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MARKET CONTEXT

TACKLING FOUR BIG 
GLOBAL PROBLEMS 1
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THE PROBLEM

POOR WATER, SANITATION  
AND HYGIENE CAN HAVE  
DEVASTATING CONSEQUENCES

THE PROBLEM

LIMITED UNDERSTANDING AND STIGMAS 
AROUND INTIMATE WELLNESS DAMAGE 
PUBLIC HEALTH AND WELLBEING

THE PROBLEM

FORMAL HEALTHCARE SYSTEMS 
HAVE LIMITED RESOURCES AND 
ARE UNDER INCREASING PRESSURE

THE PROBLEM

BOTH INFANTS AND THE INCREASING 
NUMBER OF SENIORS IN OUR SOCIETY 
HAVE SPECIALISED NUTRITIONAL NEEDS

Reckitt fights to help tackle 
four big problems for humanity. 
Our brands help people meet 
these challenges. Growing our 
markets increases our impact.

SUSTAINABILITY AND  
DIG ITAL PR ACTICE EMBEDDED
As we seek solutions to these problems, we are embedding 
sustainability into our work and strengthening our digital 
capabilities to meet consumers’ evolving tastes, values 
and behaviours.

Sustainability is not just about doing the right thing, it is a commercial 
imperative. Consumers want to buy products that are not only 
safe and effective, but have also been developed in a responsible 
manner, recognising the positive and negative impact that their 
production and use can have on the environment and wider society.

Digital technologies are transforming consumer behaviour 
and purchasing decisions, affecting what and how people 
buy. Technology also has implications for the way we develop 
and market our products, the value we can offer consumers, 
and how we manage our supply chain.

See 
following 

page
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MAR KET CO NTE X T CONTINUED

POOR WATER, SANITATION  
AND HYGIENE CAN HAVE 
DEVASTATING CONSEQUENCES 

FORMAL HEALTHCARE SYSTEMS HAVE 
LIMITED RESOURCES AND ARE UNDER 
INCREASING PRESSURE

LIMITED UNDERSTANDING AND STIGMAS 
AROUND INTIMATE WELLNESS DAMAGE 
PUBLIC HEALTH AND WELLBEING

BOTH INFANTS AND THE INCREASING 
NUMBER OF SENIORS IN OUR SOCIETY 
HAVE SPECIALISED NUTRITIONAL NEEDS

As cities become more crowded and populations 
more mobile, good hygiene practice is essential 
in reducing the spread of infection. In developing 
economies, water stress can compromise 
hygiene. This has a direct impact on health, 
both in cities and in rural communities.

Across the world, ageing populations and 
stretched public finances are putting pressure 
on healthcare systems. Meanwhile, individuals 
are becoming better informed and are more 
actively involved in looking after themselves. 
Self-care solutions, supported by consumer-
centred technology on apps and elsewhere, 
give people more control. By saving trips to 
the doctor, they can also help reduce demand 
on strained public healthcare systems.

In many parts of the world, there is limited 
awareness and understanding of intimate 
wellness. In some traditionally conservative 
societies, cultural taboos rather than health 
considerations guide policy priorities. 
Reproductive health and sexual wellbeing 
have not been priorities in recent years. 
The contact-averse public health measures 
during the pandemic restricted young people’s 
access to sexual education and development.

Infants deserve the best possible start in life and 
the nutrition they receive is a key part of that. 
That is especially true for those suffering from 
allergies or other conditions which require 
specialised nutrition. Equally, with people living 
longer, there is a growing demand for nutritional 
products that help promote and sustain mental 
and physical faculties. All adults, especially 
seniors, can benefit from high-quality speciality 
food supplements that support immunity, 
digestion, cognition and mental health. 

OUR RESPONSE

We supply products that meet the highest 
hygiene standards. We promote hygiene 
as the foundation for health 

More and more consumers use our premium, 
category-leading products to protect their homes 
and families. They provide a frontline defence against 
the spread of transmissible diseases and viruses. 

Lysol and Dettol, our disinfectant brands, help 
break the chain of infection on surfaces in 
kitchens and bathrooms, from hands, and other 
‘at-risk’ spaces. Harpic, Vanish and Finish support 
cleanliness and hygiene in the home. Our pest 
brands, like Mortein and SBP, protect against 
unwanted pests and insects. The Reckitt Global 
Hygiene Institute and our Fight for Access 
Fund are building scientific understanding 
and extending awareness of hygiene issues. 

OUR RESPONSE

We are reducing demand for institutional 
healthcare by empowering consumers with 
effective and practical self-care solutions

With our over-the-counter healthcare brands, 
via vitamins, minerals and supplements, and 
through health literacy campaigns, we give 
people the tools and the knowledge to take 
better care of themselves, prevent illness and 
treat everyday symptoms at home. We share 
insights gleaned from our science platforms 
(see page 31) and address specific consumer 
needs across our product range. We partner 
with clinical professionals and share science-
backed information with consumers to 
prevent and treat infection. These dynamics, 
combined with digital trends, continue to 
provide opportunities in areas like personalised 
nutrition, wellness and digital health.

OUR RESPONSE

We are supporting intimate wellness and 
safeguarding young people by promoting 
sexual wellbeing and combating sexually 
transmitted diseases

As the world’s leading producer of condoms 
and with 90 years of brand heritage, Durex plays 
a crucial role in reducing the risk of sexually 
transmitted infection and encouraging safe 
sexual practices. With brands like Queen V and 
KY, we are supporting vaginal health and getting 
people to talk openly about intimate wellness.

OUR RESPONSE

Our specialised nutrition is helping infants 
to flourish and allowing older adults to live 
fuller lives

Through the strength of our brands, consumer 
insight and science understanding, we are well 
placed in the nutrition market. Brands such as 
the Enfa range and Nutramigen nurture infants 
by serving important nutritional needs. For adults, 
brands like Provital, Move Free, Airborne and 
Neuriva deliver essential vitamins, minerals and 
supplements. Our product innovation teams 
leverage the capabilities within our allergy and 
immunity and digestive health science platforms 
to deliver innovative solutions that address the 
specific nutritional needs of infants and adults.
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