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Changing the

e,

At AlA, our Purpose is to help people live Healthier, Longer,

Better Lives. Through Rethink Healthy, our brand campaign
platform, we aim to challenge narrow perceptions of what it
means to be healthy and, over time, broaden them to a more
inclusive, attainable understanding of wellbeing.

As part of Rethink Healthy we commissioned this research
to look beyond surface-level definitions, and question the
social expectations and stereotypes that shape how health
is understood, experienced, and lived every day.
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1See Health

Beyond nutrition and exercise, access or affordability,

stereotypes play a powerful role in how health is defined, judged
and experienced across the region. These societal expectations
are a silent pressure in all of our lives that affect our short-term
and long-term view of health and wellness — and whether we feel
able to take steps toward living Healthier, Longer, Better Lives.

By surfacing how these beliefs are formed and internalised, this
report aims to help people recognise what may be holding them
back. In doing so, it encourages a shift towards more informed,
inclusive choices that support wellbeing over the long term —
not just for individuals, but for communities as a whole.

@ HEALTHIER, LONGER,
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The Methodology

AlA commissioned Edelman Data &
Intelligence (DXI) to understand how
health and wellness stereotypes and
social expectations shape people’s
experiences with health and wellness
across five key markets in Asia:
Mainland China, Hong Kong SAR,
Malaysia, Singapore, and Thailand.

Combining desktop research, media
analysis, and quantitative survey
conducted in English and local
languages, the study identifies the
dominant stereotypes shaping health
today — and how they influence
emotions, behaviours, and the ability
to live Healthier, Longer, Better Lives.

AlA Rethink Healthy Asia Report 2026

Mainland China Hollg Kong SAR

2,100

respondents in total

18-82

years age range

100+ million

online content Singapore
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Social media is
-lslecho chamber
of pressure

While stereotypes often emerge from
culture and lived experience, health and
wellness content — particularly online —
reflects, amplifies, and hardens them into
rigid expectations.

Our audit of health and wellness content
shows how frequently these ideas are
repeated — and how easily they become
the default definition of health.

AlA Rethink Healthy Asia Report 2026

Highly visible wellbeing
content — from dramatic
transformations to hustle
culture — is everywhere

Underlying
Beliefs

Repeated messages
suggest that health looks
a certain way and success
requires constant hardship

Stereotypes

Reinforced

Over time, these ideas
harden into unspoken
norms, shaping
conversations and fueling
more of the same content



11151 20 Health

and Wellness
Stereotypes
We Discovered

Our online media audit uncovered twenty
common stereotypes across social media
that shape what it means to be physically,
mentally, financially, and environmentally
healthy in Asia.

AlA Rethink Healthy Asia Report 2026

@
} Mental Health

{Hp
} Physical Health

@} Financial Health

é{@} Environmental Health




Suffering in .}

silence is a
sign of strength

never show
vulnerability

Real men }

Menta |
Health

/ ! is often portrayed as something

~4 to be managed and contained —

Y (’ turning mental health ifto a state
defined by emotional rgstraint,
self-discipline, and quiet

endurance. : / | / }
j To be respected

,( ' a person must not
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A man’s worth }
depends on his )
financial success

Health

is frequently framed around duty
and success — defining financial
wellbeing solely through financial
provision, responsibility, and role
fulfilment.
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Wealth determines
a person’s worth
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The most
widely accepted
stereotypes in Asia

Physical Health
= Rigid Fitness Standards

Our survey indicates that many
people believe being healthy
requires strict discipline, daily
routines, and visible physical
change. These beliefs are
widely accepted, reinforcing
narrow expectations around
what health should look like
and how it should be achieved.

69 65 59

agree that fitness agree that true agree that improving
requires discipline wellbeing requires your health requires
with no compromise daily rituals full transformation

11 AlA Rethink Healthy Asia Report 2026




The most
widely accepted
stereotypes in Asia

Our research shows that mental
health stereotypes around emotional
control are deeply rooted across the
region. Many people still equate
holding in emotions with respect,
strength, and keeping the peace —
reinforcing expectations that make
it harder to express vulnerability or
seek support.

