Wellness Marketing
As the wellness market continues its explosive growth,
brands with no direct connection to wellbeing are
tapping into the sector in order to be more relevant to
consumers and reach new audiences
January 24, 2019

DEFINITION
There’s so much more to Wellness than simply feeling okay. The term covers the
broad process of optimising one’s health in search of a higher quality of life. Unlike
simply being free from illness, wellness refers to being aware of and making choices
towards a better life.
This more encompassing definition incorporates four key dimensions of wellness –
physical, mental, social and spiritual – each of which is equally important in the
pursuit of a fulfilling lifestyle. That breadth of scope also means that even though
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the concept has been around for decades, marketers are now seeing wellness not
just as a fad, but a strategy that could help them stand out from the competition. In
this piece, we’ll look at why brands with little direct connection to the wellbeing
sector are looking for ways to capitalise on this new consumer obsession.
LANDSCAPE
History
The concept of ‘wellness’ dates back to 1948 and the World Health Organisation’s
philosophy that, ‘Health is a state of complete physical, mental and social
wellbeing and not merely the absence of disease or infirmity.’ In its early days, it
was mostly associated with hedonistic culture and used to describe alternative
medicine.
The father of the wellness movement, Halbert L. Dunn brought the idea to the US
in the 1950s. It was adopted by the likes of author and medical practitioner John
Travis, who founded the Wellness Resource Center in California in the mid-1970s,
and Robert Rodale, who published Prevention, a healthy lifestyle magazine. The
concept was also popularised by doctor Bill Hetler, founder of an annual academic
conference on wellness, and Tom Dickey, who set up the Berkeley Wellness Letter
(another health publication) in the 1980s.

While the term had reached common usage by the 1990s, wellness then was more
to do with reactive practices (working out to lose weight, or taking pills to cure an
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illness). Since then, it’s become more holistic and proactive, according to Susie
Ellis, CEO and chairman at the Global Wellness Institute, a nonprofit organisation
on a mission to promote wellness worldwide.
‘[A big part of the sector] used to be about weight loss and now it’s about feeling
better, sleeping better, looking better. In fact, it’s not just physical. It’s mental, it’s
spiritual. Feeling less stressed, making better decisions, being more creative: these
are issues and reasons why people are selecting wellness pursuits beyond just
losing weight or some basic things that may have been there before.’
Factors driving the rise of wellness
New consumer values
The demographics driving the growth of wellness are millennials and Gen Z. Unlike
their parents and grandparents, for whom success was defined by the accumulation
of material products (clothes, cars, homes, luxury goods), these consumers are
much more lifestyle-focused, placing more value on experiences that help them
reach their goals or learn something new.
A 2018 study by research insights firm Alter Agents found half of millennials would
rather spend money on experiences than things. In addition, 60% of the
respondents said they base their purchases on whether they fit with their
personality and make them feel good.
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Having a healthy body and mind is now aspirational, an evolution exemplified by
the images that flood our social feeds. Forbes reports that the top 10 fitness
influencers in 2017 had a total reach of over 106 million (Instagram and Twitter
followers, Facebook Likes and YouTube subscribers combined). And their impact
has been amplified by devoted followers who love to share their own workouts and
healthy meals as much as the role models they admire. ‘Wellness is an expression
of personal values and belief system in the same way a handbag or makeup might
have played this role years ago,’ Colleen Wachob, co-founder of the beauty and
wellness website mindbodygreen.com, told The Business of Fashion. ‘The biggest
thing you can do to make an impact on both your beauty and your longevity is how
you take care of yourself.’
This thinking is reflected in consumers' habits and how they perceive the purchases
they make. It’s the difference between investing in a product and investing in
themselves. ‘This is what is at the core, and why there’s so much momentum [to
the wellness movement]. Because it’s personally motivating,’ says Ellis.
Transparency
Consumers are more educated about what goes into the products they buy than
ever before. As a result, they choose to spend their money on products and services
that provide transparency around provenance and processes and help them
optimise their wellbeing.
