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The Road Ahead: 
What’s Changing 
the Script

Sherry Frey, VP Wellness, NielsenIQ
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The wellness 
industry spent 20 

years building 
products for a 

woman who no 
longer exists
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Five signals…one story

3

The 
demographic 

dividend is 
shifting

Trust has a 
new 

address

The body is 
becoming a 

data hub

She’s 
investing, 

but 
patience is 

thinning

Channel and 
categories 
fracturing 

and 
converging

Because she’s 

fragmenting across 

life stages…

…she’s taken her trust 

elsewhere… 

…and because she’s 

taken her trust 

elsewhere, she’s 

turned her body into 

her own data source… 

…and because she 

has her own data, 

she’s routing around 

channels that don’t 

serve her…

…and she’s doing 

all of this with real 

money and 

expectations. 
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Medical WellnessConsumer

Women have agency 
over their health and wellness 
like never before. She is the 
CEO of her health.

GLP-1 

Mental Health 

(Nootropics)

Peptides 

Wearables
AI Health Tech

Functional Nutrition

Supplementation

Telehealth & 

At Home Testing

Hormones

OTC Medical 

Devices
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Truveta 2026 (Estrogen-based hormone replacement therapy prescriptions) and US Google Trends Testosterone for Women, 2004 – present

She’s figured out hormone replacement therapy and the prescription data proves it

Testosterone for women Google 

Trends shows increase in TRT 

significantly in last few years  

Estrogen-based hormone 
replacement therapy is rising

(Prescriptions per 1,000 women, by age group)

HRT prescriptions are climbing across every age group. This is about a whole-life hormone story, beyond 
menopause. The medical system is finally catching up to what women have been saying for years. Is retail ready? 

Opportunity to normalize, educate, and embed hormone solutions across wellness, beauty, and retail

2005 2010 2015 2020 2025

2018 2019 2020 2021 2022 2023 2024 2025 2026
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Self-injecting peptides at home. Online needle sales confirm it. 

Several thousand peptides are currently being studied for therapeutic use –

with 100 - 200 estimated to be approved or in late-stage research 

Metabolic, 

weight & 

energy 

regulation 

Cognitive, 

mood & 

aesthetic 

health 

Longevity, 

growth 

hormone & 

performance 

Tissue 

repair & 

bone/joint 

health 

Focus: weight & 

glucose control, 

energy balance

Focus: brain & 

mental health, skin 

health

Focus: structural 

health, inflammation 

response

+793% 30G needles 

(peptide self-injection 

protocols)

+242% 31G needles 

(GLP-1 pens, dose splitting, 

needle replacement) 

Growth in GHK-Cu, 
Matrixyl, Argireline, BPC-
157 Proof of unmet needs: When women can’t get 

what they need from the industry, they go around 
it. This is what going around it looks like. 

Source: FDA, desk research, NIQ US E-Receipt Panel; gray market activity captured across five domains; Amazon needle purchases tracked by gauge (30G/31G/32G).

Focus: avoiding 

chronic disease, 

energy balance
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Every life stage is now a distinct market

Menstruation
Pregnancy & 

Lactation
General HealthMenopause +Fertility & Prenatal

Behavior changes

Motivations/jobs to be done

Claim prioritization 

Functional ingredients, beneficial nutrients

Symptoms (physical and psychological) and overlapping conditions

Care networks and incremental services 

Category and channel preferences

Demographics as well as emotional and identity context
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About her

Gen X woman

2 children

Working full-time

Care-giving for parents

Her values

Open-mindedness

Curiosity

Social responsibility

Ambition

Her shopping

Indie beauty brands

Clean label

Cutting back on alcohol

Shops secondhand & local

Her health

In menopause

GLP-1 user

Autoimmune issues

Her finances

Medium-high income

Price-sensitive but saving

Risk-tolerant

Planning to retire early

Her tech 
relationship

Tech-savvy but AI averse

Premium media subscriptions

Tracks steps and calories
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NIQ, Homescan GLP-1 Panel Survey (Jan/Feb 2026), Total US, Total Outlets, Total Store, 52 Weeks Ending February 21, 2026 vs previous 52 weeks

Today’s priorities indicating tomorrow’s needs

GLP-1 users spend over $1,250 on Health 

& Beauty; 1.3X more than non-users

16%

17%

22%

23%

26%

29%

34%

38%

29%

Sun Care

Oral Hygiene

GI Care

Bath & Shower

Fragrances

Deodorant

Hair Care

Facial Skin Care

Health & Beauty

GLP-1 Users Spend More 
On Health & Beauty

Anticipate second-order effects 
Side effects understanding evolving with 

potential for support (gastrointestinal, hair 

loss, incontinence shifts, aesthetics, oral 

health) as well as potential future 

malnutrition challenges

If you haven’t restructured your GLP-1 adjacency 
strategy yet, you are already behind.
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64%

61%

57%

56%

45%

44%

Self-research

Challenging doctors

Doctor
recommendations

Alternative medical
care

Homeopathic
medicine

Alternative medicine

worry that doctors recommend treatments based on financial 

incentives, and this concern is also growing

Source: MRI Simmons, Spectra,, NIQ Consumer Outlook 2024. Source: NIQ’s 2025 Global Health & Wellness Report

