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Introduction

M E THODOLOGY

GlobalWebIndex Insight reports take a deep-dive into the crucial topics of the industry. In this
report, we focus on mental health and wellbeing, particularly in the UK and U.S. where entire
marketplaces are being formed around the alleviation of certain mental health conditions.
Among others, this report covers the following topics in detail:

01

What is the demographic
breakdown of people who selfidentify as having a mental
health condition, and what is the
prevalence around the world?

04

Who is most responsible for
ensuring mental health wellbeing?
What specific roles should brands,
businesses, and social media
platforms play?

02

What are the main mental health
issues people face in today’s
society?

05

Which treatments would consumers
be most willing to try, and which are
perceived as the most effective?

03

What are the root causes behind
stress and anxiety?

globalwebindex.com

When reading this report, please note that we use a
mixture of global data, and data specific to the U.S.
and UK. We typically use global data to analyze the
wellness landscape across demographics, regions
and countries, and use data specific to the U.S. and
UK to understand attitudes and behaviors towards
mental wellbeing in various contexts.
Please note, all figures in this report refer specifically
to a country’s online population aged 18-64, not its
total population. For GlobalWebIndex’s research and
methodology, please see our Methodology section at
the end of this report.
Throughout this report we refer to indexes. Indexes
are used to compare any given group against the
average (1.00), which unless otherwise stated refers
to the global average. For example, an index of
“1.20” means that a given group is 20% above the
global average, and an index of “0.80” means that an
audience is 20% below the global average.
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Key Insights

More mature markets, including the U.S., UK,
Australia, Canada, New Zealand, Austria and
Sweden, tend to have the highest prevalence,
and in the U.S. and UK there is an appreciable
increase between the population average
and the incidence of mental health conditions
among Gen Zs.

globalwebindex.com

Anxiety and stress feature prominently
for consumers when asked what are the
key issues that those experiencing mental
health conditions have to face. Just behind
depression as the primary issue, but ahead
of other matters such as self-esteem, sleep
problems and societal expectations, anxiety is
one of the most commonly cited adversities
that people face in day to day life.

Financial worries are the biggest cause of
stress for consumers in the UK and U.S., by
some margin. Females tend to be more likely
to cite any of the causes of stress we surveyed,
with the biggest differences between females
and males being family life, self-image and
childhood experience. The only stressors that
males cite to a greater degree than females
are work and misuse of legal stimulants, such
as caffeine, alcohol or smoking.

Global internet users who self-identify as
having a mental health condition are more
likely to want brands to support charities, and
more likely to donate to charity at least once
a week within every age group. Therefore,
corporate social responsibility (CSR) –
specifically charitable giving – emerges as
an increasingly important issue for brands to
incorporate into their business objectives.
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Our data reveals that businesses should
primarily focus on ensuring that employees
have a healthy work-life balance. Creating a
supportive mental health policy and providing
mental health training to managers also
resonates with consumers, although promoting
a healthy attitude towards work and fostering
an environment that moves away from the 24/7
working lifestyle is critical.
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33% of consumers in the UK and the U.S. feel
social media has a positive impact on their
mental wellbeing, compared to 24% who
think it has a negative effect. This positive
skew is more prominent in the U.S. compared
to the UK. Males and younger respondents are
also more likely to positively evaluate the effect
of social media on mental wellbeing.

When asked which treatment options they’d
be willing to try to reduce stressors and anxiety
in their life, the most popular choice in the
UK and U.S. was taking a wellness holiday/
time off, followed by increased exercise. But
when asked which of these treatments would
be most effective for them personally, options
that required greater commitment from
individuals, like exercise and diet changes,
were less popular than treatments like time off,
counselling and medication.
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Overview
Between 2012 and 2017, the global wellness
industry grew an estimated 12.8%, which was
nearly twice as fast as the rate of global economic
growth. This amounts to a market now valued at
over $4 trillion. And much of that is underpinned
by a growing issue among consumers: anxiety. Forty
million adults in the United States (approximately
18% of the population) now have an anxiety
disorder, according to the Anxiety and Depression
Association of America.

DEMOGRAPHIC BREAKDOWN
% who say they have/know someone who has a mental health condition
Have a mental health condition
Know someone in their household
who has a mental health condition

* Note that respondents
inside the Top 10% are
included in the Top 25%
group too.

