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Every brand can grow through wellness

No longer a luxury sector of spas, yoga and detox diets, the global wellness economy is worth US$4.5 trillion and is
growing twice as fast as the rest of the economy'.

The Ogilvy Wellness Gap study has found that for 73% of consumers, it’s also an essential element of a
brand’s strategy.

Loosely defined as activities, choices and lifestyles that lead to a state of holistic health and wellbeing, a state of
wellness is as personal as our idea of the perfect last meal on earth. Our study invited respondents to tell us how
important wellness is, what factors represent wellness for them and what actions they expect brands to take to help
them improve their wellness. And that's not only wellness expectations in the obvious sectors like food, but now extends

further into airlines, cars and even financial services.

Our most significant opportunity uncovered by this study is the critical role of wellness demanded in a brand’s core
mission, and the gap between expectations and brand delivery.

This study helps brands find their place in the growing wellness economy.

Marion McDonald
Global Practice Leader, Ogilvy Health & Wellness

1. Global Wellness Economy Monitor, Global Wellness Institute, https;/globalwellnessinstitute.org/press-room/statistics-and-facts/



A bottomless well of opportunities

Mind the gap!

Wellness has been growing in importance for many years. Wellness gave birth to new conversations, new expectations, new
purposes — both for individuals and companies. Wellness inspired new businesses, new brands, new products, new services, new
experiences. Wellness drove companies to pivot their strategy. Wellness revolutionized entire industries. Wellness became as
important as health, even for the pharma industry.

Today, /7 % of people say wellness is very or extremely important to them. And the global wellness economy is worth US$4.5
trillion, growing twice as fast as the rest of the economy.

And yet, consumers are still not satisfied. Hungry for more—80% of people want to improve their wellness. Expecting more—/5%
feel brands could do more for their wellness. Feeling isolated—only 46% feel that brands take their wellness as a priority.

Take major wellness industries like food and skincare. Industries which have put wellness at the core of their priorities for the last two
decades. Now, listen to the consumers: is the food industry doing all it should to help them with their wellness? Only 41% say yes. |s
the skincare industry doing all it should to help them with their wellness”? Only 55% say yes.

The conclusion is obvious, wellness is still a largely uncharted territory—even for industries which thought they had done their
homework. Good news, there are still numerous gaps to fill—and wellness remains synonymous for growth opportunities.

The gold rush has only just begun

Wellness is no longer the preserve of wellness brands. Consumers are very clear about it: 6/% say there should be more wellness
options, regardless of what they are shopping for. 52% expect categories like cars, banks or airlines to offer wellness options—
almost the same score as the snack foods category (56%). Meaning every brand can have a piece of the wellness cake.

1. Global Wellness Economy Monitor, Global Wellness Institute



Consumer logic is fool proof. Most likely, bankers don't discuss wellness much. But if consumers were in the C-suite of the
banking industry, they would. /5% of them think lowering anxiety and stress is the job of a wellness brand. Money being people’s
biggest source of stress, they would see immense growth opportunities in wellness.

To cut along story short, consumers expect every brand to contribute to their wellness. And they agree to pay more for it—
precisely, 59% of them. What more could we ask for?

Social and purpose, the two new faces of wellness
lt's not new news that wellness is holistic; we've known that for a while. But holistic takes a new dimension nowadays.

The traditional physical and mental factors of wellness are still critical—not a surprise in a world where chronic diseases are rapidly
increasing, obesity and diabetes appear earlier in life? and COVID-19 causes psychological disorders, stress, anxiety and depression®.
That's why healthy meals, good sleep and time to relax remain people’s top 3 priorities.

What's new is that wellness is less and less personal and selfish—shifting from "my” wellness to “our” wellness.

03% say a brand that helps them feel connected is a wellness brand. /1% for brands that help them make a positive difference.
Personal "wellness bubbles™ are worthless unless the rest of the world feels well too. The sentiment of wellness vanishes when
people know their favorite brand of hair care or fortified water contributes to populating the Seventh Continent.

Yes, in 2020, wellness has added two facets in addition to physical, psychological wellness: social and purposeful wellness. And
again, this opens new opportunities for brands.

Let's take a word present in so many brand conversations — purpose - and let's look at it through the wellness lens.

Since consumers tell us they feel well when they make a difference in the world, companies should stop thinking purpose as a social
responsibility, but as a potential consumer benefit. WWhen they wear Toms shoes, consumers show to the world they have given a
pair of shoes to people in need, and it makes them feel good. Caring for people in need is an important consumer benefit of Toms—
but more important, a great reason to buy, and a great excuse to purchase, again and again.