AlA Rethink Healthy Asia Report 2026

Mental Health = Emotional
Suppression & Control

9/ %

agree that to be
respected, a person
must not show emotions

602

agree that family
problems should be
kept private



The most
widely accepted
stereotypes in Asia

We found that many people
continue to believe that being
healthy means providing
financially for family — and that
personal worth is tied to this
responsibility. These expectations
run deep, creating real pressure
when life circumstances make
them difficult to meet.

i3 AlA Rethink Healthy Asia Report 2026

Financial Health
= Obligations to Provide

52

agree that not
supporting parents
financially is ungrateful

41

agree thata man’s
worth depends on his
financial success
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RETHINK
HEALTHY

Stereotype
Reject — But

S e e Eve ryw h e re 62% Disagree 43% Disagree
45% Find relevant 53% Find relevant

We found stereotypes that people disagreed with,

still found highly relevant to their lives and the worl

around them. That means that even when people do

personally believe in health stereotypes, they still see 91% Disagree 47% Disagree

them show up everywhere — in content, conversations, 56% Find relevant 47% Find relevant

and culture. Their persistence reflects how deeply
rooted they are, continuing to influencg,and cause \
harm. Reducing their impact starts \greater care \
in how they are repeated — and in nds and

society support people in challe

52% Disagree
44% Find relevant

B1. In many cultures, people grow up hearing certain sayings or beliefs about health, family, and life. How.much do you agree or disagree with each of the following statements? (Showing disagree) / Base: All respondents (n=2,100)
B2. You will now see several beliefs from the previous list. For each one, please indicate how relevant it is in your life and experiences. Which best describes your relationship with this belief? (5-point scale, showing top-3-box

relevance). /
Base: Respondents who evaluated the respective stereotype (Only intense workouts are effective n=517; Real men never show vulnerability n=526; Suffering in silence is a sign of strength n=527; Sons are responsible for family .
AlA Rethink H thy Asia R rt 202 success n=516; Being fit requires
e ealthy Asia Report 2026 S8 HEALTHIER, LONGER,

a big financial investment n=514). Note: 7o manage questionnaire length, each respondent evaluated a subset of five stereotypes from the full list of twehty. BETTER LIVES
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Stereotypes don't
just shape beliefs —
sls\Ashape behaviour

They can impact motivation and limit

people’s ability to take action for their health.

That's why everyone — from society to brands

to individuals — has a role to play in challenging them.

AlA Rethink Healthy Asia Report 2026
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Stereotypes
affect people
Iilmultiple,

meaningful wa

To understand how these stereotypes
affect people, we tested their impact
across 12 different dimensions.

This revealed not only how different
stereotypes make people feel, but how
these beliefs shape thinking, behaviour,
relationships, and engagement with
health and wellness.

Across these dimensions, clear and

consistent patterns emerged in how
people respond to each stereotype.

AlA Rethink Healthy Asia Report 2026

Erodes trust

Creates
hopelessness

avoidance

Prompts
harmful
behaviours

Conflicts
with values

Causes
people to quit

Generates
self-doubt

ro\ RAHF
$y

Stifles will
to discuss

in experts

Fuels dismissal
of information

Triggers
isolation

Distorts
approach
to health

Leads to
seclusion



More than 90% of people say stereotypes
negatively affect their wellbeing

IN SINGAPORE... IN MAINLAND CHINA... IN HONG KONG SAR... IN MALAYSIA... IN THAILAND...
98"/ 90"/ 93"/ 96"/ 93"/
0 0 0 0o 0
stated stereotypes sa|d stereotypes impacted said stereotypes stated stereotypes sald stereotypes impacted
impacted them socially how they engage with the impacted their health impacted them socially how they engage with the
system and health initiatives and wellness behaviour system and health initiatives
SOCIAL IMPACT SYSTEM IMPACT] BEHAVIOURAL IMPACT] SOCIAL IMPACT SYSTEM IMPACT]
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Avoidance, self-doubt,

and making misguided

choices are the most

common negative

responses to health

and wellness stereotypes
y

P G

Decided to hide
their struggles

Felt unable to discuss
the matter with others

pes of consequences. Please rate from 1 to 5, where 1 represents “strongly disagree” and 5
rom any stereotypes) / Base: All respondents n=2,100

RETHINK
HEALTHY

Focused on
the wrong priorities

Began doubting their
ability to manage the issue

epresents “strongly agree @ HEALTH'ER,LUNGER,
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HEALTHY

- Across all 12 dimension:
stereotypes stand out as the's

The responses show a clear pattern:
pressure that discourages people fr
about their struggles. Instead, many
are going through, and pull back fron
themselves off from support when t

19 AlA Rethink Healthy Asia Report 2026 HEALTHIER, LONGER,
BETTER LIVES




These stereot
have hiﬂh impact

=Nleslhigh relevance
across Asia

The pressures shaping our mental health
are hard to escape. Our data shows that
these mental health stereotypes are not only
widespread — they also have the greatest
impact. Nearly half of respondents (49%)
report that these stereotypes negatively
affect how they feel, think, or behave.

