
Page 1 of 3



Page 2 of 3

INTRODUCTION

Scope

OUTLOOK

Growing importance of digital positioning strengthened by COVID-19
COVID-19 impact on Product Claims and Positioning

GLOBAL OVERVIEW OF LEADING CLAIMS

The importance of digital shelf information grows in importance
Brands struggle to highlight their strategic messaging in e-commerce
Most used claims are sustainability related across the board

ORGANIC LEADERSHIP IN FOOD AND DRINKS

Organic development in pet care held back by need for balanced formula
Larger availability of organic options can sometimes drive organic growth
In other cases, assortment expansion is not the best way forward
A strong wellness connection is key to growth in organic food and drinks

IMMUNITY-FOCUSED NUTRITION TAKES CENTRE STAGE

Health and wellness spending to increase, temporarily or permanently
Immune system interest high as never before
Eastern Europe sees highest potential for immune system positioning
Immunity claim strongest in pet care and consumer health
Immunity claim examples from Eastern Europe
Immunity claim examples from consumer health
Immunity positioning in pet care remains a way to differentiate

VEGAN BEAUTY TAKES THE LABEL BEYOND FOOD AND DRINKS

Criticism of long ingredient lists and heavy processing in vegan faux meat
Plant-based moves beyond meat substitutes and dairy alternatives
Vegan beauty replaces cruelty free as consumers demand more
Largest beauty companies take a half-hearted approach to vegan beauty
Seed Phytonutrients is a masstige brand with a purpose
Independent challenger brands drive the vegan beauty trend
Cruelty free and/or 100% vegan claims attract female consumers
Blue ocean conditions for certification schemes for social sustainability
Growing importance of digital positioning strengthened by COVID-19
Product Claims and Positioning Method

About Euromonitor International

Euromonitor International is an independent market intelligence provider. Data, insight and analysis stem from in-the-field research
spanning 210 national markets.

Content ranges from the in-depth and country-specific, to key strategic themes with a global range and significance. Products cover
a comprehensive range of insights and market data, but can be broadly categorised as:

Strategy Briefings: Global or regional in scope, and focussing on the most important themes shaping consumer demand, the
key markets, competitive environment and future outlook across a range of industries.
Company Profiles: Analysis dedicated to the world’s most significant companies, with detailed insight into their activities, focus
of operations, their competitors, their geographic presence and performance.
Country Reports: For an in-depth understanding of specific countries, whether by industry, economic metrics or consumer
trends and lifestyles. These reports cover current trends, consumer demand, market potential and future prospects, with
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country-specific local insight and comprehensive data, unavailable elsewhere.

For more information on this report, further enquiries can be directed via this link www.euromonitor.com/world-market-for-product-claims-and-
positioning/report.


