
1Health & Wellness Q1 2021  |  © The Hartman Group, Inc.



2Health & Wellness Q1 2021  |  © The Hartman Group, Inc.

Methodology

QUANTITATIVE

Online Health & Wellness Survey
• Fielded January 29–February 10, 2021

• n=2,347 U.S. adults 

• Aged 18–75, nationally representative sample balanced to 
Census with readable samples across age cohorts, racial/ethnic 
groups, and socioeconomic segments

Trend Notation
Changes from 2019 are shown in two ways: 

• “Change from 2019” where the percentage point change is 
relevant and supported by other evidence. 

• “Change in rank from 2019” where results for all responses 
may have shifted and changes in relative rankings of responses 
are more relevant.

QUALITATIVE

Mobile Ethnography
• Fielded January 2021 with a variety of consumers across the 

U.S.

• Asynchronous task assignment via specialized mobile app. All 
tasks were completed remotely due to COVID-19, and no 
participants were asked to visit a store or public area for safety 
reasons.

Virtual Interviews
• Fielded February 2021 with a sub-sample of consumers from 

the mobile ethnography research

• Follow-up interviews to contextualize assignment uploads and 
dig deeper into key topic areas.

Qualitative Sample
Recruited to represent a mix of health and wellness 
engagement; key demographics (age, gender, race/ethnicity); 
socioeconomic status; household compositions; geographies; 
and eating/sourcing approaches.
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Gradual cultural shifts, global and domestic crises, and the momentum of social and 
environmental movements shape the American H&W landscape today

Personal and community health threats 
intensified and changed by COVID-19

The sudden global emergence of COVID-19 has 
changed behaviors and beliefs—from actions to 
ensure one’s immediate safety from the virus to 
views on what health and wellness means and 
how to best achieve it.

Social justice movements and government 
responses shifting awareness

Highly visible violence toward people of color 
and actions of the U.S. government prompted 
wider reckoning with the nation’s history and 
values—heightening anxieties and shifting 
consumer awareness and concern around 
personal and collective well-being.

Environmental health crises increasingly urgent 
and immediate 

Youth-led calls for climate action accompanied by 
extreme weather events and natural resource 
crises continue to translate changing climate to 
personal health concerns, such as air and water 
quality.

Health & Wellness in the U.S. has evolved as science, technology, consumers, and sociocultural factors 
influence what we need, believe, and value. These forces shape an increasingly holistic ideal of health and 
wellness that draws attention to individual needs, interconnected systems of the body, mental and 
emotional well-being, and more. 
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Concerned about my/my family’s immediate health

Concerned about my/my family’s long-term health

Cautious about picking up and/or spreading germs

Concerned about the current health risks in my community

Focused on mental health

Concerned about the capacity of the healthcare system

Focused on being physically active

Focused on eating a healthy diet

Interested in learning about health and wellness

Actively seeking out information about health topics

Concerned about aging

Concerned about my ability to pay for health products and services

Consumer concern about health rose across many dimensions in 2020

67%

67%

66%

63%

60%

57%

56%

56%

53%

49%

45%

42%

Compared 
to last year, 
I am now…
Among those who 
changed views in 
the past year

5%

7%

6%

7%

6%

7%

8%

8%

9%

6%

12%

10%

LESS MORE

38% of consumers say their views on health and 
wellness have changed in the past year
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Americans hold to an optimistic assessment of their personal health as above-average, 
with a more critical view of the average American’s health status

0%

2%

4%

6%

8%

10%

12%

14%

16%

Least healthy Most healthyMidpoint

81%
of consumers 
believe they are of 
above-average 
health
(80% in 2019)

5%

37%

23%

22%

14%
Very healthy

Somewhat
healthy

Neither

Somewhat
unhealthy

Very unhealthy

Perceptions of the health 
of the average U.S. adult
Among Total

64% not 
healthy

Personal health assessment relative to all U.S. adults
Among Total
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Consumer H&W routines, like their lives, are in flux

6

73%
initiated/intensified at least 

one H&W tactic

I've always been 
a weightlifting 

kind of guy.
But this year I've been 

doing a lot more 
walking, a lot more 

cardio and yoga. That, 
to me, is all brand-new 

territory… 

David, Male, Millennial, 
Periphery

Among regular users of 
alternative medical care, 

28% 
initiated/intensified use

Among regular users of 
mental health/life coach services, 

44% 
initiated/intensified use

Growth in 
niches

Widespread 
fluctuation 
in tactics

80% 
decreased at least one H&W tactic 

In response to the COVID-19 pandemic and events of 2020,

16% 
postponed routine health 

care more

10% 
decreased conventional medicine 

visits

Disruption 
of default 
routines
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In 2021, complementary dimensions of health and wellness are increasingly intertwined

Mental and physical well-being go hand in 
hand. If I’m feeling healthy and fit, then typically I 

feel mentally more fit as well.... When my back 
hurts or hip hurts, I become less excited about being 

active and it snowballs into health and mental 
issues.