REGION
Mental wellbeing has become such a prominent
topic that brands, businesses and social media
platforms are now expected to create environments
and tools that promote a positive wellbeing. From
the sales of Fitbits, the plethora of activity tracker
apps, and the rise of terms such as flexitarianism and
mindfulness into everyday conversation, health and
wellbeing is more important to consumers than ever.
The impact of this phenomenon is being felt across
a wide range of industry sectors. Manufacturers,
their brands and New Product Development are
investing increasing amounts of time and money
into how best to orientate their propositions,
becoming more mindful of what they offer and how
they operate.
*
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Internet users in North America aged 18-64 have
the highest prevalence of self-identified mental
health conditions; more than twice the prevalence in
Europe and MEA and triple that in LatAm and APAC.

Question: Do you
personally, or does
anyone in your household,
currently have any of the
following conditions?
Source: GlobalWebIndex
Q1 2019 Base: 113,479
internet users aged 18-64
that have or know someone
in their household who has
a mental health condition
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Prevalence Around the World
Question: Do you
personally, or does anyone
in your household, currently
have any of the following
conditions? Source:
GlobalWebIndex Q1 2019
Base: 113,479 internet
users aged 18-64
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Key Issues in the Mental Health Space
The UK and U.S. not only have some of the highest
rates of self-identified mental health conditions, but in
these markets there is also an appreciable increase from
the national average to the incidence of mental health
prevalence among Gen Z. Because of this, we ran a
special survey of 4,208 consumers in these two markets,
to uncover attitudes and behaviors toward mental health
and wellbeing. From this, it’s clear that anxiety and stress
feature prominently for consumers when asked the key
issues that those experiencing mental health conditions
have to face. Just behind depression as the primary issue,
but ahead of other matters such as self-esteem, sleep
problems and societal expectations, anxiety is one of the
most commonly cited adversities that people face in day
to day life.
There is a perception that depression is the predominant
health issue, potentially to the detriment of those with
other mental health conditions; anxiety is actually a
more widespread issue, according to the Anxiety and
Depression Association of America. Whereas depression
might be better understood at this point and taken more
“seriously” than anxiety, there is a line between general
worry and anxiety that people and perhaps health services
also haven’t been able to identify.
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The market has responded to increasing levels of anxiety,
however, leading to what has been aptly termed the
“anxiety economy.” This is a marketplace composed of
everything from aromatherapy vapes to coloring books,
fidget spinners to weighted blankets; all designed to
ease our mental state. The anxiety economy shows no
signs of shrinking, but how should brands respond to this
increasingly prevalent trend? Through an exploration of
root causes of stress, perceptions of responsibility, and
attitudes towards different treatment options, we analyze
the opportunities and pitfalls for brands, businesses and
media platforms in a highly-discussed mental health space.

PERVASIVENESS PERCEPTION
% of UK and U.S. respondents who say the following are key
issues faced by those suffering with mental health conditions

UK
U.S.
¹excessive worry, usually
more long-term
²body’s reaction to a
certain trigger, usually
short-term
³e.g. social media,
advertising etc.
academic/professional

4

inability to switch off

5

RISING ‘ANXIETY’ ON GOOGLE
Google Trend’s search volume index, showing
the relative popularity of searched terms
over a period of time out of 100

Question: When thinking
about the wellbeing of
those suffering with mental
health conditions, which of
the following do you think
are the key issues? Source:
GlobalWebIndex June
2019 Base: 2,005 (U.S.)
and 2,203 (UK) internet
users aged 18-64
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Root Causes
Notable figures within the field of mental health note
that we rarely deal with the causes of anxiety when
trying to treat it. So what causes people the most
stress in their life?
Financial worries are the biggest cause of stress
for consumers in the UK and U.S., by some margin.
Concerns about personal finances affect each age
group; 50-54% of 18-64s cite financial concerns
as their primary source of worry. Other prevalent
stressors include thinking about the future, personal
relationships, family life, and work.

WHAT CAUSES YOUR STRESS?
% of UK and U.S. respondents who say the following
are main causes of stress/anxiety in their life
UK

1 in 4 18-24 year olds in the UK and
U.S. say a main cause of stress/anxiety is
expectations people have of their identity.

U.S.
¹e.g. divorce, marriage,
loss of a loved one
² e.g. caffeine, alcohol,
smoking
³e.g. gender roles, etc.

There are prominent differences between age groups,
though. Thinking about the future, for example, is
significantly more stressful for 18-24s (49%) than for
55-64s (27%). And while 47% of 18-24s in the UK and
U.S. say their self-image is a main cause of anxiety,
this drops to 29% of 25-34s and 24% of 35-44s.
Gender also plays an important role here. Females tend
to be more likely to cite any of the causes of stress we
surveyed, with the biggest differences between females
and males being family life (40% vs 29%), self-image
(35% vs 22%) and childhood experiences (31% vs 20%).
The only stressors that males are more likely to cite
than females are work (38% vs 27%) and misuse/
overconsumption of legal stimulants such as caffeine,
alcohol or smoking (19% vs 12%).

