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“Consumers feel healthier than two years ago, while a good
number of them are more interested in holistic and non-
medical health management approaches. As the
importance of emotional healthcare is increasingly
acknowledged, more people tend to eat healthy food and
do sports not just for health but to induce happy feelings.”
- Alina Ma, Senior Research Analyst
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Figure 10: Top 15 categories seeing the most launches of products with health-related claims (including beauty enhancing, free from,
functional, minus, natural and plus) in the Chinese market, Jan 2013-Dec 2015 vs Jan 2016-Jun 2017
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Men and women are still not equally judged

Sports and Fitness

BUY THIS VISIT: store.mintel.com

CALL: EMEA +44 (0) 20 7606 4533 | Brazil 0800 095 9094

RE PO RT NOW Americas +1 (312) 943 5250 | China +86 (21) 6032 7300

APAC +61 (0) 2 8284 8100 |
EMAIL: reports@mintel.com



http://reports.mintel.com//display/store/793341/
mailto:reports@mintel.com

MINTEL

Trends in Health & Wellness - China - August 2017

e The above prices are correct at the time of publication, but are subject to
Report Price: £3081.32 | $3990.00 | €3661.84 B

Running is most popular
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More passionate about and dependent on sports

Looking for organic certification and dietary fibre
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Figure 42: Information sought on food labels, by consumer classification, May 2017
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