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"Women in general need help with self-motivation in order
to achieve their health goals – this can be gained through

encouraging healthy behaviors, showcasing realistic
healthy role models in marketing, and offering products
and services that incorporate health into women’s daily

lives. "
- Marissa Gilbert, Health and Wellness Analyst

This report looks at the following areas:

• Stress is the number one health concern among women
• Women lack self-motivation when it comes to improving their health
• Obesity rates continue to uptick and the health impacts are concerning

Half of women consider themselves healthier today than they were a year ago. Generally, women are
engaged in some aspect of their health – whether taking a vitamin, mineral or supplement, eating a
healthy diet, exercising, or staying positive – yet express the most concern over the effects of stress on
their wellbeing. Looking forward, women will seek relatable health role models that motivate them to
achieve their health goals.

Definition

In this report, Mintel examines various factors impacting women’s health, and seeks to help marketers
understand what women are specifically looking for/drawn to when purchasing health-related products
and services, and how to best appeal to these needs.
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Figure 38: Shorter-term reasons for purchasing products geared towards improving health, by age, May 2015
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