MINTEL

April 2021

Families - UK

“While the lockdown periods have been challenging for
all consumers, there can be little doubt that the closure
of schools meant that families were among the hardest
hit as many parents were forced to juggle home
schooling and childcare responsibilities with the shift to
working from home. But with modern ...
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Consumers and the Economic
Outlook - UK

“GDP grew by 1.0% in the final quarter of the year as the
economy bounced back more strongly than in expected
in December, following the dip in November caused by
the second lockdown of England and other lockdowns
and restrictions in various parts of the country. Despite
this slight ...
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Lifestyles of the Over-55s: Inc
Impact of COVID-19 - UK

“With vulnerability to the coronavirus increasing
alongside age, Britain’s over-55s have been consistently
among the most anxious about being exposed to the
coronavirus, driving widespread cautious behaviours
among the cohort. In the face of a third UK lockdown,
concerns surrounding both the physical and mental
wellbeing of this group must ...

Attitudes towards Cosmetic
Procedures - UK

“The COVID-19 outbreak had a direct impact on
cosmetic procedures with beauty salons and clinics
forced to close for many months during the initial spring
and winter lockdowns. While economic uncertainty
from the pandemic could translate to a dip in the
number of some cosmetic procedures in the near future
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