Question: What are
the main causes of
stress or anxiety in your
life currently? Source:
GlobalWebIndex June
2019 Base: 2,005 (U.S.)
and 2,203 (UK) internet
users aged 18-64

globalwebindex.com
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Where Does the Responsibility Lie?
When asked who is responsible for ensuring mental health and
wellbeing, respondents in the UK and U.S. have differing answers.
Whereas U.S. respondents are much more likely to suggest
the individual is responsible (69% in the U.S. vs 61% in the UK),
respondents in the UK are more likely to say that the doctors,
government, workplace and social media companies should also
share some of the responsibility.

% of UK and U.S. respondents who say the following
are responsible for ensuring mental health wellbeing

UK

U.S.

CHALLENGES FACING THE MENTAL
HEALTH SPACE: A UK/U.S. DIVIDE
% of UK and U.S. respondents who say the
following are the biggest obstacles for people
with mental health conditions

The different healthcare systems of the U.S. and UK play a
big part here. While the latter has a large public sector system,
the former has the biggest private sector system in the world
and spends more on healthcare than any other nation. The
stark difference in systems is clearly apparent when we look at
differences in what consumers think are the biggest obstacles to
overcome in this space. For UK consumers, lack of funding and
timely treatments are common negatives thrown at the NHS (the
National Health Service), while in the U.S., issues with affording
treatments comes much higher up on the list.
Even among very individualistic countries, Americans tend to
exemplify this ethic to the greatest extreme. That is, consumers in the
U.S. typically think the onus is on the individual to create their own
successes and solve their own problems. Our youngest consumers,
however, are much more likely to think that organizations (like the
workplace, social media services, advertisers and brands) are as
responsible as the individual themselves. Brands should look to align
with these evolving, progressive attitudes toward mental health
and encourage a movement away from the individualistic attitudes
that have too often been a barrier for seeking help.
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Brand messaging should
focus on inclusivity,
cooperation and shared
responsibility to align with
progressive attitudes towards
mental wellbeing.

Questions: What do
you think are the biggest
challenges in the mental
health space generally?
Who do you think is
responsible for ensuring
mental health wellbeing?
Source: GlobalWebIndex
June 2019 Base: 2,005
(U.S.) and 2,203 (UK)
internet users aged 18-64
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“Mental health awareness campaigns
have helped to reduce the stigma
surrounding mental health”

24%

STRONGLY AGREE

globalwebindex.com

46%

SOMEWHAT AGREE

22%

NEITHER AGREE
OR DISAGREE

6%

SOMEWHAT
DISAGREE

2%

STRONGLY
DISAGREE

Question: “Mental health
awareness campaigns
have helped to reduce
the stigma surrounding
mental health” Source:
GlobalWebIndex June
2019 Base: 2,005 (U.S.)
and 2,203 (UK) internet
users aged 18-64
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Brand Campaigns
October is home to Mental Health Week in the U.S. With 71%
in the UK and U.S. agreeing that mental health awareness
campaigns have helped reduce the stigma surrounding mental
health, they are an important part of a brand’s year, and it’s more
important than ever to not only be creative but also hone in on
specific target audiences.
Intelligent use of data enables marketers to interrogate the
numbers and understand where the barriers to communicate lie,
building a campaign that really cuts through. In May of this year,
Instagram drew attention to mental wellbeing by launching a
campaign featuring several influencers who have a connection to
mental health and are igniting a conversation using the hashtag
#RealConvo. The desire for more honesty and authenticity was
likely the inspiration for Burger King’s hotly debated “Real Meals”
campaign, which raised awareness around mental health issues
through a partnership with Mental Health America.
The challenge for brands is to go beyond merely igniting
a dialogue about mental health, and sustain a meaningful
commitment to the numerous issues that make up mental
health. But what role do people with a self-identified mental
health condition think brands should play in their lives?

globalwebindex.com
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What Role Should Brands Play?
% of UK and U.S. respondents who have a mental health
condition that say they want brands to do/provide the following

Those who self-identify
as having a mental health
condition are 1.2x the global
average to say they want
brands to support charities.

