
This report looks at the following areas:

•• The impact of COVID-19 on healthy lifestyles
•• The state of the nation’s health
•• Amount of effort people put into staying healthy
•• Reasons for living a healthy lifestyle
•• Sources of health information
•• Health in the workplace: how consumers feel
•• Health in the workplace: what consumers want.

Despite the fact that the UK health profile continues to lag behind where it
should be, consumers’ perceptions of their health do not reflect this. There is a
disparity between how consumers view their personal health and how healthy
they actually are. Indeed, 57% of all adults consider themselves at least
somewhat healthy, up from 51% in 2017.

Just as the population is arguably taking an overly positive assessment of the
state of their health, they are also being too generous in terms of how healthy
they consider their habits. 41% of all adults describe their habits as mostly
healthy, while a further 44% say that they have a mixture of healthy and
unhealthy habits. And yet, Mintel research shows that few try to eat healthily all
of the time, while 29% of all consumers only exercised once a month or less in
the last year, including 15% who never exercised at all.

Preventing any future health issues is the main reason for consumers choosing to
lead a healthy lifestyle, with 45% of consumers agreeing. Consumers are likely
to be keen to avoid a range of health conditions and issues, but in the last year
discussion about preventative health has arguably been most strongly linked to
the coronavirus and how people can build their immunity against it.

It is initially encouraging to see that 73% of all adults say they are happy with
their work/life balance and even though satisfaction falls among those in
lower-paid roles, it remains a majority across all income groups. But despite
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“The COVID-19 pandemic has
brought into the limelight the
considerable disparity
between how healthy people
perceive themselves to be,
and how healthy they really
are. Brands and workplaces
should step up and support
their employees in their
journey to lead a healthier
lifestyle.”
– Katie Martin, Research
Analyst
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the widespread consumer-reported satisfaction with their work/life balance,
their behaviours and experiences tell a very different story, with many people
pointing to the pandemic as having been a factor in increasing work pressures.
There are therefore now particular opportunities for businesses to tackle
workplace stress and the burgeoning burnout epidemic in the UK.
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Figure 9: Trends in the age structure of the UK population,
2015-25

• … living longer in poor health
Figure 10: Prevalence of longstanding conditions, by age,
England 2017-18

• Obesity figures set to rise in 2020
Figure 11: Trends in BMI, England, 1995-2019

• Lockdown sees activity levels decline
Figure 12: Levels of activity among adults in England,
2019-2020

• Working from home becomes more widespread
Figure 13: Post COVID-19 working from home status, 2021

• Over half of consumers say their financial situation has
remained the same
Figure 14: Changes to financial situation of savings since the
start of the outbreak, 2021

• Mental health becomes increasingly prevalent advertising
theme

• The Massive Overshare
Figure 15: Maltesers – The Massive Overshare

• Every mind matters launched by the OHID
• CALM launches its first TV ad – ‘The Invisible Opponent’
• ITV partners with CALM for ‘Unwind with ITV’
• CALM partners with car manufacturer SEAT

Figure 16: CALM X SEAT
• Brands encourage people to get fit
• WW partners with Everyone Active
• Educating consumers about nutrition
• HelloFresh partners with WW
• SMASH App launches to offer food discounts for young

people
• Waitrose launches a series of educational books to teach

children about nutrition

• Social isolation sees many lean on existing friendships to
boost mental wellbeing …
Figure 17: Changes to priorities as a result of the COVID-19
outbreak, 2021

• 16-24s prioritise their health as a result of the pandemic

ADVERTISING AND MARKETING ACTIVITY

IMPACT OF COVID-19 ON HEALTH PRIORITIES
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Figure 18: Proportion of adults indicating that “eating healthy”
and doing exercise” have become a higher priority since the
start of the COVID-19 outbreak, 2021

• Perceptions of consumer health continue to improve
Figure 19: People’s perception of their general health, 2017-21

• Younger males most likely to describe themselves as very
healthy
Figure 20: Proportion of all adults describing their health as
‘Very healthy’ , by age within gender, 2021

• Financial health undermines consumer health perceptions
Figure 21: People’s perception of their general health – NET,
by current financial confidence, 2021

• Consumers claim to have a healthy balance
Figure 22: Behaviours relating to healthy habits, 2021

• Supporting healthier habits in older women
Figure 23: Perceptions of healthy habits, by age and gender,
2021

• Preventative health messages register most strongly with
consumers
Figure 24: How consumers could be encouraged to lead a
healthier lifestyle, 2021

• Making the health and wellness movement more inclusive
for seniors …
Figure 25: Number of consumers who could be encouraged
to lead a healthier lifestyle in order to prevent future health
issues/illnesses, by age, 2021

• … including their cognitive health
• Highlighting the expertise of pharmacists can boost

channel
Figure 26: Number of consumers who could be encouraged
to lead a healthier lifestyle following advice from a GP/other
health professional, by age, 2021

• Younger consumers seek to improve their mental wellbeing
Figure 27: Number of consumers who could be encouraged
to lead a healthier lifestyle to improve their state of mind, by
age, 2021

• The blurring of BPC and health and wellness

STATE OF THE NATION’S HEALTH

AMOUNT OF EFFORT PEOPLE PUT INTO STAYING HEALTHY

REASONS FOR LIVING A HEALTHY LIFESTYLE
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Figure 28: Percentage of consumers who could be
encouraged to lead a healthier lifestyle by wanting to
improve their appearance, by age and gender, 2021

• Health websites beat GPs to being the top source of health
advice
Figure 29: Sources of information used for health advice –
NET, 2021

• Older consumers favour asking their GP for advice
Figure 30: Sources of information used for health advice –
NET, 2021

• Consumers most likely to ask their GP for mental health
advice
Figure 31: Sources of information used for mental health
advice, 2021

• Health websites are a key source for dietary information
Figure 32: Sources of information consumers would use for
diet advice, 2021

• Health websites and advice from family and friends provide
consumers with exercise advice
Figure 33: Sources of information used for Exercise advice,
2021

• Almost three quarters of workers happy with their work/life
balance …
Figure 34: Effects of work-related habits on consumers health,
2021

• … yet consumers express a range of unhealthy working
experiences

• Tapping into the in-home lunch market
• Younger consumers feel the heat at work …

Figure 35: Proportion of working adults who say that they
often feel stressed at work, by age, 2021

• … and demand support from employers
Figure 36: Role of the employer in employees’ health and
wellbeing, 2021

• Flexible working conditions become core wellness demand
Figure 37: Benefits that the workforce think would be most
beneficial to their health and wellbeing, 2021

SOURCES OF HEALTH INFORMATION

HEALTH IN THE WORKPLACE: HOW CONSUMERS FEEL

HEALTH IN THE WORKPLACE: WHAT CONSUMERS WANT
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• Boosting the senior workforce through flexible working
conditions
Figure 38: flexible working benefits that the workforce think
would be most beneficial to their health and wellbeing, by
age, 2021

• Younger consumers favour the workplace offering a free or
discounted gym membership
Figure 39: Proportion of workers who consider free or
discounted gym membership to be among the three most
beneficial factors on their health and wellbeing, 2021

• Abbreviations
• Consumer research methodology

APPENDIX – DATA SOURCES, ABBREVIATIONS AND
SUPPORTING INFORMATION
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About Mintel
Mintel is the expert in what consumers want
and why. As the world’s leading market
intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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