Trust has a new address for women

Self-Research

Challenging Doctors

Doctor Recommendations

Alternative medical care

Homeopathic medicine

Alternative medicine

research treatment options independently 

before consulting their doctor

are willing to challenge their doctor's recommendations 

regarding their health

are incorporating more alternative medical care into their 

lives over traditional care

trust homeopathic medicine

prefer alternative medicines over traditional ones, and 60% believe herbal 

supplements are effective

MRI Simmons study, Women

25% of consumers don’t believe the 

health products and services they purchase 

will be effective and say this is a major 

barrier to them making healthier choices.
From HCPs and brands to peer networks, creators and community

She’s not anti-brand, she’s anti-overclaim. 
Closing the credibility gap is the growth move. 
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MRI Simmons 2025 Health & Wellness Survey: MRI-Simmons 2025 Health & Wellness Study; Traditional Healthcare Consumer relies on conventional doctors and brand-name medications; decisions guided by physician recommendations. Alternative 

Healthcare Consumer prefers natural remedies and homeopathy; self-researches or follows advice from peers/influencers; skeptical of traditional medical professionals.

She’s shifting from traditional health care…and not sending a notice

Driven by differing views on treatments, supplements, types of practitioners, access

Alternative Healthcare Consumer

~ 34% of Adults
~30% of men

~39% of women

0%

10%

20%

30%

40%

50%

18-24 25-34 35-44 45-54 55-64 65+

Men Women

16.7% 12.6% 16.1% 12.0% 18.0% 24.8%

Under 30K 30K-49K 50K-74K 75K-99K 110K-149K 150K+

Household Income

Direction of arrow reflects change vs. YA

83% typically read online 

reviews submitted by others

30% say social media 

influencers impact the brands 

I buy 

76% usually read 

the information on product 

labels

Traditional health care and CPG must adapt to serve a more skeptical, self-directed consumer 
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The body is becoming a data hub

Simplistic 
specific tracking

Tech interacting
behavior changes

Ecosystems 
directing

Solutions must integrate into data ecosystems, not just sell products.
Are you showing up? 
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AI will reduce her product choices from 50 to 2 

24% 20%
28%

9%
8%

10%

20%

16%

23%

27%

29%

25%

20%
27%

14%

General
Respondents

Males Females

Interest in having a GenAI agent help you 
research and purchase a product?

Very
interested

Somewhat
interested

Indifferent

Somewhat
uninterested

Very
uninterested

Winning solutions will combine human trust 
with AI enablement, not replace it

Transformation of shelf strategy shifts 

curation and discoverability 
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Source:   NielsenIQ Omnishopper Panel Total US Latest 52 weeks ending 02/21/2026

Count of Categories and Sales growth = NIQ RMS Full View + Costco, 52 weeks ending December 27, 2025; Household Penetration – NIQ Omnishopper; Total US, Total Store - Health & Need States NPI claims, 52 w/e December 27, 2025

Growth will come from need states, not product aisles as categories converge

© 2026 Nielsen Consumer LLC. All Rights Reserved.Confidential and proprietary

Brain Health

Cellular Function

Digestive Health

Estrogen Support

Immune Health

Inflammation 
Health

Liver Health

Metabolism 
Support 

Microbiome

Mood and Stress 

Muscle Health

Performance 
Support

Reduces Fatigue
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Sizing Health & Need Opportunities Across the Store
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Size of bubble = Actual $ growth

Wellness +10%

The biggest white space in retail isn’t a new category. It’s the gap between what she needs and what the store 
offers her. She organizes her health by what she needs. The store organizes it by how it buys.
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Channel behavior is fracturing…and reconnecting 

Target added 2K items to wellness assortment

• Supplements
• Skincare 

Devices
• Feminine Care

Sephora

Community 
and Ritual

Convenience 
and Value

Deep 
Discovery 

and 
Community

Replenishment
and 

Discovery

Retailers reshaping strategies across 
experience, expertise, personalization…
beyond convenience and price

• Amazon 
Pharmacy 
adds in-office 
kiosks for 
immediate 
prescriptions

https://massmarketretailers.com/how-walmart-is-building-trust-and-innovation-in-wellness/
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She’s investing, but patience is thinning 

70% of consumers are 

actively managing their health

and

55% willing to spend more 

than $100 a month 

16

Products must demonstrate 
clear, tangible outcomes, 
or risk rejection

Yet…

~90% of Menopause 

Supplements* value comes 

from trial purchases

Only ~36% of 

Menopause Supplements* 

value comes from Retained 

Buyers (~64% are 

New/Lost Buyers)

Source: NielsenIQ Global Wellness report 2026, NIQ Exp Omnishopper; ¹Trial & Repeat 

Analysis for Menopause Supplements (excl. Nutrafol) | ²New, Lost and Retained Buyers 

Analysis for Menopause Supplements (*excl. Nutrafol); Total Outlets, Total US, latest 52 weeks 

ending 05/23/26
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Shifts 

Functional Measurable outcomes

Optimizing now Lifelong health systems

In my doctor’s hands In my hands (N = 1)

Tracking everything Directed by intelligence

Biohacking Integrated daily systems

Product categories Body systems

Choice overload Curated simplicity

Premium wellness Accessible wellness
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This isn’t a women’s health trend. 
This is a correction.  

Twenty years of being underserved, understudied 
and underestimated…and she’s correcting it herself. 
The road ahead belongs to the retailers and brands 

who build for who she has become.

To connect: sherry.frey@nielseniq.com
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