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Consumers’ perception of what it means to be healthy is
evolving. Health is no longer viewed only through the lens of
iliness, medical care, or what happens at the doctor’s office.

Instead, consumers are increasingly seeing health as something
they can support through the choices, routines, and behaviors
that make up everyday life.

As healthcare costs remain a concern and consumers gain
access to more information, products, and tools, this broader
view of health is showing up in the ways they eat, move, and
care for themselves. Nutrition is becoming connected to
specific health goals, movement is becoming more integrated
into daily and social life, and supplements, technology, and
treatments are expanding the ways consumers can address

individual health needs.

Together, these shifts are broadening the meaning of health
itself—bringing everyday wellness and traditional healthcare
closer together and giving consumers a more active role in how

they care for their health. 7-—- %
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HEALTHCARE BACKDROP

AS HEALTHCARE COSTS RISE, PREVENTION IS
TAKING ON NEW IMPORTANCE




HEALTHCARE HAS BECOME A LARGER PART OF THE
AMERICAN ECONOMY

U.S. HEALTHCARE SPENDING in 2024

$5.3T
Total U.S. healthcare spending

18%
Share of U.S. GDP spent on healthcare

Half of U.S. consumers report
being covered by Medicare
and/or Medicaid.

Source:

$1,632

Average out-of-pocket healthcare spending
per person

Out-of-pocket healthcare spending increased
by $36 per person in 2024, signaling continued
pressure on consumers’ healthcare costs.

88% of u.s. consumers who
currently have insurance with
healthcare companies would
focus more on preventative
care.
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https://www.healthsystemtracker.org/chart-collection/u-s-spending-healthcare-changed-time/?utm_source=chatgpt.com
https://clients.mintel.com/content/report/changing-face-of-healthcare-us-2026#workspace_SpacesStore_4490f974-5fb6-4b77-90f9-745fb6db7700

SO MUCH SO THAT COSTS ARE CREATING
FINANCIAL PRESSURES

64% of U.S. adults are at

least somewhat worried

$3,786 o about being able to afford
Average ACA Marketplace deductible in 2026 healthcare for themselves

and their families.
+37% from 2025

$178

Average monthly premium in 2026

42% of people with past
or present medical debt said
+58% from 2025 they delayed medical care
because they didn't want to
go further into debt.
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https://www.kff.org/affordable-care-act/what-we-know-so-far-about-2026-aca-marketplace-enrollment-premiums-and-deductibles/

ULTIMATELY PUSHING CONSUMERS TO RETHINK HOW
THEY MANAGE THEIR HEALTH

As healthcare prices rise, consumers are balancing proactive health management with difficult

financial trade-offs.

U.S. trade-down behaviors for healthcare price increasing, 2025

-
34%

Increase their
focus on
preventative
care.

-

Source:
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31%

Make significant
lifestyle
changes.

a i

27%

Cut other
expenses to
accommodate
healthcare costs.

o

o

-
25%

Turn to
alternative
solutions or
home remedies
over traditional

doctor visits.

AN
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24%

Delay or skip
non-urgent
medical
appointments.

o
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https://clients.mintel.com/content/report/changing-face-of-healthcare-us-2026#workspace_SpacesStore_2b8118af-6a16-4868-8118-af6a16b868ca

THE PURSUIT OF BETTER HEALTH IS EXTENDING BEYOND
THE DOCTOR’S OFFICE INTO LIFESTYLE WELNESS

ource:

/ U.S. WELLNESS SPENDING \

(2025)
U.S. consumers spend

> $500 billion

annuadlly on wellness.

The U.S. wellness market is

\ growing 4-5% annually. /

58% of U.S. consumers want

to lead a healthy lifestyle to
prevent future health issues.

56% of U.S. consumers are

prioritizing their health more
than a year ago.
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https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/future-of-wellness-trends?utm_source=chatgpt.com
https://clients.mintel.com/content/report/changing-face-of-healthcare-us-2026#workspace_SpacesStore_daf509d6-9d5a-4591-b509-d69d5a6591b8

THIS IS BECOMING A TOP PRIORITY FOR CONSUMERS

well-being

[wel-bee-ing] noun.

Source:

The state of feeling healthy,
balanced, and content
through habits, choices, and
moments that support your
mind, body, and peace.