Over a quarter of internet users globally who self-identify as
having a mental health condition want brands to make them
feel like a valued consumer. Too often brands’ mental health
campaigns can be seen as token gestures, disingenuous or
simply tone-deaf, and so it is no surprise that being valued and
spoken to in an authentic way is important to this audience.
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This group are 1.2x the global average to want brands to
support charities, and more likely to donate to charity at least
once a week within every age group. Therefore, corporate social
responsibility (CSR) – specifically charitable giving – emerges
as an increasingly important issue for brands to incorporate
into their business objectives. Sustainability, business processes,
ethical sourcing, employee volunteering and fundraising should
all be considered and incorporated into a brand’s strategy.

This will invariably lead to a satisfied and fulfilled workforce,
as well. This is not particularly revelatory – Forbes conducted
a survey in 2013 which found that 89% of companies believe
their CSR activities lead to happier employees, and 76% of
companies believed they ended up with better more engaged
employees as a result of their CSR programs.

Question: Which of these
things do you most want
your favorite brands to
do/provide? Source:
GlobalWebIndex Q1 2019
Base: 10,030 internet users
aged 16-64 that have a
mental health condition
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How do you feel talking about mental
health at work to your manager/colleagues?

Question: How do you feel
talking about mental health
at work to your manager/
colleagues? Source:
GlobalWebIndex June
2019 Base: 2,005 (U.S.)
and 2,203 (UK) internet
users aged 18-64

globalwebindex.com
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Mind Your Business
According to the Global Wellness Institute, workplace
wellness is a $48 billion market that is only set to grow.
And with depression and anxiety costing the global
economy an estimated $1 trillion each year in lost
productivity, startups are addressing this with innovative
products, while firms are investing in programs designed
to improve their employees’ mental and physical health.
Our data reveals that businesses should primarily focus
on ensuring that employees have a healthy work-life
balance, with 64% of UK respondents and 59% of U.S.
consumers saying this should be the priority. Creating
a supportive mental health policy and providing
mental health training to managers also resonated with
consumers, but promoting a health attitude toward work
and fostering an environment that moves away from the
24/7 working lifestyle is critical.
A recent study of management consultants found that
while they had access to a range of flexible schedules and
a host of benefits, few people took advantage of these
benefits. This is because they had bought into the myth
that the only way to succeed is to work all-out, all the
time, prioritizing work ahead of family, health and quality
of life. The onus is therefore on businesses to not only
have good benefits in place, but also revamp metrics
and cultures that reward long hours. Instead, focusing on
deliverables, performance, diversity, inclusion and health
should be business imperatives.
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MENTAL WELLBEING AT WORK
% of UK and U.S. respondents who say businesses should do
the following regarding employees’ mental health wellbeing

UK

U.S.

The Shaw Mind Foundation
outlines 5 small changes that cost a
minimal amount but are thought to
improve an employee’s wellbeing
considerably:
Enforce working hours by limiting
out-of-hours work and encouraging
reduced email access outside of
office hours
If possible avoid employees working
in a solely isolated way
Set attainable deadlines and spread
workloads equally and fairly across
employees and teams
Provide support services and staff
members who have had training in
mental health and workplace stress
Promote healthy eating and regular
exercise
Question: What role
do you think businesses
should play in helping
employees’ mental health?
Source: GlobalWebIndex
June 2019 Base: 2,005
(U.S.) and 2,203 (UK)
internet users aged 18-64
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Salesforce Tops People’s
50 Companies That Care

For the third year in a row, Salesforce, the San-Francisco-based technology company,
is the top “company that cares”. Salesforce matches employee donations to charity
up to $5,000 and gives each employee seven paid days off a year to serve. Its top
100 volunteers also get a generous added bonus of $10,000 to donate to a nonprofit
of their choice. On top of their charitable actions, Salesforce provides meditation
and wellness rooms on each office floor, flexible working, and an Employee
Assistance Programme where employees can access the support when they need it.

globalwebindex.com
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Social Media and Digital Wellbeing
The social media industry has begun to face a reckoning over
the past 2-3 years. Namely, over how much time consumers
spend on various platforms, social media’s impact on youth,
continued indictments and scandals over how content should be
moderated, and how much responsibility platforms should take
for instances of misinformation circulating the networks.
One important consequence of social media being put under
a microscope is the emergence of digital wellbeing tools as
a major industry trend for 2019, which focuses on helping
individuals to understand how they use the tech around them
and provide tips and techniques to establish healthy habits.

SCREEN TIME TRACKING
% who say they have used their mobile to track their
screen time or set limits for certain apps in the past month

*For more information
about how the segments in
this question are defined,
please click here to learn
more.

