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A CULTURE OF WELLNESS hartman ¢

One of The Hartman Group’s pillars of expertise has been—and remains—the study of health and
wellness. Since the early 1990s, we have been the undisputed leader in consumer research, trends
identification, and “ahead-of-the-curve” thinking in the health and wellness arena.
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from “health” to “quality METHODOLOGY
- . Integrated two-phase qualitative and
of |Ife; from reactive quantitative approach:

health to proactive
wellness.”

Quantitative online survey: Nationally
representative sample of 2,551 U.S.
adult consumers (ages 18-79) fielded
September 2013.

Laurie Demeritt, CEO

Qualitative ethnographies fielded in
The Hartman Group orep

Seattle and Atlanta.
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EXECUTI VE SUMMARY: BACKGROUND

For al most 25 years, The Hart man Group has applied innovative technigq
sciences to explore health and wellness (H+W) in the United States an
opportunities for marketing H+W solutipns to consumersc Qur _nioneerin
2000 and 2005 described the desire amo Wellness Interactive Survey: [N § B ot @Wain con
personal and household health. He s sl e

By that point, our careful observation r th
seeing was nothing short of a transfor itse
within culture. I n 2007 and 2010, we b e am
consumers of a broadening desire for qual acro
categories as well as in areas that were W, s
as in premium/fresh food and bever on
whi ch consumers privileged them.

Our methods and frameworks have thme

conventionatefitopnslUmeens to embrac ez ||

Revisiting the consumer state of H 2| n we
have integrated qualitative conrsumex U T N SRg E rge
sample survey methods, and ongoing trends tracking. We have |l everaged
wel | to deli-derven, eprt dmincctadriev eas shessgs ment of where H+W is today,
where it’s going, and what it all means.

EXECUTI VE SUMMARY EXCERPT: THE WORLD OF HEALTH + WELLNE.
Consumers think, l'ive and shop differently depending on where they ar
Heal th and Well ness. More than a consumer segmentation, The Hartman G
accounts for consumer engagement with the institutions comprising wel
not only as a hel pful way of recognizing how consumers may differ fro
model of cultural change and the emergence and adoption of new H+W tr
Al l consumers participate in the World of H+W, behaviorally and aspir
comprise the smallest segment (13% of adults). They are the early ado
evangel ists. In 2013, they described H+W as proactive and mindful in
and soul They privilege authenticity, sustainabil i 13% ual ity and kn
serve as the source of this knowledge as they navig et ail and oth
H+W decision making. 21%Inner Mid-Level

Il nner and evCult ecroonsMinder s together account for (62%) of
adults. They are not as intensely commifted .as s but are
the success -osfelaencyt i“ng,entdr"ansl ating and4iétOtoer[')w{£|Le\r'1EI unched
from the Core. As of 2013, they have solidly embr f H+W th
mind and body, self and community. The most invol ave an
authenticit_y and ground their purchase QS%CIJenhier knowl ed
those |l ess involved are glad to rely on experts; ey valu
enjoyment and quality, which typically includes t e” of s
consuming wellness.

Peri phery consumers (25%) typically understand tha. dl d eat r
exercise, and even if they don’t act on these consi s , in 2013 t
manage their health proactively, with a goal of happiness rather than
freedom from illness. They turn to brands f or per @eedtminedpsgrdoaunkiiest y and ¢
they may bow to price and cotheeriecoe@smmee st han Cor e orentalidi d