84% of us. consumers
say wellness is a “top” or
“important” priority in their
everyday lives.


https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/future-of-wellness-trends?utm_source=chatgpt.com
https://clients.mintel.com/content/report/changing-face-of-healthcare-us-2026#workspace_SpacesStore_daf509d6-9d5a-4591-b509-d69d5a6591b8

THE LINES BETWEEN HEALTHCARE AND WELLNESS
ARE BLURRING

KI'RADITIONAL / THE OVERLAP \ EVERYDAY \

HEALTHCARE — Prevention care & early detection WELLNESS
(Treating lliness) (Preventing + optimizing health
— Health monitoring 4
— Doctors — Nutrition
— Hospitals — Personalization nutrition — Fitness

— Prescriptions T a— g — Sleep
., Insurance — Digital health tools & telehealt —» Supplements
— Weight & metabolic health — Wearables

— Mental health
k \—: Chronic condition monogemenﬁ/ — Beauty /

6 5% of consumers want a healthcare system
focused on prevention rather than treatment.

Source: -7;;:#1"‘



https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/future-of-wellness-trends?utm_source=chatgpt.com
https://clients.mintel.com/content/report/changing-face-of-healthcare-us-2026#workspace_SpacesStore_daf509d6-9d5a-4591-b509-d69d5a6591b8

What we are seeing is that the lines between healthcare and
wellness are blurring. Rising healthcare costs are adding another
incentive for consumers to think proactively about their health,
with prevention increasingly extending beyond the doctor’s office
and into everyday life. Consumers aren’t necessarily replacing
traditional care; instead, they’'re complementing it with lifestyle
changes and wellness behaviors that give them a more active
role in staying well and potentially reducing the need for
preventable or ongoing care.
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HOW CONSUMERS

EAT - MOVE - CARE



AS HEALTH BECOMES MORE PROACTIVE, WELLNESS IS
INFLUENCING HOW CONSUMERS EAT

This data includes functional foods, organic food, better-for-you foods, healthy beverages and
other products.

U.S. HEALTH AND WELLNESS FOODS ‘ | Cf{, ‘,{
MARKET SIZE AND OUTLOOK %
Organic foods represented
$296.5B 45% of the U.S. hedlth and
U.S. health & wellness foods market in 2025 wellness foods market.
Making it the largestand
$592.9B fastest-growing segment.

Projected market size by 2033

9.1%
Projected CAGR, 2026-2033

Source: 7)—’:;%" 12


https://www.grandviewresearch.com/horizon/outlook/health-and-wellness-foods-market/united-states

THEY’RE TURNING WHAT’S ON THE PLATE INTO
PART OF THE HEALTH PLAN

US: current and planned health goals, 2025

Health habits
are moving
from personal
routines to
shared
inspiration,

giving

46 grams of protein

4 N )
49% 59%

Of U.S.
consumers

balanced and
nutritious diet.

-

“currently” eat a

Of U.S.
consumers,
‘planned” eat a
balanced and
nutritious diet.

J

Source: Mintel | Pinterest

o

J

consumers
more ways to
discover how
others are
caring for
themselves.
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https://clients.mintel.com/content/report/healthy-lifestyles-us-2025#workspace_SpacesStore_fcfe1870-6668-418b-845b-4f1053670928

AND SEEKING TOOLS MORE THAN EVER TO TAKE
HEALTH INTO THEIR OWN HANDS

o o
Flnd foods Scan as you shop. 5 5 /o of U.S. consumers often choose
you cdn EluC s it Sl food or drink products based on nutrition

know if a product works for you. .
claims.

o
37 /o of U.S. consumers say nutrition facts or

ingredient lists are very important to their food and
\\\\\ \\m “l drink purchase decisions.
|

3 50011

Fig puts personalized nutrition into consumers’
hands, helping them proactively manage their
health by identifying foods that align with their
dietary needs, allergens, and ingredient restrictions.

Source: 7)—’:;%." 14



https://clients.mintel.com/content/observation/scrutiny-over-healthy-claims#workspace_SpacesStore_d9c6f9cf-a7f6-4f1c-86f9-cfa7f6af1c14
https://foodisgood.com/support/how-does-fig-evaluate-ingredients/

FUNCTIONAL NUTRITION IS SHIFTING THE ROLE OF
FOOD INTO PRODUCTS THAT SUPPORT HEALTH GOALS

Consumers are increasingly connecting specific nutrients and ingredients with the health
outcomes they want to support.

. Alert

. Activated
Engaged

BREZ Elevate

An adaptogenic drink infused
with herbs such as
cordyceps, maca and
ginseng to leave users feeling
energized and support
mental focus.