At every age group and in every region, high or heavy users
of social media – defined as those who spent at least an hour
on this media everyday – are more likely to have tracked their
screen time or set limits for certain apps on their mobile. By
age, 16-34s are the most likely to track their screen time, with
3 in 10 16-24 heavy social media users saying they have done
so in the past month. For our oldest consumers, the difference
between the global average and heavy social media users is most
pronounced, jumping from 13% to 20% tracking their screen time.
Google’s research demonstrated that 78% of people felt happier
about their phone usage since using a digital wellbeing app.
They reported finding more time to meditate, and stated that
they had improved sleep quality. The flipside of screen addiction,
ironically, is that technology can enable us to take ownership of
our own health.

Question: Which of
these have you done on
your mobile in the last
month? (Tracked your
screen time or set limits
for certain apps) Source:
GlobalWebIndex Q1 2019
Base: 139,397 Internet
Users aged 16-64

globalwebindex.com
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Social Media and Mental Wellbeing
But despite a greater awareness of time spent scrolling through social
media feeds, and an increasing willingness to use digital wellbeing
tools to mediate screen time, 33% of consumers in the UK and the
U.S. feel social media has a positive impact on their mental wellbeing,
compared to 24% who think it has a negative effect. This positive
skew is much more prominent in the U.S. – in the UK, respondents are
more likely to say it either has little impact or it has a somewhat negative
impact.
While the majority in the U.S. and the UK (43%) sits on the fence, this
could be for a number of reasons. The term “social media” encompasses
many services and platforms, so consumers could see the potentially
harmful impact of the aesthetic culture offset by the ability to receive
news and world events around the world. Alternatively, they could
genuinely think that social media doesn’t have an effect on their
wellbeing.
When we take an average score of these results to uncover age and
gender differences, some interesting patterns emerge. 18-24s are
much more likely to have a positive view of social media’s impact on
their wellbeing compared to all other age groups, and males show a
similar positive affectivity compared to females. While the impact of
social media’s aesthetic culture of females and their self-identity is well
documented, perhaps the more surprising result is the positive reaction
that our youngest respondents have toward social media.

globalwebindex.com

“HOW DO YOU FEEL SOCIAL MEDIA IMPACTS YOUR MENTAL WELLBEING?”
UK
positive impact
9%

14%

14%

21%

49%

42%

22%

16%
7%

7%
negative impact

Question: How do you feel
social media impacts your
mental wellbeing? Source:
GlobalWebIndex June
2019 Base: 2,005 (U.S.)
and 2,203 (UK) internet
users aged 18-64
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TRE N D I N AC TION

Instagram Doesn’t Think
it’s Nice to be Liked

Instagram recently announced they are testing
a new feature that will hide the number of likes
that posts receive. Originally a test in Canada,
testing of this fundamental new feature has now
expanded to six countries (Japan, Italy, Ireland,
Brazil, New Zealand and Australia), which suggests
encouraging results. Instagram posits this shift will
minimize social pressures that come with social
media, but it could also be part of a wider strategy
to pivot to short-form videos, pushing users more
to “Stories” than their newsfeed, and encouraging
creators to increase their video posts. But one
negative effect of the new feature is the raising
anxiety among influencers and fashion brands that

globalwebindex.com

advertise through the platform. This could prompt
brands to spend more on ads and less on posts
that feature influencers, and with one less metric
for engagement to measure the effectiveness of
influencers’ posts it could be harder for them to be
scouted. Whether this means influencers will need
to change tactic in their content strategy, or feel
the need to leave Instagram and move to up-andcoming platforms like TikTok, still remains to be
seen. Influencer marketing metrics will also have
to change if users start prioritizing “Stories”; time
spent on the platform, engagement, views and
other metrics will prevail as KPIs.
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Pinterest Introduces Wellness Activities

Pinterest has launched a series of new wellbeing activities on the social media
platform to provide mental health support for its users. The aim of the interactive
activities – like deep breathing exercises and tips on practicing self-compassion –
is to help soothe individuals who are feeling anxious, sad or stressed. They have
been created in collaboration with Brainstorm, the Stanford Lab for Mental Health
Innovation. Pinterest has also received guidance from mental health organization
Vibrant Emotional Health and the National Suicide Prevention Lifeline.

