuticals proves most trusted brand
Figure 30: User profile of Boots Pharmaceuticals, March 2016

Rennie brand could benefit from product innovation
Figure 31: User profile of Rennie, March 2016
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Experience of Gl Ailments and Treatments Used

Experience of Gl health issues
Figure 34: Experience of gastrointestinal health problems in the past 12 months, February 2016

Experience by age
Figure 35: Experience of gastrointestinal health problems in the past 12 months, by age, February 2016

Women more likely to experience Gl issues
Figure 36: Experience of gastrointestinal health problems, by gender, February 2016

Treating Gl health issues
Figure 37: Experience of gastrointestinal health problems and treatments used, February 2016

Young adults turn to diet to fix their Gl issues
Figure 38: Proportion of adults using diet to treat experience of gastrointestinal health problems, by age, February 2016

Factors Contributing to Experience of Gl Problems

Stress proves leading cause of Gl health problems
Figure 39: Factors contributing to experience of Gl problems in the last 12 months, February 2016

Over a quarter of sufferers cite poor diet as a cause
Figure 40: Proportion of adults citing “poor diet” as a cause of Gl problems in the last 12 months, by gender and age, February 2016

Young adults prove most prone to viral gastrointestinal ailments

Figure 41: Proportion of adults who cite a virus as a factor behind their experience of Gl problems in the last 12 months, by age,
February 2016

Attitudes towards Treating Gl Problems

Controlling GI problems with diet
Figure 42: Attitudes towards treating Gl health problems, February 2016

A natural approach
Figure 43: Attitudes towards treating Gl health problems (continued), February 2016

Boosting trust in exercise as a remedy
Figure 44: Attitudes towards exercise to treat Gl health problems, February 2016

Shopping for Gl Remedies

Responsibility for buying Gl remedies
Figure 45: Proportion of adults who have bought GI remedies in the last 12 months, by gender, February 2016
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Purchase channel
Figure 46: Channels used to purchase Gl remedies in the last 12 months, February 2016

General Attitudes towards GI Remedies

Gl preparation limited
Figure 47: Attitudes towards accessibility of Gl remedies, February 2016

Encouraging young adults to stock up on Gl remedies
Figure 48: Selected attitudes towards Gl remedies, by age, February 2016

Branded vs own-label
Figure 49: Attitudes towards selecting Gl remedies, February 2016

Gl education
Figure 50: Attitudes towards treating Gl issues, February 2016
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Anti-diarrhoeals
Figure 53: UK retail value sales of diarrhoea remedies, by brand, years ending January 2015 and 2016

Laxatives
Figure 54: UK retail value sales of laxatives, by brand, years ending January 2015 and 2016

Stomach upset remedies

Figure 55: UK retail value sales of stomach upset remedies, by brand, years ending January 2015 and 2016

Irritable bowel syndrome remedies
Figure 56: UK retail value sales of IBS remedies, by brand, years ending January 2015 and 2016
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