Source: | McKinsey&Company

The Functional Chocolate
Company (Funcho)

This unique blend of chocolate,
chamomile, and lemon balm is
designed to support children’s
bedtime routines with calming,
botanical properties.

TOP BENEFITS SOUGHT OUT BY
FUNCTIONAL-NUTRITION PURCHASERS

Energy (43%)

Gut health (40%)

Immunity (30%)
Muscle/bone/joint support (27%)
Weight loss (22%)

Sleep (22%)

7;:#1’- 15


https://clients.mintel.com/content/report/vitamins-minerals-supplements-us-2025#workspace_SpacesStore_04721241-2856-4e07-b212-4128560e071c

PROTEIN HAS BECOME ONE OF THE CLEAREST
SIGNALS OF “HEALTHY”

Protein is moving beyond performance
foods into everyday products, as brands
and content creators increasingly highlight
protein to meet its growing role in
consumers’ health and nutrition priorities. never

tasted so good.

38% i :
0 of Americans say a “good source

of protein” is something that defines a
healthy food.

“I"d rather see protein-maxing content than
calorie-restriction content, that’s for sure. | find

Available at k‘q ‘G\o\ger hop N

the high-protein meal prep content super helpful e
as someone who does strength training.” - Reddit Kroger Co. Family of Stores

ed

Source:
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https://ific.org/wp-content/uploads/2025-IFIC-Food-Health-Survey-Full-Report.pdf?utm_source=chatgpt.com

HOWEVER, PROTEIN IS NOT ALL EQUAL AND COMES
IN DIFFERENT FORMS OF NUTRITIONAL VALUE

Source:

Top 8sources of

PROTEIN
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Why Is America Fixated on Protein?

Not all proteins are created equal.

“The real issue, experts say, isn’t that Americans need
dramatically more protein. It's that the conversation
has crowded out a more important message:
Diversify your protein sources and eat more
fiber-rich foods—which many Americans don't get
enough of.”

o
lI in 3 of Americans have eaten more protein
than the previous year.

Tt —


https://ific.org/wp-content/uploads/2025-IFIC-Food-Health-Survey-Full-Report.pdf?utm_source=chatgpt.com
https://publichealth.jhu.edu/2026/americas-protein-obsession-explained

SMOOTHIE KING CONNECTS THE DOTS BETWEEN
NUTRITION AND TANGIBLE HEALTH BENEFITS

Smoothie King prioritizes health by offering smoothies tailored to specific nutritional benefits and
individual needs. Customers can choose options based on their daily health goals, including
choices designed for diabetes management or GLP-1 users with nutrition-certified options.

@ smoothieking

POURING WITH PURPOSE

POWER EATS™ FALL FAVORITES GLP-1SUPPORT

Delicious and flavorful options to Warm up with our Fall Favorites,

fuel your day. Power Eats™ are a collection of seasonal blends

perfect to pair with your favorite that capture essence of autumn
blend! in every sip.

Support your GLP-Routin with protein,
fiber, and 0 g added sugar. Crafted by
an expert team of registered dietitians

with Ochsner Health.

FEEL ENERGETIZED GET FIT SMOOTHIES MANAGE WEIGHT

SMOOTHIES SMOOTHIES
Blended to help you get toned,

As a diabetic, it's tough to find
treats that are a bit only delicious
but healthy for me to enjoy. With so pur build muscle, last longer or Blended to help you slim down,

: ¥ posefully blended to help " -
many great options and various boost your energy and fuel your T inrase regiman - 1 o e e
low-sugar options. | can always day )
have a variety of smoothies.
JACOB | TEXAS

Source:


https://clients.mintel.com/content/report/healthy-dining-trends-us-2025#workspace_SpacesStore_9b718ccb-038e-4046-b18c-cb038e50464e

Food is becoming an increasingly active part of how consumers manage
their health, with nutrition choices shifting from simply “eating well”
toward supporting specific goals like energy, gut health, strength, and
weight management. As consumers become more informed and
intentional, the opportunity is moving toward products that clearly
connect nutrition to the health outcomes consumers are trying to
achieve.



HOW CAN MARKETERS LEVERAGE

INNOVATE AROUND THE NEXT HEALTH PRIORITY:

Protein demonstrates how quickly one benefit can reshape categories. Use search trends,
social listening and consumer research to identify emerging needs such as fiber, gut health,
hydration or metabolic health—and determine where the brand has permission to play.