20 AlA Rethink Healthy Asia Report 2026

Suffering in silence
is a sign of strength

To be respected,
a person must
not show emotions

Real men never
show vulnerability

CRITICAL MISCONCEPTIONS
High relevance, high impact

hese are deeply personal and
highly harmful misconceptions
Requires urgent actions.

Family problems
should be kept private



These stereotypes don't just make people
I B 131\ push people into isolation

The Behavioural Impact...‘i ;Ti;é The Social Impact...
20% 96%  95% 64% 63% 98%

agree that these agree that these agree that these agree that these agree that these agree these
stereotypes lead stereotypes lead stereotypes lead them stereotypes stifle stereotypes lead stereotypes
to dismissal of them to avoid particular to engage in wellbeing- their will to discuss to seclusion trigger isolation
information health-related actions damaging behaviours

or behaviours

21 AlA Rethink Healthy Asia Report 2026




HEALIRY

IMPACT ON INDIVIDUAL MARKETS

Every market
experiences the
impact of common

stereotypes dlfferent

Across the region, mental health stereotypes are
consistently harmful. At the same time, each market
has its own set of partlcularly mfluentnal stereo
Where community and \ ,

strong role, the ir
meaningfully from

AIA Rethink Healthy Asi



IN SINGAPORE...

People are more impacted by stereotypes
about flancal i[5 and how it
affects identity and masculinity

The Stereotypes The Action

= Wealth = A man’s worth We need to redefine wellness as more than
determines a depends on his wealth and status, and normalise conversations
person’s worth financial success around emotional and family wellness beyond

financial planning.

23 AlA Rethink Healthy Asia Report 2026



IN MAINLAND CHINA...

People are more impacted b
stereotypes about [&iﬂlﬁ[ﬁﬂ
zlilelachievement

The Stereotypes The Action

= Not supporting = Strict parenting We need to promote dialogue about multi-
generation financial planning that eases pressure,

parents financially is essential for a
is ungrateful child’s success not causes pressure, and promote tools and

language for more balanced parenting.

24 AlA Rethink Healthy Asia Report 2026 : a2 g : S b £ X o . ‘ } k ‘ @ HEALTHIER, LONGER
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IN HONG KONG SAR...

People are more impacted by stereotypes
about the rli [lisXidphysical healthElle

sustainability I J 1RSI e [aE-UNa [

The Stereotypes The Action

= Fitness requires = Sustainable We need to show that wellness and sustainability

discipline with living is just can be about authentic, achievable choices
no compromise a trend

B4. Please indicate how strongly you agree or disagree that this belief leads to the below types of consequences. Please rate fr 1to 5, where 1 represents “strongly disagree” and 5 represents “strongly agree
25 A|A Rethi nnnnnnnnnn | 2222222222 (5-point scale, showing average of top-2-box agreement across impact statements) / Base: Respondents who evaluated the respective stereotype in Hong Kong SAR (Fitness requires discipline with no compromise
y p n=95: Sustainable living is just a trend n=102) S— HHHHHHHHH ,LONGER,

q1e



IN MALAYSIA...

People are more impacted by stereotypes
about the cost of pursuing health and the
huge change required to be more healthy

The Stereotypes The Action

= Being fit requires = |[mproving your We need to debunk these perceptions by raising
awareness of accessible and affordable health solutions

and encouraging people to build on and reward everyday
habits, celebrating progress not perfection.

a big financial health requires
investment full transformation




IN THAILAND...

People are more impacted by stereotypes
about the intensity required for lohysmal
Wt Riilcdemands of family life

The Stereotypes The Action

= Onlyintense = Not supporting We can support people by celebrating moderate
workouts are parents financially movement and proof that small sessions can deliver,
effective is ungrateful as well as advocating that good financial planning

can mean supporting your parents without
sacrificing your own wellbeing.