Research from data company IRI found that people don’t mind paying more for
foods if they are healthy and produced in a way that is sustainable. The report
states that, for example, sales of no-antibiotics-ever meat grew 45% between 2016
and 2017, even though a typical food basket that includes organic or antibiotic-free
meat is 40% more expensive than its non-organic alternative.
As we noted in our Transparency Trailblazers trend, 39% of people said they would
switch to a new brand if it offered complete transparency and 73% would be willing
to pay more for a product that offers complete transparency.
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The demand for transparency is not limited to the food industry. Ecommerce
company BeautyCounter provides an online glossary of ingredients it uses in each
of its products, a list of ingredients it would never use, plus explanations of its
decisions.
A generation of skincare and cosmetics startups is playing to consumers' increased
interest in simpler formulae, as well as products that are toxin - and cruelty - free.
Being better informed not only provides reassurance about the objective benefits of
one product over another, it also allows consumers to make conscience-driven
choices that can add a feelgood factor to purchases.
The state of healthcare
In the US, the sky-high cost of healthcare is also a big factor in the growth of the
wellness industry. America’s annual per person cost of healthcare was $10,224 in
2017, 28% higher than the country with the next highest per capita spend
(Switzerland). But, as a 2015 report in the Journal of Forensic Medicine notes, ‘It is
highly debatable if this high expenditure translates into improved patient care and
healthcare outcomes.’
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Seeing that spending more on traditional healthcare doesn’t necessarily equal
better health, people are taking the matter in their own hands. This is also easier
than ever thanks to an abundance of information and tools that help us monitor
our health. Self-care apps, for example, are surging in popularity. The top 10
wellness apps made around 170% more revenue worldwide in Q1 2018 compared
with Q1 2017, although meditation apps Calm and Headspace generated more than
90% of that increase. Instead of relying on medical consultations and pills,
consumers today turn to health-related content online, track their own fitness and
mood (through apps and wearables) and choose products and services that help
them keep the doctor away for as long as possible.
Surge in stress / Mental health issues
People’s hectic daily grind has also contributed to their interest in wellness. When
psychologist Dr Jean Twenge conducted a study (with samples totaling 7 million)
published in Social Indicators Research journal, she found that teenagers in the
2010s were 74% more likely to have sleep problems and twice as likely to have seen
a professional for mental health issues compared with teens in the mid-1980s.
It’s not quite as simple as saying that modern lifestyles are more stressful, or that
they contributing to greater mental health problems. The Social Indicators
Research offers a more measured conclusion, that ‘more subtle symptoms of
depression became more prevalent even as some overt indicators of depression
became less prevalent.’
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Nonetheless, in recent years the conversation about stress and mental health has
gained more visibility in the mainstream.
‘The anxiety levels keep going up and are prompting people to do more self-care,’
claims Ellis. ‘That means selecting things that will improve or maintain their
wellness.’
Business opportunity
These factors combined suggest the sector will continue to grow. The latest figures
from the Global Wellness Institute revealed that between 2015 and 2017 the global
wellness market grew 12.8% to $4.2 trillion, with a compound annual growth rate
(6.4%) that doubled global economic growth (3.6%). The organisation also
estimates that the industry will be worth $5.10 trillion by 2021.

For brands, this represents a significant opportunity. In the past few years, a slew
of startups have capitalised on the potential. Actress-turned-wellness guru
Gwyneth Paltrow has evolved her wellness-focused newsletter Goop into a media
company with an ecommerce offering, its own product range and an event series
(In Goop Health) that attracts hundreds of attendees who pay between $500 $1500 for a single-day ticket. Consumers are clearly eager to spend money on
wellness products and services. It’s why mindfulness and meditation app
Headspace was able to increase its year-on-year revenue by 50% (from $6.2m
globally to $9.3m) in Q2 of 2018, a feat that was achieved mainly through
subscriptions.