globalwebindex.com
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Perceptions of
Treatment Efficacy
When asked which treatment options they’d be willing to try to reduce stressors
and anxiety in their life, the most popular choice in the UK and U.S. was taking
a wellness holiday/time off, followed by increasing their exercise. Several
companies have tried to counter the 24/7 workplace with flexible vacation
policies, as research shows it improves productivity, worker success and workplace
happiness. Outside of wellness holidays, talk therapy (i.e. counselling), creative
therapies and healthier diet choices were also popular treatments that respondents
would be willing to try.
But when asked which of these treatments would be most effective for them
personally, options that required greater commitment from individuals, like
exercise and diet changes, were chosen comparatively less as opposed to
treatments like time off, counselling and medication. This is perhaps surprising
given that there is extensive evidence that physical activity can greatly improve your
mental wellbeing, but indicates that treatments which require greater commitment
are perhaps viewed more critically. Consumers clearly take into account the
likelihood of them carrying out a remedy when evaluating its effectiveness.
Abstaining or reducing alcohol consumption or smoking also comes far down
the list, both as treatments they’d be willing to try and perceived effectiveness,
although consumers in particular markets may soon have little choice but to cut out
their smoking. The government in the UK has announced its aim to end smoking
in England by 2030, and in Barcelona people will no longer be able to smoke in
designated outdoor areas of bars and restaurants.
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A generous vacation policy allows
companies to communicate two
messages beyond its restorative power:
“We care about your well-being” and
“We trust you to get your work done.”

- Social psychologist Adam Waytz
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TREATMENT PERCEPTIONS
% of UK and U.S. respondents who say they’d
try the following treatment options and their
perceived effectiveness

Question: When it comes
to treatment options for
mental health or to reduce
stressors/anxiety in your
life, which of the following
would you be most willing
to try?/And which of the
following treatment options
do you think is/would be
most effective for you?
Source: GlobalWebIndex
June 2019 Base: 2,005
(U.S.) and 2,203 (UK)
internet users aged 18-64

globalwebindex.com
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Gender Differences
Where males most differ from females seems to reflect their
greatest sources of stress. As noted earlier, the main root
causes of anxiety for male respondents was their work and
overconsumption of legal stimulants. Similarly here, males are
more likely than females to say they’d be willing to try quitting
alcohol and smoking, and more likely to say taking a wellness
holiday/time off would be the most effective treatment for them.

Meanwhile females cite talk therapy, medication, meditation (both
in real life and on apps), arts and creative therapies, and alternative
therapies (e.g. acupuncture) to a greater degree than males.
This indicates more of an open-mind, and a holistic approach to
mental wellbeing, although this isn’t necessarily reflected in which
treatments they think would be the most effective. Whereas males
think taking time-off would be an effective treatment for them,
females seem to perceive more conventional routes such as

medication and counseling as most effective.
One of the fastest growing markets is the CBD remedy market,
which has slightly better uptake in the U.S. (a more developed
market compared to the UK) and among women. Generally,
women are more open to alternative health remedies and
taking care of their mental wellbeing versus men due to being
socialized differently.

GENDER DIFFERENCES IN TREATMENT PERCEPTIONS
% of UK and U.S. respondents who say they’d try the following treatment options and their perceived effectiveness
KEY:

MOST
EFFECTIVE

WILLING TO TRY

Question: When it comes
to treatment options for
mental health or to reduce
stressors/anxiety in your
life, which of the following
would you be most willing
to try?/And which of the
following treatment options
do you think is/would be
most effective for you?
Source: GlobalWebIndex
June 2019 Base: 2,005
(U.S.) and 2,203 (UK)
internet users aged 18-64
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The Rise of CBD
By 2022, the hemp-derived CBD market is expected
to hit a projected value of $22 billion. Our CBD study
of attitudes in the U.S. and UK indicates that the
majority of internet users from both markets believe
that CBD is at least somewhat effective at alleviating
the symptoms of anxiety-related mental health issues.
Among those who have actually tried CBD, 85%
in the U.S. believe it to be effective for physical
ailments and 84% believe it to be effective for
mental health symptoms.
In an environment shaped by these factors, cannabis is
well positioned to emerge as a viable option for many
people seeking alternatives to traditional healthcare
and pharmaceuticals. Health, medicinal, and
wellbeing products are the number one application
that U.S. consumers most associate with legallyderived cannabis, and by quite a margin. 65% of
consumers associate cannabis-derived products with
healthcare applications. This is compared to 37% who
associate this substance with food and beverages, and
just 28% who associate it with beauty and personal
care items.
Distinctions emerge among consumers of different
income and education levels. Low and middleincome consumers are more likely to consider using

globalwebindex.com

CBD-infused products for stress management,
pain management, and alleviating systems
of a mental health disorder. High-income
consumers are more likely to consider using
these types of products for preventative
medicine and recreational use. This points to
an interesting possibility. When considering
the financial burden of healthcare in the U.S.,
especially for middle-income Americans who
often struggle to cover costs yet may not be
eligible for government subsidies, alternatives
to traditional pharmaceuticals may become
legitimate options to treat their ailments.
These results highlight the incredible success
of the CBD industry in establishing a baseline
level of credibility before any big-name,
reputable brands have even had a chance
to enter the fray. Additionally, this shows the
power that many small, independent brands
can have in shaping consumer demand during
the early stages of a market’s development.
Uninhibited by the potential legal challenges
that could devastate an established, household
brand name in the unregulated CBD economy,
these independent brands have been in prime
position to both create and benefit from the
narrative of CBD as a “modern miracle drug.”