2. WHO, The global burden of chronic diseases, 2020
3. Nader Salari et al, Prevalence of stress, anxiety, depression among the general population during the COVID-19 pandemic: a systematic review and meta-analysis, July 2020



Now, let’s think social wellness.

Since people tell us wellness is growingly linked to the sentiment of feeling connected, wellness is an opportunity for brands to tighten
the bonds with their communities. And since people integrate wellness in all aspects of their lives, it opens opportunities to converge,
partner and build synergies with other brands.

In other words, looking at social strategy through the eyes of wellness can help brands grow their brand community exponentially. And
when communities get bigger and bigger, when interactions get richer and richer, brands get ready to make the most of social
commerce.

Behaviour and digital, the new frontiers of wellness

We said it, consumers expect more. /5% say brands could do more to make wellness easier for their customers to achieve. /5% expect
them to embrace wellness as part of their core mission. The report shows two conditions for brands to deliver more.

The first condition is to regain trust.

As wellness grows in importance in people’s lives, trust and honesty become more important. Even more important after the Covid
crisis has revived so many guestions, fears and doubts.

Indeed, the situation is worrying. "Wellness washing” is a growing sentiment among consumers, with 53% finding it hard to tell the
difference between real and fake wellness products and only 41% saying wellness promises are usually believable.

Re-establishing brand trust is an undisputable pre-requisite to healthy growth. "\Wellness marketing” is dead, people want authentic
stories, ingredients they can understand, benefit they can believe and most important, brands that deliver on their promises.

The second condition is to be a better wellness partner for people.

Only 46% of people say brands are helping them make their wellness a priority. A clear call to brands to better understand their
difficulties to achieve wellness, behave as they wish and respect their commitments. \Wellness is not a game you can win if you play
alone, and brands have not performed sufficiently well in their partnering role so far.



In trust and partnership we see another opportunity (yes, we told you, wellness is a bottomless well of opportunities), and our conviction
is that there are two obvious routes to drive growth.

The first one is the behavioural science route.

There are very few playgrounds as fertile as wellness for behavioural science. Achieving wellness is first and foremost a matter of
evolving one’s daily habits. It's a personal, emotional journey, full of barriers and biases to cope with. An on-going challenge to stick to
one's commitments. And putting a behavioural lens on has proved to be game-changing for helping people quit smoking or
encouraging them to enjoy healthy eating.

We are convinced brands have just exploited a tiny part of what behavioural science can bring to wellness. \We are convinced there are
dozens, and likely hundreds of unseen opportunities that remain to be unveiled and seized. WWe are convinced that behavioural science is

a new frontier for growth in wellness.

The second one will not be a surprise, it's the digital route.

Digital has revolutionised every wellness market. It's the prime route to personalised wellness. It allows brands to accompany and
support customers at every step of their wellness journey. It helps them share their doubts, fears, small wins and progress on their way
together. The digital revolution will continue to bring small and large innovations to market and will remain one of the most important
ways to help consumers achieve their wellness goals, and brands to deliver on their promises.

The expansion of the world of wellness is not going to slow down and Covid will accelerate the phenomenon.

Consumers want to improve their wellness, significantly. And they expect significantly more from brands. Growth opportunities are
there, loads of them, and consumer's appetite seems to be insatiable for them.

But to seize them, brands need to reinvent. To innovate. 1o play with the new facets of wellness and explore its new frontiers.

At Ogilvy, we would love to accompany them on their journey to growth.

Benoit de Fleurian
Global Planning Lead, Ogilvy Health & Wellness



Wellness is the new purpose

Every brand has a
wellness role to play

/3% say brands need a
wellness strategy as part of
their core mission. Theyre

prioritising wellness when
they shop, and are acutely
aware of the gap.

Consumers have clear
expectations that brands
should contribute to their

wellness

30% are taking action to
prioritise their wellness, and /5%
feel brands could do more to
make wellness easier for them
to achieve.

C—

Wellness is less selfish
and personal. Social and
purposeful are the new
aspects.

More and more people say their
wellness is linked to other
peoples wellness, including
social connections and
purposefulness.

3.

Wellness washing and
claim complexity lowers
credibility

Consumers trust in “wellness
marketing is at risk. They
want brands to be authentic
and clear, with ingredients
and benefits they can
understand.