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Brands can no longer afford to ignore the consumer appetite for wellness.
According to research by Deep Focus, 74% of consumers aged 18-to-34 say it’s
important for brands to embrace wellness as part of their core mission, with 62%
saying they believe that all brands will need a wellness component to survive in the
future.

To reflect shifting consumer attitudes towards a holistic view of wellbeing, Weight
Watchers rebranded to WW in September 2018, introducing a new Wellness That
Works tagline.
‘No matter what your goal is – to lose weight, eat healthier, move more, develop a
positive mind-set, or all of the above – we will deliver science-based solutions that
fit into people’s lives,’ Mindy Grossman, president and chief executive officer, WW
said in a press release.
Also in 2018, food giant Nestlé demonstrated its ambitions to move away from
sugary foods by launching a beta test programme for personalised meals in Japan an initiative in line with the company’s global commitment to help people make
healthier choices. ‘Health problems associated with food and nutrition have
become a big issue,’ Kozo Takaoka, head of Nestlé in Japan, told Bloomberg. ‘Nestlé
must address that on a global basis and make it our mission for the 21st century’
But beyond the obvious industries (food, sports, beauty), businesses in less
adjacent sectors also have the potential to capitalise on the wellness movement. In
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fact, that is where the opportunity lies. ‘Any brand can look at how they might be
able help consumers with their wellness,’ says Ellis. ‘Not to do something different
than what they’re doing but look at their core offering and see if there’s a way in
which their product or service can help in any aspect of wellness.
Below, we have outlined the ways a number of brands have tapped into four key
areas of wellness – physical, mental, social and spiritual – in order to stay relevant.

EXAMPLES IN MARKETING
Physical wellbeing
Brands that help people lead a healthy lifestyle can stand out among other players
in the sectors they operate in.
Delta Airlines & Equinox / Sweatlag
In 2018, Delta Air Lines partnered with luxury health club Equinox to offer
passengers arriving into Los Angeles International Airport (LAX) free one-day gym
class vouchers and post-flight workout plans curated by Equinox and tailored to
offset jet lag.
American Airlines & Casper
American Airlines partnered with online mattress retailer Casper to create a line of
products to help people sleeping on their planes. American Airlines customers
travelling in first, business or premium economy class were treated to a speciallydesigned mattress pad, pillow, lumbar pillow, blanket, duvet, pyjamas and slippers.
‘Part of the challenge of falling asleep on a flight is psychological,’ Casper CEO
Philip Krim told Fast Company. ‘We wanted passengers to feel safe and happy,
because that will help them relax and get into the right frame of mind.’
Ikea / The Nightclub
Furniture behemoth Ikea has launched an integrated campaign, including a Sleep
Hub on it’s website designed to educate consumers on the benefits of – and barriers
to – a good night’s sleep. It’s designed to position the brand as something more
than just the purveyor of cheap beds: a company that cares about its customers'
quality of life and actively helps them to improve it
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Michelob Ultra / Ultra 95
Low-carb, low-calorie beer brand Michelob Ultra created an Amazon Alexa skill
that offers twelve fitness workouts through the voice assistant. The beer brand
created the exercise routines in partnership with fitness and wellness content
company Rodale Inc. The Ultra 95 workouts communicated the fact that just ten
minutes of intensive exercise can burn around 95 calories - the same as in a bottle
Michelob Ultra. ‘We recognise that the pursuit of fitness is unique to each
consumer and we wanted to deliver a new fitness option that would give our
drinkers the flexibility to continue their active, balanced lives,’ Azania Andrews,
vice president of marketing at Michelob Ultra, said in an official statement.
Mental wellbeing
Young people feel stressed more than six hours every single day, according to a
study by British charity UK Youth. Brands that help ease the tensions of modern life
can earn consumers’ love (and money).