BUILD PRODUCTS INTO EXISTING ROUTINES:

Rather than asking consumers to create entirely new behaviors, show how products can fit
into what they already do—breakfast, meal prep, workdays, workouts or nighttime routines.
Convenience can be as important as the benefit itself.

TURN HEALTH CLAIMS INTO CLEAR CONSUMER VALUE:

Nutrition labels and functional claims can quickly become complex. Translate ingredients
and benefits into simple, digestible messaging that answers: “What does this do for me?”

Tt —
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HOW CONSUMERS

EAT > MOVE - CARE



MOVEMENT IS BECOMING A BIGGER PART OF HOW
CONSUMERS MANAGE THEIR HEALTH

Sourc

81IM Members
Used a fitness facility in 2025, +5% YoY

100M+ Users
Used a gym, studio, or fitness facility in 2025

7B Visits
At a fitness facility in 2025

47% of fitness-focused
consumers are actively

trying “a lot” to improve

their health.


https://www.healthandfitness.org/81-million-americans-were-members-of-a-fitness-facility-in-2025-new-hfa-report-finds/?utm_source=chatgpt.com
https://clients.mintel.com/content/report/healthy-lifestyles-us-2025#workspace_SpacesStore_cbf9252d-8dfd-422c-a305-6c36984fc2bb

SO MUCH SO, CONSUMERS ARE FINDING MORE
WAYS TO STAY ACTIVE IN THEIR LIVES

Consumers have more ways than ever to incorporate movement into their lives, creating fitness
routines that span structured workouts, recreational activities, and everyday movement.

250M Americans

participated in at least
one sport, fitness, or
leisure activity in 2025.

45% of Us. Gen z
consumers say they are
actively prioritizing
physical fitness.

Source: Sports&FitnessAssociation | LATimes | TikTok



https://sfia.org/resources/participation-hits-new-high-but-majority-of-americans-not-yet-meeting-recommended-guidelines-of-150-minutes-of-weekly-activity-sfias-2026-topline-report-finds/?utm_source=chatgpt.com
https://www.latimes.com/business/story/2026-05-27/gen-z-consumers-swap-bar-tabs-for-gym-memberships
https://www.tiktok.com/@valendelanuez/video/7662439238096391438?_r=1&_t=ZP-99oxlMwnoJa

IN FACT, YOUNGER CONSUMERS ARE TURNING
FITNESS INTO A SOCIAL OUTLET

Run clubs and group fitness are bringing health and social life closer together, giving consumers
new ways to connect that don't have to revolve around drinking.

55% Gen 7Z’s New Social Network May
Be The Fitness Studio

Of Gen Z said social connection was

their top reason for joining a fitness
g ro u p' By Jeff Fromm, Contributor. @ Jeff has written about travel, sports & loyalty w/... v ‘ Forbes

Published Aug 19, 2026, 09:00am EDT, Updated Aug 19, 2026, 12:43pm EDT

66%
Said they have made new friends Gen Z consumers swap bar tabs for gym memberships
through a fitness group.

65% “I think run clubs are great. There’s so much
Of Gen Z planned to drink less alcohol negativity and isolation these days. If this
in 2025 helps you get out, meet new people and have

fun I'm all for it.” - Reddit

Source:
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https://sfia.org/resources/participation-hits-new-high-but-majority-of-americans-not-yet-meeting-recommended-guidelines-of-150-minutes-of-weekly-activity-sfias-2026-topline-report-finds/?utm_source=chatgpt.com

AND PILATES IS BECOMING A BIGGER PART

OF THE MOVEMENT MIX

13.8M

Americans participated in Pilates in 2025

+39%

growth in participation since 2020

3.38M

“core” participants completing 50+ sessions
annually

Source:

AMONG PILATES PARTICIPANTS ALSO

4 p
47%

Walk as a
form of fitness

- J

4 p
32%

Hike

4 p
43%

Practice yoga

4 p
39%

Use dumbbells
or hand weights

- VAN Y,
4 N ~N
24% 39%
unfieg Figh imtencity
\ / anlng /
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https://pilatesjournal.com/articles//pilates-participation-us-growth-2025-sfia

TECHNOLOGY IS BRINGING FITNESS AND HEALTH
CLOSER TOGETHER

Wearables are moving beyond
basic fitness tracking, giving
consumers continuous visibility
into sleep, recovery, stress, heart
health, and other signals that
help them understand their
bodies over time.