Erin, Female, Gen X, Core

Immunity is a word I associated with personal 
wellness and health. Now, after the pandemic… 

I think of it at the community level, more 
collective immunity.

Julia, Female, Gen Z, Outer Mid-Level

personal

collective

body
mind
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Managing weight is important to many as they confront new obstacles and opportunities

Consumer needs: widespread desire to change body weight

Weight management remains a central H&W need for 
American adults.  The vast majority want to improve their 
weight, and more than a quarter see this as an urgent 
matter. Changing weight is also a powerful driver of 
evolving view on health and wellness.

Consumer tactics: a central role for food and beverage routines

Weight management is an area where food and beverage 
selections, in tandem with physical activity, have a 
substantial role to play, compared to health conditions 
more effectively addressed through medications.

83% 
would like to see their         
body weight get better

27% urgently so 
(esp. women and older 

consumers)

Among those whose views on 
health and wellness changed 

in the past year

32% 
cite changing weight as a 

reason 

Among those managing 
weight in their household 

46%
use food for this 

purpose
(esp. older, white 

consumers)

Among those managing 
weight in their household 

20% 
use beverages

(esp. younger consumers, 
Hispanic consumers and 

parents)
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Even more than some other areas of Health & Wellness, immunity has 
been anchored to reactive, mechanistic notions of health in decades past. 

But with COVID-19 framing immunity as an ongoing need, it too is 
reflecting the broader shift toward holistic health. Today’s wellness-

engaged consumer articulates immunity’s connection to inflammation 
and gut health and views it as a natural, proactive function of the body.

You have to put a shield of 
armor within your body.

You can get a lot of 
inflammation, and that’s 

your immune system.

We live in a world full of bacteria and viruses…it’s just nature. The body’s developed this system so 
we can engage with our world in a productive way and exchange and not be damaged because of it.

They’ve done so many studies around how your gut is the 
center of your health.…so that’s something I’ve been 
trying to work on in this COVID world we’re living in.

Less engaged consumersMore engaged consumers

To me, immunity means building 
up your defenses to fight off any 

outside attacks.

Long viewed as foundational to health and wellness, immunity remains in the spotlight

of consumers include immunity 
in their definition of health and 
wellness
(33% Gen Z, 37% Millennials, 52% Gen X, 
73% Boomers)

across age segments feel their 
immunity needs to get better
(17% say urgently so)

51%

>81%
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53%

44%

Compared to a year ago, 
my mental health is now…
Among Total

6%

16%

47%

18%

13%Much better

Somewhat better

Stayed the same

Somewhat worse

Much worse

31%
better

22%
worse

The pandemic has shifted the state of mental well-being in America, in negative and 
positive ways

1 “COVID’s mental-health toll: how scientists are tracking a surge in depression,“ Nature, February 3, 2021, https://www.nature.com/articles/d41586-021-00175-z, accessed on March 4, 2021. 

11%

42%

Treating or preventing in my 
household…
Among Total

Reporting symptoms of 
anxiety or depression1

Among total U.S. population

2019
January - June

2020
December

ANXIETY/STRESS DEPRESSION
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The past year underscored the foundational role of dietary choices in health and wellness

Among U.S. households,

61% use food as a remedy to 
treat or prevent a condition 38% use beverages 

as a remedy

Compared to a year ago, my diet  
is now…
Among Total

4%
12%

42%

30%

11%Much better

Somewhat better

Stayed the same

Somewhat worse

Much worse

41%
better

17%
worse

10.3 conditions treated or 
prevented, on average

Fresh fruits, vegetables, 
protein, and water give 
my body what it needs 
to function at its optimal 
level.
Dena, Female, Gen X, Inner Mid-Level

31% say consuming natural and wholesome food is part of 
what health and wellness means to them
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Categories well-established with 
those more committed to plant-
based or similar eating approaches

Established categories with broad offerings, high competition, and 
mainstream consumer appeal as a “healthier” alternative

Emerging categories focused on greater convenience 
and/or novelty, with plant-based offerings beyond 
animal product replacements

Plant-based 
protein

(e.g., bean burgers, 
tofu, seitan)

Dairy food 
alternatives 

(e.g., cheese, 
yogurt)

Other meat 
alternatives
(e.g., sausages, 

deli slices)

Plant-based 
RTE/RTH 

meals

Plant-based 
snacks

Milk 
alternatives

Beef 
alternatives 

(e.g., burger, 
ground)

Chicken 
alternatives

(e.g., pieces, 
nuggets)

Non-dairy 
ice cream

However, many product formulations do not meet engaged consumers’ H+W ideals
Greater barriers of entry for mainstream 
consumers, due to taste/texture 
preferences or lack of familiarity

The convenience focus can lead to higher consumer scrutiny of 
“red-flag” signs of hyper-processing 

Consumers are drawn to a “plant-based” approach as it aligns with key ideas in modern 
Health & Wellness

Consumer interest in plant-based is high—whether it’s for one meal, one month, or frames a long-term approach to eating.