Menzis Insurance / Dogs Against Stress
To provide practical stress relief in the office and promote its health insurance
offering, Dutch company Menzis encouraged workers to adopt an office dog
(because dog owners experience less cardiovascular activity during periods of stress
and have a lower risk of heart disease). The Dogs Against Stress campaign, created
with DDB & Tribal Amsterdam, required one person to officially adopt a dog, but
with their office’s blessing, so they could bring the pet into work every day.
Because Menzis is coming at this audience from a different angle, combating stress
rather than just via selling insurance, it has found a way to reach consumers that
may never have heard of its brand before.
Montreal Museum of Fine Arts / Museum prescriptions
The Montreal Museum of Fine Arts partnered with Médecins francophones du
Canada (MdFC or Francophone Doctors of Canada) in a bid to communicate that art
is good for people’s wellbeing. MdFC doctors could prescribe a free visit to the
MMFA if they felt it would benefit their patient, with each prescription admitting
up to four people.
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‘The museum is for everyone and this gives us the opportunity to communicate
exactly that,’ Pascale Chassé, communications director at the MMFA told
Contagious. ‘But of course, it’s not just one visit to the museum that will change
you for life. We hope that people will recognise that a visit to the museum can
make them feel good and that they will come back to experience it again.’

Mercedes-Benz / Energising Comfort System
Mercedes-Benz launched an update to its flagship S-Class Sedan model that
features an in-car wellbeing programme for passengers. The Energising Comfort
system has six different settings that cater to different emotional states. The car
uses heating, display screen visuals, music, guided exercises and even
aromatherapy to create mood-altering experiences. The wellbeing setting is
designed to calm down passengers if they are angry or nervous with a gentle
massage from the seats, slower music and soothing pink-and-purple mood lighting.
An atomizer also spritzes a relaxing scent from the glove compartment.
Social wellbeing
Back in 2012, we noted people’s need to disconnect in our Digital Downtime trend.
As digital becomes an indispensable part of our lives, we are becoming more aware
of the time we spend glued to our devices. Even tech giants – whose goal it is to
keep users hooked – are realising the need for a healthy offline-to-online balance.
Apple, Google, Facebook and Instagram have all rolled out features that make it
easier for people to limit their screen time.
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The Guardian reports that one in three young women feel under pressure to project
a ‘perfect’ life on social media. Brands that provide the tools for people to
disconnect can position themselves as an ally, showing they understand their
customers and are taking practical steps to minimise the stress that often
accompanies our smartphone dependency.
Ibis Hotels / Relax We Post
To ensure travellers are fully present during their holiday, hotel chain Ibis
launched a ‘social-media-sitting’ service in all of its 17 properties in Zurich and
Geneva. The Relax We Post campaign, created by Zurich agency Jung von
Matt/Limmat, encouraged guests visiting Ibis properties to hand their Instagram
details to the hotels’ ‘social-media-sitters’ for the duration of their stay, leaving it
to them to post photos, upload Instagram Stories and even respond to comments
on behalf of the tourists.
IKEA / Phone-less table
Everyone’s favourite flat pack retailer, IKEA, also encouraged people to put down
their devices, creating a hot pot powered by diners' smartphones. The gadget
looked like a traditional electric Chinese hot pot except that it would only heat food
when people put their phones in the space underneath. The cookware required
several phones for the food to reach a reasonable temperature and lost heat quickly
if people snatched their mobiles away.
Spiritual wellbeing
The search for harmony and purpose in life is nothing new, but in recent years new
age spiritual practices, such as astrology and tarot card readings, have been
enjoying a revival. Research reveals that spirituality is becoming increasingly
detached from religion. In the US, 27% of adults say they think of themselves as
spiritual but not religious, marking an increase of 8 percentage points over the past
five years, according to a Pew Research Center survey. ‘The growth of “spiritual but
not religious” Americans has come mainly at the expense of those who say they are
religious and spiritual,’ reads the report. ‘Indeed, the percentage of U.S. adults in
this latter group has fallen by 11 points between 2012 and 2017.’