27 AlA Rethink Healthy Asia Report 2026
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IMPACT OF FINANCIA:L EXPECTATIONS ... .é W
Fmanmal
Stereotypes Persist,
Desplte ressure
They Cause

gender roles continue to shape |
financial health. Many people ac

AlA Rethink Healthy Asia Report 2026

RETHINK
HEALTHY
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There is =]
Agreement
on Financial
Stereotypes

Our survey reveals that four in five 0 /0

believe in at least one of these
financial health stereotypes, ‘ Agree with at least one
showing how strongly cultural ‘ financial stereotypes

expectations persist.

29 AlA Rethink Healthy Asia Report 2026




But These Beliefs
Often Leave People

When we treat financial success as a measure of worth,
economic pressure becomes emotional pressure too —
affecting confidence, relationships, and wellbeing.

B3. When you encounter this type of saying or belief, what feelings or thoughts typically come up for you? (Top showing the percentage of respondents feeling any negative emotions about an

financial stereotypes, bottom showing the percentage of people feeling the respective emotions about any financial stereotypes) / Base: Respondents who evaluated any financial stereotype n=1,504.

63%

Feel negatively about
financial health stereotypes



Financial
Stereotypes
Split Generations

The difference in agreement between generations
points to changing attitudes around financial
stereotypes. Compared with older generations, younger
people are less aligned with beliefs that link financial

provision and personal worth — highlighting a potential
shift in how these expectations are viewed over time.

AlA Rethink Healthy Asia Report 2026

Generational Divide in Agreement
vs Boomers

-24pt
-12pt
39% 37%
Not supporting parents Wealth determines
is financially ungrateful a person’s worth



HEALIHY

AIA Rethink Healthy Asi



% report good wellbeing
vs Boomers

Lower Wellbeing
across the boarc

In every dimension of wellbeing, Gen Z trails older
generations. Lower reported wellbeing across physical,
mental, financial, and environmental areas coincides
with stronger impacts of stereotypes for younger people.

48% 95% 1% 93% 66%

Mental Physical Financial Environmental
Wellbeing Wellbeing Wellbeing Wellbeing

33 AlA Rethink Healthy Asia Report 2026




Doesn’'t Remove
Its Impact

When financial success becomes a measure of

worth or responsibility, economic pressure quickly
turns into emotional and social strain, affecting
confidence, relationships, and overall wellbeing.

AlA Rethink Healthy Asia Report 2026

More likely
to disagree

39%

Not supporting
parents is financially
ungrateful

vs Boomers

More likely
to experience
negative emotions

s

+26pt

61%

Wealth
determines a
person’s worth

More likely to
see the harmful
impacts

PR
+16pt

51% 35%

Strict parenting
is essential for a
child’s success
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The risk isn't just the message — it's assuming it works
the same way for everyone. When people’s context
and lived experience are overlooked, even well-meant
health messages can add pressure and make those
with lower wellbeing feel left behind.

AlA Rethink Healthy Asia Report 2026
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Wellbeing shapes our
confidence and how we cope

FOR THOSE WITH GOOD WELLBEING

more likely to feel
+57pt confident in their ability

to handle life’s challenge

AlA Rethink Healthy Asia Report 2026

Wellbeing affects how people handle challenges and relate to others.
Higher wellbeing builds confidence; lower wellbeing brings uncertainty —
shaping how health messages are received.

FOR THOSE WITH POOR WELLBEING

less likely
+40 t of feeling able to be
p themselves with others

more likely to compare
+ t themselves with others and
p wonder if they measure up



Ou F oOwn Wellbeing defi nes Stereotypes don't land the same way for everyone. People with stronger

wellbeing often experience them as motivating cues that validate their

our expe rience With health choices. Those with lower wellbeing, however, are more likely to experience

them as added pressure — deepening insecurity and self-doubt.

and wellness stereotypes

THOSE WITH GOOD WELLBEING STEREOTYPES THOSE WITH POOR WELLBEING
+2Tpt Udsodine Wk saig E +21pt Berue
+26pt go;:eyzigiﬁve Ié:gi‘rh;iuc?aﬁilsgrituals +37Pt [?)O;:e%zgaﬁue
+2hpt el mosive W oo e < +20pt Tomlkel .,
+21pt isoline P Rot et
+1 9pt gofr:e? 2602//”"9 Eﬁianngc{iatl Eﬁglej;iﬁean’? 2 +23pt gofr:ey Ei'gaf/'l/e
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Health should
empower il 1 WERELE

Many health and wellness stereotypes end up alienating and discouraging
large parts of the population. When these stereotypes are used in media,
marketing and as wider depictions in culture, it's important to recognise
not just who they empower, but who they exclude — and the real harm that
exclusion can cause.