31%
Seek out plant-
based proteins 
in their diet

34%
of consumers are moderating 
intake of animal products in 
some way with their “typical” 
eating approaches 
(eliminating or reducing 
animal protein or excluding 
specific types).

15%
of purchasers of 
meat alternative 
products describe 
themselves as 
vegan or vegetarian

48%
of consumers 
look for products 
labeled “plant-
based”(describes 
me well or 
somewhat well)

18%
of consumers have 
tried a specific diet 
aimed at reducing 
meat (vegan, 
vegetarian, 
flexitarian) in the 
past year.
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In a year of disruption, consumers continued to experiment with eating approaches

10%

10%

9%

7%

7%

7%

7%

7%

6%

5%

5%

5%

Low-carb diet (Atkins or other)

Vegetarian

Intermittent fasting

Flexitarian

Whole foods diet (e.g., Whole30)

Mediterranean diet

Gluten-free

Dairy-free/Lactose-free

Vegan

Weight Watchers/WW

Juice cleanse or detox

Ketogenic or Bulletproof diet

Specific eating approaches tried in the past year
Among Total; Approaches tried by 5% or more 

48%
have tried a 
specific eating 
approach in the 
past year

68% 64%
44%

29%

GEN Z MILLENNIAL GEN X BOOMER

Boxed percentages for segment charts denote results higher than those of comparison group(s) with statistically significant difference(s) at the 95% confidence level. See slide notes for detail.
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Processing and sourcing attributes shape consumers' consideration set when shopping, 
with increased relevance amid COVID-19

76%

75%

74%

74%

70%

69%

65%

64%

63%

62%

60%

58%

57%

53%

48%

45%

That support my heart / lower my cholesterol

That contain only ingredients I recognize

That are minimally processed

That are locally grown or produced

With added vitamins and minerals

With the shortest list of ingredients on the label

That are antibiotic-free

That are hormone-free

That are endorsed by health organizations I recognize

That are non-GMO certified

That are grass-fed (animal products)

That are labeled ‘organic’

That are fair trade certified

That are cooperatively produced

That are labeled ‘plant-based’

That are ‘heritage’ or ‘heirloom’

I look for food and beverages…

-2pts

+6pts

+3pts

+5pts

+6pts

+3pts

+6pts

+3pts

+7pts

+6pts

+8pts

+6pts

+8pts

+7pts

new

+5pts

Among Total, Showing Describes me/Describes me well; Change from 2019

Bolded changes from 2019 are statistically significant at the 95% confidence level. 
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Consumers with lower income and education levels have seen more negative impact on 
their health and wellness over the past year

10% 4% 2%

25%

16% 11%

38%

47%

41%

19% 24%

28%

8% 9%
18%

Much better

Somewhat better

Stayed the same

Somewhat worse

Much worse

Compared to a year ago, my overall health and wellness is now…
Among Total

LOW SEL MID SEL HIGH SEL

Boxed percentages denote results higher than those of comparison group(s) with statistically significant difference(s) at the 95% confidence level. See slide notes for detail.  

Definitions of socioeconomic level (SEL)

Low SEL = high school education or less AND 
household income below $35k

High SEL = college degree or graduate school 
AND household income of $100k+

Mid SEL = all other U.S. adults
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As low SEL consumers look to engage H&W tactics, they encounter more constraints and 
make more tradeoffs—affecting many parts of their lives, including diet

41%
49%

54%

38%

70%

36%

I consider my diet to be healthy I often choose less healthy foods and
beverages because healthier ones are too

expensive

Low SEL Mid SEL High SEL

Dietary approach: perceived healthfulness and tradeoffs
Among Total, Showing Strongly + Somewhat agree

Boxed percentages denote results higher than those of comparison group(s) with statistically significant difference(s) at the 95% confidence level. See slide notes for detail.   

33%
of low income consumers 
who say they would like 
to do more management 

of their diet say they 
“can’t afford it”
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Key Takeaways

17

1
Innovating in a disrupted yet increasingly holistic H&W landscape
Food companies have opportunities to help consumers acquire and maintain more 
agency over their food choices and well-being.

2
Orienting to emerging priorities around physical and mental resilience
From formulation to communication, brands can align with widespread cultural 
attention to enhanced resilience, connectedness, and purpose. 

3
Delivering on perennial needs at the intersection of food and health
There is a heightened interest in less processed attributes and demand for products 
that reduce compromises among health, flavor, and convenience.

4
Providing H&W information, inspiration, and solutions
Consumers have many avenues for sourcing H&W—but opportunities exist to support 
needs for more streamlined and meaningful solutions.

5
Accessible, inclusive H&W offerings
Reaching across socioeconomic levels and household types means lowering barriers 
to exploration and enhancing flexibility to accommodate varied budgets, schedules, 
know-how, and tolerance for risk.
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The Hartman Group, Inc.

3150 Richards Road, Suite 200

Bellevue, Washington 98005

425.452.0818

hartman-group.com

If you are interested in purchasing the full report, please contact me 
at laurie@hartman-group.com