Wellness Gap: Survey methodology Country ~ Sample Size

UK 500
France 200
In April 2020 we conducted an online survey of 7000 people aged Germany 500
18 — 55 from 14 countries across Europe, Asia, Latam and North America. Spain 500
Respondents were drawn from panels with an A2, B, C demographic suilizeiEme 2010
profile, and were screened into low, mid and high income. Ireland 500
Chi 500
We explored: e
A how consumers define the characteristics of wellness brands Taiwan 500
A how important wellness is to them as part of a brand’s offer India 500
A how brands perform against wellness expectations in 7 key sectors
representing over 50% of wellness economy value Thailand 500
(food, snacks, skincare, airlines, hotels, finance, cars) Mexico 500
A whether Covid-19 had changed their priorities.
US 500
Brazil 500
Indonesia 500

Total 7000



Navigating to the ‘next normal’

The fieldwork for this study was conducted in early April 2020 during
the Covid-19 pandemic.

Never before have we seen health and wellness decline so rapidly and
simultaneously for millions of people worldwide. As we navigate to the
'next normal’ and seek to recover and enhance our wellness, we
already see evidence that a brand’s wellness mission will become
even more critical to growth.

Health and hygiene is one of the three 'hangover' factors consumers
are focused on in the recovery phase, as described by Kantar?.

This means we now operate in a climate of heightened
awareness of how a brand enhances or detracts from
our wellness going forward. This may well make these
findings even more important for brands navigating
the next normal.

4. Source: Kantar Covid-19 Impact for Brands webinar, June 5, 2020 10




1. UNDERSTANDING
THE WELLNESS GAP




73"

believe brands need to
embrace wellness as part
of their core mission

06% say that brands in the future will need to have
a wellness component in order to survive
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There is a wellness gap in every sector

Brands in every sector we studied fail to deliver on the value consumers place
on wellness benefits. This gap is ripe with opportunity for growth and innovation.
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Understanding the gap

A massive 30% of consumers want to improve their wellness but half of them can't find the options

they want. That's a huge opportunity for brands to accelerate growth and innovation by becoming
customer partners in navigating their wellness journey.

Brands need to address three types of gap:

The Availability Gap: The Authenticity Gap: The Value Gap:
the product or service that wellness claims need to be wellness needs to balance being
consumers expect does not exist understandable and believable good value for money, good for the

consumer, and good for the
environment



The availability gap

)

80% of consumers say they want to improve their wellness
/5% say brands can do more to help them
41% they can't find what they want at their preferred shops

People think carefully about the
wellness attributes of the things they
buy. Brands should use this insight as an
opportunity to re-think the role that

they can play.
services that wil
clear

Providing products or
help your customers is

vy important.

This could involve redesigning existing
products and services, innovating new
offers, or even expanding into new
territory completely. Your customers
are giving you permission to create new
items of value to them.



The authenticity gap

)

( 60% say wellness benefits need to be easy to understand
03% find it hard to tell the difference between real and
fake wellness products @
A\ Only 41% agree that brands which make wellness promises 4\\
ZAN \ are usually believable ) -

As people focus on wellness more
diligently and look to brands to be
better partners, trust and honesty
becomes ever more important.
More than half of consumers find
marketing claims about wellness
confusing, and trust is lacking.

I

We need to stop overwhelming
shoppers' brains and revisit wellness
language to reduce consumer
confusion - from ingredient labelling
and instructions for use, to how
benefits are described and marketing
narratives.



The value gap
)

/3% say a wellness brand should feel like a good choice
00% want good value for money
00% want them to be good for the environment

A

Consumers are thinking about But that value can't come at a cost to
wellness in a holistic way than includes others, or the environment. People
the impact that their choices have want to know that the wellness brand
beyond individual benefits. They're they pick isn't just good for them.
willing to pay a little more for wellness They expect to make a choice
brands and know they can be good without compromises - or baggage.

value.
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To understand consumers' personal perspective on wellness,

we asked them what makes a wellness brand in 2020.

What we expected ranked highly — helps me stay in good
health; is nutritious; helps me stay active.

What surprised us was the equal importance of factors like
positive frame of mind, resilience, being aware of my body's
needs; providing a sense of harmony — and an emerging
importance of ideas including providing a sense of purpose.

Our modern value systems drive stress, anxiety, and burnout,

and are weakening our overall resilience.
These results signal a significant shift in thinking about
wellness in response.

Helps me stay in good health 86%

Puts me in a positive frame of mind 80%






























































