Motivation only motivates those who can relate. For everyone else, it risks
doing the opposite. And if the goal is to help people live Healthier, Longer,
Better Lives, that difference matters.

AlA Rethink Healthy Asia Report 2026 @ HEALTHIER, LONGER
BETTER LIVES
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RETHINK
HEALTHY

'e launched K Healthy campaign to encourage people
across Asia to hier, Longer, Better Lives. This means
moving beyond traditional ideas of what “healthy” should look
like, and promoting a more inclusive and accessible vision of

health — one in which everyone can take part.

empower everyone — i
° Our work on stereotypes helps drive this shift. Through this
n Ot j u St t h Ose _ regional research, we explored the health and wellbeing

< = stereotypes people face, and the real effects these beliefs
, have on everyday life.
already thriving

We hope this sparks greater awareness — encouraging brands
and individuals to consider whether familiar expectations are
empowering or limiting.

When these assumptions are challenged,
more people can define health on their own terms.

Z A .
89 AlA Rethink Healthy’ASIa Report 2026 @ HEALTHIER, LONGER,
¢ 4 I BETTER LIVES
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Actions for...

Society Brands People
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Actions
for

Normalise the many Make the healthier

versions of healthy choice easier to access

Instead of portraying one "right" Many of the stereotypes were tied to status,

lifestyle, we can normalise different cost and time. Society can reduce this by

bodies, budgets, abilities, ages and supporting low-cost, local enablers of health

starting points. like public recreation spaces and accessible
community programmes.

AlA Rethink Healthy Asia Report 2026

Promote “talking it out”
versus “toughing-it-out”

Create environments where
discussing stress, money worries or
family pressure is safe and normal,
like workplace peer programs and
community-led support circles.

@ HEALTHIER, LONGER,

4 I P~ BETTER LIVES
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Actions

for Brands

Stop using stereotypes as
shorthand for motivation

Because the data shows the same stereotype can
feel validating to people with higher wellbeing
but pressure people with lower wellbeing, brands
should avoid creative that implies:

= “Real health requires a big transformation”
= "Discipline = worth”

= “Struggle = weakness”
(linked to “silent” stress” norms)

Replace with: ‘Start where you are,”
“small steps count.” “health isnt a

” u,

look,” ‘support /s strength.”

AlA Rethink Healthy Asia Report 2026

Make inclusion tangible —
show the accessible path

When stereotypes imply expense or status, we can
reduce alienation by offering budget-tier routines,

free starter plans and community partnerships period.

Design accessible messaging
with two entry points

Building communications that work for the thrivers
(who find norms motivating) and strivers (who
experience them as pressure). Pair aspirational
messages with low-friction versions like,

“If you're not ready, here's a 1irst step.”

Bring in trusted voices and
be transparent about limits

Partnering with credible practitioners and
institutions for guidance and signposting,
avoiding overconfident “one-size-fits-all”
claims and include “this may not be right
for everyone” guardrails (especially for
mental and physical wellbeing content).

HEALTHIER, LONGER,
BETTER LIVES
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Actions

for [Je] (3

Practice “message filtering”
Is this helping me—or
pressuring me?

Because stereotypes can feel motivating for
some and harmful for others, consumers can
actively choose content that supports their
current wellbeing state.

A quick self-check:

= Do | feel energized after seeing
this, or judged/deflated?”

= “Does this assume money/time/
body type | don’t have?”

= “Does it encourage progress —
or perfection?”

AlA Rethink Healthy Asia Report 2026

Curate your feedsto
reduce comparison spirals

Consumers can:

= Unfollow “perfection” accounts

= Follow creators who show
messy, realistic progress

= Set time boundaries if social media
increases comparison pressure

Rethink Healthy to live
Healthier, Longer, Better Lives

Our Healthier 7ogether report highlights
eight simple behaviours that support
living Healthier, Longer, Better Lives.
Choose one small habit from each and
start weaving them into your routine.
Begin with just one today and build your
way to a healthier future.



https://www.aia.com/content/dam/group/en/healthy-living/healthiertogether/AIA%20Healthier%20Together%20Summary%20Report_FINAL.pdf.coredownload.inline.pdf

HEALIHY

challenglng stereotypes ane
’ “.,. readenlng how health.ar
~ represented, Ecan
messages th
Healthler Longer, Better Lives.
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