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SYNOPSIS   

 
 
 
 
 
 
  

360 View: Health Devices 
and Services for Connected 
Consumers analyses the 
emerging market for 
connected health devices 
and online health services.  
It assesses current 
adoption levels, adoption 
drivers, and purchase 
intentions.  Moreover, 
consumers with the most 
potential are identified 
through a segmentation 
based on current health 
conditions and health 
habits.  Finally, the report 
investigates two 
submarkets for connected 
health services: caregivers 
and those seeking to live 
independently despite their 
health challenges. 

 

ANALYST INSIGHT   

“The market for connected health is distinct from the market for other ‘smart’ devices and services.  Technology can make is easier 
for you to manage your health and fitness activities—it won’t necessarily motivate you to start exercising or eat right.” 

― John Barrett, Director, Consumer Analytics, Parks Associates 
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