“I have had debilitating chronic illnesses
since COVID. | wear my smartwatch for

pacing to avoid health decline from
overexertion.” - Reddit

Source: Forbes



https://www.forbes.com/sites/chuckbrooks/2026/08/25/the-new-world-of-wearables-from-health-monitoring-to-human-augmentation/

Movement is becoming less about a single workout and more about how
consumers live. People are mixing different forms of activity, using fitness
as a way to connect socially, and turning to technology to better
understand how movement affects their bodies. As a result, fitness is
becoming more flexible, social, personalized, and integrated into
everyday health.



HOW CAN MARKETERS LEVERAGE

CREATE REASONS TO PARTICIPATE BEYOND PERFORMANCE:

Not every consumer is chasing a personal record or transformation. Messaging can tap into
connection, energy, stress relief, enjoyment, recovery and everyday well-being, widening the
relevance of fitness.

DESIGN FOR THE “MOVEMENT MIX":

Consumers aren't necessarily loyal to one fithess modality. Products, memberships, partnerships
and messaging can acknowledge that someone can be a Pilates person + runner + walker +
strength trainer at the same time.

CONNECT PHYSICAL AND DIGITAL EXPERIENCES:

The growth of wearables means fitness increasingly continues after consumers leave the studio or
gym. Explore integrations, challenges, progress tracking and digital touchpoints that keep the brand
relevant between physical experiences.

7;:}2%1__—- 28



HOW CONSUMERS

EAT > MOVE > CARE



CONSUMERS ARE TAKING A MORE ACTIVE ROLE IN
CARING FOR THEIR HEALTH

Source:

VITAMIN, MINERAL, AND SUPPLEMENT
U.S. MARKET SIZE AND FORECAST 2025

$41.7B

In (est) total retail sales of vitamins, minerals
and supplements by the end of 2024

5.1%

Projected sales growth in 2025

26%
Forecasted growth in total retail sales at $52.9bn
by the end of 2030

94% of consumers

have utilized vitamins,
minerals, and
supplements.in the past
12 months.


https://clients.mintel.com/content/report/vitamins-minerals-supplements-us-2025#workspace_SpacesStore_af88e125-1ed3-41c5-88e1-251ed3b1c59a

VITAMINS, SUPPLEMENTS, AND MINERALS ARE
BECOMING PART OF THE EVERYDAY WELLNESS ROUTINE

57% of consumers have

incorporated 2-3 different
vitamins, minerals, or
supplements into their routine in
the past 12 months.

“I take supplements as dictated by my doctor
because my meds make me sick and

suppress my appetite. Even before that | was
always low in vitamin D, B12, and iron so had
to supplement for those.” - Reddit

Source:

REASON FOR TAKING VITAMINS,
MINERALS, OR SUPPLEMENTS

General health maintenance (55%)
Boosting immune health (41%)
Better digestion [/ gut health (29%)
Beauty health (28%)

Enhancing energy levels (27%)
Improving sleep quality (25%)
Managing chronic conditions (17%)
Weight management (16%)

7;:#1__—- 31


https://data.mintel.com/databook/vitamins-minerals-supplements-us-2025/#Q8

AS THESE ROUTINES GROW, CONSUMERS ARE SEEKING

MORE GUIDANCE AND TRANSPARENCY

As supplements become part of everyday wellness, consumers are seeking greater guidance,
information and transparency around the products they use.

US: attitudes and behaviors around VMS, % of consumers, 2025

4 N

39%

| consult my
physician before
incorporating new
vitamins, minerals,

Source:

and/or
supplements into
\my routine. /

-
34%

~

| see
supplements as
a partof a
holistic lifestyle
change, not a

-
34%

| look up different
ingredients in a
product before
using it.

~

quick fix.
NG

J

-

-
31%

| wish there was
transparency
about what is
included in the
products | am

using.

AN

~

J

-
22%

The amount of
information
available makes
me feel
overwhelmed.

~



https://clients.mintel.com/content/report/vitamins-minerals-supplements-us-2025#workspace_SpacesStore_b91a2c07-0c73-40e2-9a2c-070c7380e269

AS WELLNESS BECOMES MORE ROUTINE, THE WAY
CONSUMERS TAKE SUPPLEMENTS IS EVOLVING TOO

Kind Patches shows how
brands can modernize
familiar wellness needs
through format and
convenience, turning
supplements into an
easy, wearable part of
consumers’ everyday Patches
routines. By organizing
products around specific
needs like sleep, energy, Mood+
and stress, the brand Patches
makes wellness feel more
personalized,
approachable, and
simple to navigate.