While the projects below might seem a bit ‘out there’, the importance of spiritual
wellness shouldn’t be ignored. Healthcare provider Dignity Health conducted
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research revealing 64% of millennials perform specific activities - yoga, meditation,
journaling - in pursuit of mindfulness, compared with just 19% of baby boomers.
Even those who aren’t actively seeking mindfulness think they should be – 93% of
millennial respondents said they were ‘trying to be more mindful’. By
acknowledging people’s desire to connect on a deeper level with themselves and
providing the tools for it, brands can stand out and stay relevant among younger
audiences.

The James Hotels / Four Bodies Wellness Programme
Boutique hotel group The James Hotels, for instance, launched a wellness
programme to address guests' physical, mental, emotional and spiritual health.
Some of the services include tarot card and astrology readings, happiness coaching,
hypnosis, sound healing and Reiki.
Scotts Miracle-Gro / Lunarly
Gardening conglomerate Scotts Miracle-Gro also found a way to improve people’s
well-being (and connect with a younger audience) by creating a houseplant
subscription service. Lunarly delivers a new plant to the customer’s door at the
wake of each new moon, along with instructions on how to keep it alive and ‘an
assortment of beautiful treasures’ tailored to the lunar cycle (think incense sticks,
healing crystals, scented soaps, mantras and a journal).
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BENEFITS FOR BRANDS /
Almost every brand should be asking itself, ‘What’s my wellness strategy?’
A key change from the 20th to the 21st Century is that modern brands are less
about the company that created the products and services, and more about the
individual who buys them.
In their book, How Not To Plan, Les Binet and Sarah Carter make the observation
that while people often don’t have strong feelings about brands, businesses can
still win them over by embracing an issue or subject that they care about.
Wellness is a case in point: most consumers have a natural interest in their own
health and wellbeing. By finding a way to connect their products with a customer’s
wellness routine, brands can gain an advantage over competitors that do not
facilitate self-care.
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KEY CONSIDERATIONS /
Avoid a ‘pivot to wellness’ /
‘I wouldn’t jump in and become a wellness company. That’s probably not going be
lucrative and it’s also not an easy thing to do,’ cautions the Global Wellness
Institute’s Ellis. It might be tempting to declare that your brand is now a wellness
brand, but this will not look authentic if your company doesn’t have a history in the
sector. It also risks confusing and alienating your current customers. Instead, look
at your core products and services and find a way in which they can help people’s
pursuit of wellbeing.
Embrace nuance /
There may not always always be an authentic way of tapping into wellness. But
being alert to people’s evolving attitudes can still help with your product
positioning and marketing communications. Ellis gives chocolates as an example.
‘They are an indulgence. They may not be the healthiest thing in the world but
maybe you will find that there are some benefits of chocolate and that might be
something to include in your marketing. Or you might take the opposite approach
and say that part of wellness is also happiness. That part of life should be about
enjoyment, so a small indulgence like chocolate can be part of living a happy life.’
Research and rigour /
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We can’t stress this enough. Before launching a product or service that claims to
help with people’s wellness goals, make sure your claims are correct. And, if
needed, backed by science.
Failing to do so can backfire severely, resulting in a PR crisis, lost customers and
revenue. It could also end up harming your customers.
Hire for wellness /
Wellness should be an important consideration within the brand, as well as in its
communications. ‘It helps a great deal to infuse wellness into your company, for
your employees, for your managers. People’s personal wellness should be a priority.
Having a workplace focused on wellness is probably the best first step,’ says Ellis,
citing travel giant Hyatt as a good example. ‘They just hired someone to develop
their global wellness strategy but what’s interesting is that this person is also
responsible for the wellbeing strategy for Hyatt’s employees. They recognise that
wellness has to be part of the company’s DNA if they want to do it better. Just
slapping on a wellness badge in marketing is not going to be as successful as when
you live it as a company. Then, it comes out of what you understand and what you
believe in.’
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