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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:

BUY THIS
e Overly positive health perceptions could be a barrier RE PO RT NOW
e Weight gain and control is problematic in middle age
e Middle agers struggle to find balance
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This Report explores the attitudes and behaviors of consumers in middle adulthood (aged 45-64) sto re.m | nte| .COm

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. CALL:
Still, middle aged adults are engaged in their wellbeing in preparation for the impact of aging, which is EMEA
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Figure 12: Household income distribution, shares by age of householder, 2015
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Health efforts start before entering middle age; adherence improves
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Figure 17: Satisfaction with healthcare costs, by age and insurance type, September 2016

Obesity plagues adults in middle adulthood
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Tap into social media influencer peers
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Middle age is a reckoning for health; perceived to be in good standing
Middle aged adults taking steps to monitor and improve their wellbeing
Physicians are the top source for health improvement information
Control over health comes with age; overall willingness to spend

The few who follow trends and use health apps engage most in healthy behaviors

Health Status

Like most adults, middle agers have mostly positive health perceptions
Figure 26: Health status, by age, September 2017

Figure 27: Middle age health status, by age, September 2017

Wealth affords better health perceptions
Figure 28: Middle age health status, by household income, September 2017

‘Somewhat’ healthies are a key target for health improvement brands
Figure 29: Interest in health products to improve health, by health status, September 2017

Less healthy middle agers struggle to walk the tightrope
Figure 30: Managing health is a balancing act, by health status, September 2017

Health Issues

Health issues not a major theme for middle aged adults...yet
Figure 31: Repertoire of health issues, September 2017

Figure 32: Health issues, September 2017

Age divides highlight the turning point for some health issues
Figure 33: Health issues, by age, September 2017

Gender has a bearing on the health conditions adults face in middle age
Figure 34: TURF analysis - Women’s health issues, September 2017
Figure 35: TURF analysis — Men’s health issues, September 2017

Methodology

Hypertension and heart disease spike among Black adults
Figure 36: Health issues, by Black race, September 2017

Health Management Tools

Middle aged adults are taking some action; opportunity for more
Figure 37: Health management tools, September 2017

The gift of a wellness exam; wives motivate husbands
Figure 38: Any wellness examinations (net), by gender and age, middle age breaks, and marital status, September 2017

Middle agers focus on self-care over mental health
Figure 39: Self-care, exercise, and focus on mental health, by gender and age, September 2017

Prescription use increases significantly with age
Figure 40: Currently take a prescription medication, by age, September 2017

Valuable Sources of Information

General physicians are the top information source for middle aged adults
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Figure 41: Valuable sources of information, September 2017

Older middle aged men aren't likely to follow the advice of amateurs
Figure 42: Any valuable sources of information (net), by gender and age, September 2017

Conversely, women see value in their social connections and the internet
Figure 43: Any valuable personal and online sources of information (net), by gender, September 2017

Race and Hispanic origin dictates value of information sources
Figure 44: Any valuable personal and professional sources of information (net), by Race and Hispanic origin, September 2017
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Control over health comes with age
Figure 45: Agree I'm in control of my health, by age, September 2017

Women willing to spend on their health, but agree it's a balancing act
Figure 46: Select attitudes toward health management, by gender and age, September 2017

Investing in health correlates to higher use of supplements and self-care
Figure 47: Products to improve health and fun manging health, by products currently used to improve wellbeing, September 2017

Behaviors when Managing Health

Few follow health trends; followers engage in other healthy behaviors
Figure 48: Select health management tools, by health trend followers, September 2017

Natural products have modest appeal; even less among men aged 55-64
Figure 49: Purchase natural health products, by gender and age, September 2017

Opportunity for health management brands to tap into health app users
Figure 50: Select health management tools, by use of health app, September 2017
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Consumer qualitative research
Abbreviations and terms
Abbreviations
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Appendix - Key Players
Figure 51: Any vitamin or supplement use (net), by frequency, by age, June 2017

Appendix - The Consumer
Figure 52: Table — TURF analysis - Men’s health issues, September 2017

Figure 53: Table — TURF analysis - Women'’s health issues, September 2017
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