The ingredient
your
will thank you for.

Source: I



https://clients.mintel.com/content/report/weight-management-trends-us-2025#workspace_SpacesStore_7fd94ad0-5243-4d4b-994a-d05243dd4be7
https://kindpatches.com/collections/bundles

MEANWHILE, GLP-1s ARE EXPANDING THE
CONVERSATION AROUND PRESCRIPTION MEDICATION

GLP-1s demonstrate how prescription medications can intersect with broader health and wellness
goals, with consumers using them to address a range of individual health needs.

12% TYPE OF GLP-1 MEDICATION USED BY
Of U.S adults currently use a GLP-1 CURRENT GLP-1 USER
+6%
From 2024 e Standard GLP-1 medication (21%)
e Semiglutide (23%)
e Herbal or natural supplements that
18% promote GLP-1 (23%5)
Of U.S. adults have used a GLP-1at e Compounded GLP-1 medication (21%)
some point

Source: 7;:;%__’.
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https://www.kff.org/health-costs/public-opinion-on-prescription-drugs-and-their-prices/?utm_source=chatgpt.com#58aa529f-c6eb-4e94-b75a-18934e428f02
https://clients.mintel.com/content/report/weight-management-trends-us-2025#workspace_SpacesStore_0cf288b7-9a53-4be9-b288-b79a539be9f9

AGE IS SHAPING HOW CONSUMERS APPROACH GLP-1s

US: reasons current users decided to start using GLP-1 medications, by age, 2025

Source:

Consumers over 45 are more likely to
use GLP-1s for health-related support,
such as reducing the risk of chronic
conditions and managing blood sugar
levels. This group often takes a
preventative approach to health,
aiming to maintain their current quality
of life and avoid future health issues,
especially as conditions like type 2
diabetes and cardiovascular problems
become more prevalent with age.

In contrast, those under 45 tend to turn
to GLP-Is for lifestyle benefits, such as
boosting energy levels and managing
appetite. By addressing challenges like
food noise, they can focus more on
being present in their daily lives rather
than constantly thinking about their
next meal or portion sizing.
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https://clients.mintel.com/content/report/weight-management-trends-us-2025#workspace_SpacesStore_7fd94ad0-5243-4d4b-994a-d05243dd4be7

BRANDS LIKE NOOM ARE TURNING GLP-1 TREATMENT
INTO A MORE HOLISTIC HEALTH EXPERIENCE

Welcome to
Noom Med!

Check in with your doctor
UUUUUUUUUUUUU

Your Noom Med Journey

- Start reacl hing
+ our goals with

Noom Med

Source:

Noom extends GLP-1 care beyond
medication by combining prescription
treatment with nutrition, movement,
behavior change, and ongoing support.
Rather than positioning GLP-1s as a
standalone solution, Noom integrates
them into a broader wellness experience
designed to help consumers build
healthier habits alongside
treatment—showing how brands can
connect medical care with the everyday
behaviors that support consumers’ health
journeys.

Tt —


https://www.noom.com/med/?utm_source=chatgpt.com

Consumers are taking a more active and personalized role in caring for
their health, building vitamins and supplements into everyday routines
while exploring new formats and prescription solutions that address
individual health needs. As the range of options grows, consumers are
seeking greater guidance and transparency, while brands like Kind
Patches and Noom show how the space between everyday wellness and
traditional healthcare is becoming more connected, bringing prevention,
lifestyle behaviors, and treatment into a broader approach to care.
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WHAT THIS MEANS FOR MARKETERS

BUILD AN ECOSYSTEM AROUND THE SOLUTION:

Consider what consumers need before, during, and after using a product: education,
nutrition, movement, coaching, tracking, community, or professional support, and
determine where the brand can credibly add value.

BE PRESENT DURING THE RESEARCH JOURNEY:

Consumers increasingly research ingredients and solutions before deciding what fits their
needs. Search, educational content, retailer product pages, social content and
creator/expert partnerships can help brands answer questions while consumers are
actively evaluating their options, rather than only advertising after preferences have
formed.

BUILD AUDIENCES AROUND BOTH LIFE STAGE AND HEALTH NEED:
Use demographic factors such as age and life stage alongside behavioral signals, health
interests and specific needs to create more precise audience segments.

;r‘%"
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