MOTIVATIONS FOR USING CBD PRODUCTS
% of U.S. internet users who report the following reasons would
influence them to consider using CBD-containing products

Question: Which of the
following reasons, if any,
are driving consideration to
use CBD-containing/CBDinfused products? Source:
GlobalWebIndex January
2019 Base: 1,024 U.S.
internet users aged 16-64
who would consider using
CBD-containing products
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Resources and Support
If you or someone you
love has been affected
by the topic of this
report and are looking
for someone to talk
to there are resources
available to help:

Anxiety UK
Charity providing support if you have been diagnosed with an
anxiety condition.
www.anxietyuk.org.uk

Nami
Dedicated to building better lives for the millions of Americans
affected by mental illness.
www.nami.org

Samaritans
Confidential support for people experiencing feelings of
distress or despair.
www.samaritans.org.uk

Bipolar UK
A charity helping people living with manic depression or
bipolar disorder.
www.bipolaruk.org.uk

No Panic
Voluntary charity offering support for sufferers of panic attacks
and obsessive compulsive disorder (OCD). Offers a course to
help overcome your phobia or OCD.
www.nopanic.org.uk

SANE
Emotional support, information and guidance for people
affected by mental illness, their families and carers.
Textcare: comfort and care via text message, sent when the
person needs it most: www.sane.org.uk/textcare
Peer support forum: www.sane.org.uk/supportforum
www.sane.org.uk/support

CALM
CALM is the Campaign Against Living Miserably, for men aged
15 to 35.
www.thecalmzone.net
Men’s Health Forum
24/7 stress support for men by text, chat and email.
www.menshealthforum.org.uk
Mental Health Foundation
Provides information and support for anyone with mental
health conditions or learning disabilities.
www.mentalhealth.org.uk
Mind
Promotes the views and needs of people with mental health
conditions.
www.mind.org.uk
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OCD Action
Support for people with OCD. Includes information on
treatment and online resources.
www.ocdaction.org.uk
OCD UK
A charity run by people with OCD, for people with OCD.
Includes facts, news and treatments.
www.ocduk.org

YoungMinds
Information on child and adolescent mental health. Services
for parents and professionals.
www.youngminds.org.uk

PAPYRUS
Young suicide prevention society.
www.papyrus-uk.org
Rethink Mental Illness
Support and advice for people living with mental illness.
www.rethink.org
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GLOBALWEBINDEX SAMPLE SIZE BY MARKET

Notes on Methodology
All figures in this report are drawn from
GlobalWebIndex’s online research
among internet users aged 16-64. Please
note that we only interview respondents
aged 16-64 and our figures are
representative of the online populations
of each market, not its total population.
OUR RESEARCH
Each year, GlobalWebIndex interviews
over 575,000 internet users aged 1664. Respondents complete an online
questionnaire that asks them a wide
range of questions about their lives,
lifestyles and digital behaviors. We
source these respondents in partnership
with a number of industry-leading
panel providers. Each respondent who
takes a GWI survey is assigned a unique
and persistent identifier regardless of
the site/panel to which they belong
and no respondent can participate
in our survey more than once a year
(with the exception of internet users in
Egypt, Saudi Arabia, and the UAE, where
respondents are allowed to complete the
survey at 6-month intervals).
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OUR QUOTAS
To ensure that our research is reflective
of the online population in each market,
we set appropriate quotas on age,
gender, and education – meaning that
we interview representative numbers of
men vs women, of 16-24s, 25-34s, 35-44s,
45-54s and 55-64s, and of people with
secondary vs tertiary education.
To do this, we conduct research across
a range of international and national
sources, including the World Bank, the
ITU, the International Labour Organization,
the CIA Factbook, Eurostat, the US Bureau
of Labor Statistics as well as a range of
national statistics sources, government
departments and other credible and
robust third-party sources.
This research is also used to calculate
the ‘weight’ of each respondent; that
is, approximately how many people (of
the same gender, age, and educational
attainment) are represented by their
responses.

