
BUY THIS
REPORT NOW

VISIT:
store.mintel.com

CALL:
EMEA

+44 (0) 20 7606 4533

Brazil
0800 095 9094

Americas
+1 (312) 943 5250

APAC
+61 (0) 2 8284 8100

EMAIL:
oxygen@mintel.com

“Providing incentives like free gym trials, online tools/
apps, more affordable options for wearable tech and

athletic gear, and increased well-being education could be
avenues for both companies and health organizations

which are looking to appeal to less affluent Canadians who
would like to lead a healthier lifestyle.”

- Jason Praw, Senior Lifestyle Analyst

This report looks at the following areas:

• Women are driving healthy living in Canada
• Improving healthy lifestyles among less affluent Canadians
• Improving uptake of wearable technology
• Helping Canadians understand the difference between health and fitness

The majority of Canadian consumers believe that they are living a healthy lifestyle, spurred on by
maintaining a well-balanced diet, exercising, and sustaining a positive attitude. Overall, women
demonstrate a higher level of self-proclaimed health, as well as elevated scores in their commitment to
healthy eating, fitness, and attitudes towards well-being.

Self-proclaimed health is higher among more affluent Canadians. It appears that increased disposable
funds allows for easier accessibility to healthier foods (ie more fruit, vegetables, and homemade meals)
and exercise. It also allows for the ability to counterbalance the decrease in spare time which is
afflicting many Canadians, therefore improving work/life balance and ultimately their overall health.

This report explores the state of the nation’s health and how healthy lifestyles differ by life stage and
various demographic groups. The report also looks at factors that adults consider important for their
well-being, barriers that are keeping them from being healthier and attitudes towards healthy lifestyles.
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Figure 30: Wearable technology and app usage, May 2014

Women are more engaged with wearable tech and online tools
Figure 31: Significant difference for interest and current usage of wearable technology and apps, by gender, May 2014

Scope for growth based on interest levels
Figure 32: Interest in wearable technology devices and mobile apps that help you track your activities, by age, May 2014
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Figure 48: Frequency of health related activities, May 2014
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Figure 82: Target groups, May 2014
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