
WHERE IS OUR DATA COMING FROM?

THE VOICE OF THE PEOPLE 
AND HEALTH & WELLNESS 
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*Based on 12 months of conversations ending in November 2017
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HOW IS THE DEFINITION OF HEALTH DIFFERENT ACROSS COUNTRIES?

SITUATIONS LIFESTYLE MENTAL HEALTH DIET/NUTRITION EXERCISE

250MDIGITAL CONVERSATIONS
 ACROSS 10 COUNTRIES ABOUT HEALTH & WELLNESS*

BASED ON MILLIONS OF REAL-TIME AND UNSOLICITED 
DIGITAL DISCUSSIONS ACROSS 10 COUNTRIES.

OUR METHODOLOGY
CulturIntel™ is a proprietary algorithm using leading technologies in artificial intelligence, machine learning, and big data to turn 
open-sourced digital conversations into actionable insights. Disrupting the time and cost limitations of traditional focus groups or 
surveys, we tap into the real-time and unsolicited voice of the people, across segments, globally to identify patters and measures 
of sentiment, report drivers and barriers to behavior and outcomes and map decision and patient journeys. We are impact 
partners to SDG.org and have collaborated and published on medical journals with researchers at Harvard Medical School.

"We believe the most authentic source of human and cultural understanding comes from the unsolicited digital 
discussions people volunteer openly every day. We are excited to unlock the power of these global discussions 
to better understand how people relate to life, health, climate and the other important global issues covered 
under the SDGs." Lili Gil Valletta, Co-founder & CEO, CulturIntel™ and CIEN+.

To understand how citizens across 10 countries define and relate to SDG#3 - good health & 
well-being, CulturIntel™ mined over 250 million open-sourced digital conversations across all 
available platforms to discover people's definition and topics around health and wellness.

SITUATIONS
"I think it is imperative that a 
person engage in some sort of 
physical activity after retirement if 
they want to maintain their health."

11%

EXERCISE
"Cardio is fine, and everyone should 
be doing some simply for the 
cardiovascular benefits, but you will 
also need to add strength training."

28%

"It makes me better equipped to 
live out the motto ′carpe diem′”

15%
MENTAL HEALTH

"I began to be able to listen to my 
body and what it needed to be 
healthy, happy, and whole."

15% LIFESTYLE32%
DIET/
NUTRITION

"I am finding healthy 
fats give me more 
energy than carbs. 
Nuts and nut butters, 
coconut oil (yes, 
straight up!), soft 
boiled eggs are some 
of my best energy 
sources :)"

HOW DO CITIZENS DEFINE HEALTH & WELLNESS?
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HOW IS THE DEFINITION AND ATTITUDE TOWARDS "BEING 
HEALTHY" DIFFERENT BY COUNTRY? 
Ranked based on those who are mostly optimizers versus correctors of health.
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OPTIMIZE PREVENT CORRECT

Switzerland is where people look at 
optimizing their health & wellness 
the most (49%). They are the least 
likely to take a reactive (22%) or 

preventative (29%) approach to their 
health & wellness.

The UK is where people take a 
preventative approach to their 

health & wellness the most (42%).

Belgium is where people take a 
reactive approach to health & 

wellness the most (49%). They are 
the least likely to look for optimiz-
ing their health & wellness (14%).

KEY TAKE AWAYS: 
THE VOICE OF THE PEOPLE CAN HELP US PRIORITIZE THE ISSUES, TARGET INTERVENTIONS AND 

GUIDE MESSAGING TO IMPACT CITIZENS BASED ON THEIR OWN DEFINITIONS OF WELLNESS

Health & wellness for citizens across all 10 countries 
relates first to diet & nutrition and fitness & 
exercise. Those top 2 topics represent 60% of all health 
& wellness conversations across all 10 countries.

1.

2.
3.

There is close to a 60/40 split between a proactive 
attitude to health & wellness and a reactive 
approach, amongst citizens across all 10 countries.

Switzerland ranks #1 with a 
proactive approach to health 
with half of Swiss citizens looking 
to optimize their health & wellness 
vs. 23% for citizens across all 10 
countries. In contrast, the 
Netherlands and Belgium mostly 
focus on correcting at 44% and 
49% respectively.

The Netherlands is 
where people are the 

most interested in 
Fitness/exercise when 

discussing health & 
wellness (32%).

Australia is where 
people share mental 

health the most (21%). 
People talk the least 

about diet/nutrition  the 
least (27%).

France is where people 
talk about the situations 
impacted by their health 

& wellness (14%) the most. 
People talk about mental 

health (10%) the least .

Belgium is where people 
talk about diet & nutrition 
(34%) and mental health 

(21%) the most . People talk 
about lifestyle (7%) and the 

situations impacted by 
their health & wellness 

(8%) the least.
Canada is where people 
talk about their lifestyle 
and how it affects their 
health & wellness the 

most (18%). People talk 
about Fitness/exercise 

the least (22%).

UK is where people talk 
about the situations 

impacted by their health & 
wellness (14%) the most. 

The US is where people 
talk about 

Diet/Nutrition the most 
when discussing health 

& wellness (34%).

Powered by CulturIntel, www.culturintel.com a data science partner to PVBLIC Foundation and collaborator to SDG.org. 
For more information contact info@culturintel.com

COMPARED TO ALL SELECTED COUNTRIES...

WE BELIEVE IN THE POWER 
OF DATA-DRIVEN IMPACT.
First announced at the 2018 Media For Social 
Impact Summit at the United Nations, we are 
committed to serve as an AI and tech-enabled 
insights partner to help turn data into a force for 
good. With our capability we want to democratize 
access to the voice of the people to help identify 
and serve the unmet needs of all citizens, engage 
and inspire organizations, empower governments 
and help transform the world in support of the 
Sustainable Development Goals.