Where clearly marked, this report draws insights from
GlobalWebIndex’s Q1 2019 wave of research across 45
countries, with a global sample of 139,397 respondents.
MOBILE SURVEY RESPONDENTS
From Q1 2017 on, GlobalWebIndex has
offered our Core survey on mobile. This
allows us to survey internet users who
prefer using a mobile or are mobileonly (who use a mobile to get online but
do not use or own any other device).
Mobile respondents complete a shorter
version of our Core survey, answering
50 questions, all carefully adapted to be
compatible with mobile screens.
Please note that the sample sizes
presented in the charts throughout this
report may differ as some will include
both mobile and PC/laptop/tablet
respondents and others will include
only respondents who completed GWI’s
Core survey via PC/laptop/tablet. For
more details on our methodology for
mobile surveys and the questions asked
to mobile respondents, please download
this document.
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Netherlands
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Notes on Methodology
ACROSS GLOBALWEBINDEX’S MARKETS
GlobalWebIndex’s research focuses exclusively on the internet
population and because internet penetration rates can vary significantly between countries (from a high of 90%+ in parts of Europe to lows of c.20% in parts of APAC), the nature of our samples
is impacted accordingly.
Where a market has a high internet penetration rate, its online
population will be relatively similar to its total population and
hence we will see good representation across all age, gender
and education breaks. This is typically the case across North
America, Western Europe and parts of Asia Pacific such as Japan,
Australia and New Zealand. Where a market has a medium to low
internet penetration, its online population can be very different
to its total population; broadly speaking, the lower the country’s
overall internet penetration rate, the more likely it is that its internet users will be young, urban, affluent and educated. This is
the case throughout much of LatAm, MEA and Asia Pacific.
This table provides GlobalWebIndex forecasts on internet penetration (defined as the number of internet users per 100 people)
in 2019. This forecasted data is based upon the latest internet
penetration estimates from the International Telecommunication
Union (ITU) for each market that GlobalWebIndex conducts online research in.
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GLOBALWEBINDEX VERSUS ITU FIGURES
As GlobalWebIndex’s Core Research is conducted among 16-64
year-olds, we supplement the internet penetration forecasts for a
country’s total population (reproduced above) with internet penetration forecasts for 16-64s specifically.
Forecasts for 16-64s will be higher than our forecasts for total
population, since 16-64s are the most likely age groups to be
using the internet.

INTERNET PENETRATION RATES
GlobalWebIndex’s Forecasts for 2019 based on 2017 ITU data
Argentina

78%

Netherlands

93%

Australia

88%

New Zealand

93%

Austria

88%

Nigeria

36%

Belgium
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Brazil

71%

Poland
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Portugal

78%

China

59%

Romania
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Colombia
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Russia

80%

Denmark
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Saudi Arabia
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Egypt

54%

Singapore

85%

France

85%

South Africa

62%

Germany

88%

South Korea

95%

Ghana

48%

Spain

87%

Hong Kong

91%

Sweden

96%

India

42%

Switzerland

96%

Indonesia

39%

Taiwan

83%

Ireland

87%

Thailand
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Italy
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Turkey

71%

Japan
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UAE
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Kenya
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UK

96%

Malaysia
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USA
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Mexico

69%

Vietnam

55%

Morocco

69%

30

Like what you’ve read?
There’s plenty more where that came from. Browse our latest reports
and infographics examining key consumer trends across markets.
Access More Reports

Get more from your data.
Run your own custom studies using our panel of 22 million consumers, and
get instant access to insight tailored to your business needs.
Request Custom Research

Jason Mander

Duncan Kavanagh

Chief Research Officer

Senior Insights Analyst & Writer

jason@globalwebindex.com

duncan@globalwebindex.com

www.globalwebindex.com
Copyright © Trendstream Limited 2019 – All rights, including copyright, in the content of GlobalWebIndex (GWI) webpages and publications (including, but not limited to, GWI reports and blog posts) are
owned and controlled by Trendstream Limited. In accessing such content, you agree that you may only use the content for your own personal non-commercial use and that you will not use the content for
any other purpose whatsoever without an appropriate licence from, or the prior written permission of, Trendstream Limited. | Trendstream Limited uses its reasonable endeavours to ensure the accuracy
of all data in GWI webpages and publications at the time of publication. However, in accessing the content of GWI webpages and publications, you agree that you are responsible for your use of such
data and Trendstream Limited shall have no liability to you for any loss, damage, cost or expense whether direct, indirect consequential or otherwise, incurred by, or arising by reason of, your use of the
data and whether caused by reason of any error, omission or misrepresentation in the data or otherwise.

