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Middle aged adults (aged 45-64) make up an important,
yet often overlooked, portion of the US population, and by
2022 will account for 24% of the total US population.
Today’s middle agers focus on improving their adherence
to healthy behaviors, remain dedicated to the essentials of
health management, and pay minimal attention to health
fads.

This report looks at the following areas:
•
•
•

Overly positive health perceptions could be a barrier
Weight gain and control is problematic in middle age
Middle agers struggle to find balance

This Report explores the attitudes and behaviors of consumers in middle adulthood (aged 45-64)
toward personal health as well as attitudes toward professional healthcare services.
There’s a tipping point for health issues in middle age, which influences health attitudes and behaviors.
Still, middle aged adults are engaged in their wellbeing in preparation for the impact of aging, which is
generating positive health perceptions for most.
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Valuable Sources of Information
General physicians are the top information source for middle aged adults

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533
Brazil 0800 095 9094
Americas +1 (312) 943 5250
China +86 (21) 6032 7300
APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

Middle Adulthood and Health - US - December 2017
Report Price: £3008.96 | $3995.00 | €3429.31

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

Figure 41: Valuable sources of information, September 2017
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