
Despite financial pressures, citizens prioritize health and are 

categorized into five consumer types

DID YOU KNOW? DID YOU KNOW? 
March 2024

Ipsos is debuting a new way to understand consumers in terms of their health attitudes and behaviors
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MEET THE HEALTH GROUPS

India and China have the most Fitness Enthusiasts; Japan has the fewest Fitness Enthusiasts and the most Health 
Denialists 

HEALTH SEGMENTS
BY COUNTRY

LESS ACTIVE MORE ACTIVE

“I live my life without 

worrying much about 

my health”

“I care about health 

but mostly end up 

compromising it in 

favor of having a good 

time”

“I'm not the most 

active, but I improve 

my health by 

minimizing the things 

that are bad for me”

“I want to lead a 

healthy life, but it's 

difficult to achieve this 

perfectly with my busy 

lifestyle”

“I have ambitious 

health goals that I 

mostly achieve; I 

advocate for a 

healthy, active lifestyle 

for everyone”
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BUSY BALANCERSRISK MINIMIZERSHEALTH DENIALISTS HAPPY HEART FITNESS ENTHUSIASTS 

"I feel good, both physically and mentally" Top-2-Box Agreement 

GCA = Global Country Average (the average result for all the countries where the survey was conducted)



Ipsos Essentials monitors how people across the globe navigate the new rules 

of engagement and the resulting impact on our state of mind, state of wallet, 

and future intentions. Each month Ipsos surveys consumers in 15 countries, 

including: Australia, Brazil, Canada, China, France, Germany, India, Italy, 

Japan, Mexico, South Africa, South Korea, Spain, the UK and the US.

For more insights, country detail, or 

subscription information, contact 

essentials@ipsos.com 

Consumers are increasingly leaning towards high-quality food to manage their health and well-being

Consumers prioritize health amidst continued financial pressures

Certain food items are favored by those aiming to steer clear of unhealthy options

TOP 10 MEASURES TAKEN IN THE PAST 4 WEEKS TO STAY HEALTHY
TRENDED

FOODS CLASSIFIED AS “ESSENTIAL”

BY “I TRY TO AVOID UNHEALTHY FOODS SO THAT I CAN LIVE LONGER”

SHOPPING ATTITUDES
TOP-2 BOX AGREEMENT

▼ or ▲ indicate change vs. previous wave (statistically significant @ 95% C.I.)

Changes from 

Jan 2024
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Travel/vacation

Avoid alcohol consumption

Avoid certain people

Follow a routine

Spend time on a hobby

Take vitamins or supplements

Eat nutritious food

Spend time outdoors

Exercise regularly

Stay hydrated

75% 74%

46%

77%▲ 76%▲

50%▲

When shopping, I buy products and

services that help support my

 physical and mental well-being

I proactively manage my health

and wellness through my food

and beverage choices

When shopping for food, I often buy

higher quality products because I am

saving money in other places right now

▼ or ▲ indicate change vs. previous wave (statistically significant @ 95% C.I.)
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Fresh

vegetables/fruit

Bottled water

(flat or

carbonated)

Coffee

(beans, ground,

pods)

Yogurt Cheese & Cream Tea

(bags, leaves,

pods)

Plant based

beverages
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DON'T AVOID UNHEALTHY FOOD (BOTTOM-2 BOX)AVOID UNHEALTHY FOOD (TOP-2 BOX)
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