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"As what is considered effective in weight management
continues to evolve, products that maintain traditional
diets formulation struggle to keep up. Meanwhile, weight
management brands that put nutrition first continue to
grow. Brands that can identify new ways to support adults
in their weight management goals will also benefit."
- Marissa Gilbert, Senior Health and Wellness
Analyst
This report looks at the following areas:
•
•
•

Obesity rates still on the rise; prevalent among adults
The term "dieting" faces rejection among key demographics
Weight managers following their own path

For the purposes of this Report, Mintel has used the following definitions:
“Weight management” is defined as an eating or drinking regimen with the goal of losing, maintaining,
or gaining weight. This Report covers products and services that are used primarily for weight control
(weight loss and weight management).
“BMI” (body mass index) is a measurement of body fat based on height and weight. The BMI
calculation used to categorize respondents in this study is as follows
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- (weight in pounds x 703) / (height in inches x height in inches)
Standard BMI classifications are:
- Underweight: 18.5 or less
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management method, July 2017
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Effectiveness of Weight Management Products
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