But critically, today all segments for the first time share in a broa
wel | n s perspective.
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EXECUTI VE SUMMARY: LIVING IN A WELLNESS CULTURE
Over the past decade, we have observed a shift away from a perfunctor
compliant notion of wellness to one that is more experiential, posi ti
assessed. There has-nteve rc oanpd weltteu falr saH#fftionont ent s and purposes
“health” to “quality of Ilife;” from reactive health to proactive wel/l
Whil e consumer segments may continue to vary in their | evel of knowl e
influence and their intensity of engagement in yvellr\Nh"eCPnswmerutions,
that health and wellness is about a higher quality |l onger
wel |l ness has become a tacit part of culture rather style ¢
wellness t sggmeénts may
“Feeling well” is driven by -apsesressosnnae ntc oannsdu rmenrgopi(;malmygctgfélaryflnmgllr
management. While enjoyiﬂgurjm@rsmedanhdy,deamd:i3)uu;$pcﬁrot|dn
digesisohoday the dominant consumer route to healtavesiaouf%@wfédgecss, bei
to more narrowly focused “exercise”), staying connect dWIt pl aces
resting well enable consumers to |live the type of | vtheir elgﬁﬁeafhey des
In 2013, feeling well is understood in terms of “bmflaence ancdtheirgy.” Th
may have narrowlagecompnotiédanéewy, and it continues to hold something o
meanings connecting mind/spirit and body. Today, howevemtengtydfas full
specific (but still evolving) way in whtidbhy consumers erstand and a

(| I 's. ;
wellness goals engagement in
BEYOND THE BI G PI CTURE : YR

wellness institutions,
WELLNESS FOOD TRENDS
Consumers continue to seek “fresh” foods with sith;efysnOWflarg%ly§har%rocessi
cons udnefri ned concept s, and the relevant cues for what wi ||
out vary by level of engagement with H+W (i.e., w&heldea(ﬂﬁamth} and ev
made and by whom is |ikely to gain greatpearckcagresi deration than simply
and-sael f | abeling evolving to meet these reqU|raandewe||ﬁeSS|Sab0uta
WELLNESS AT RETAIL i i i t
I ncreased reliance in 2010 on discount, doll ar plrgg]ergquc?lc!tgro(/“feaorthe exp
H+W channels has subsided as consumers return s oThi ; siness
the same ti me, products offering wellness dlstiﬁ)@gerbtmél?@%qernEQS natur
ubiquitous that alternative/ specialty channel s Wdoltibnafe\ﬁeqlnés%hgéfer mo r
WELLNESS AT FOOD SERVICE .
With consumers outsourcing more of their food prb%@mﬁtaita(}ltpaﬂtﬂiy bring
restaurants dmdhmmé elro@awtaiyons. Among other things, his means that co
enter food service seeking-asfsfesrsiengs ptehraston\all li Izerde@ulatlgltehratherathana
customization. Fun and enjoyment are increasingly intertwined with we
for indulgent experiences to be perceived as heal|rfe‘53ty|echo|ceoran
HEALTH MANAGEMENT
Wei ght i-efmshdl butopo | onger as central to consumaltemr?tlvemovement urgen
whose presence is ofitegnasbssséedpecaabklyfrelating to digestion and en
have gained salience. What consumers |l ook for in themselves is often
see in others. Because diabetes has gained exposure across social net
di abetes prevention has extended to younglkasednsumers. Consumers cont
approaches to getting the appropriate vitamins and nutrients in their
THIS MODE

CONSUMERS MOVING

| CONTEMPORARY + GROWING

LONG-TERM

PROACTIVE
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WHAT' S | NSI DE: SAMPLE PAGES

HIGHER QUALITY OF LIFE FOR LONGER
Culture has shifted from a reactive HEALTH paradigm to a
proactive WELLNESS culture

The Hartman Group's
Health and Wellness World Model

The World of H+W is divided into 13%Core
segments with varying intensity of

involvement REACTIVE HEALTH PROACTIVE WELLNESS

21%Inner Mid-Level

The gap between aspirations and
behavior narrows as consumers
become more engaged with H+W 41%0uter Mid-Level

Core is the most intensely involved
in H+W

T T ———

nner Mid-level adopt Core 25% Periphery
attitudes and behaviors but with
less consistency and reach

Quter Mid-level experiment with
H+W but tends to prioritize other

concerns
Periphery is the least involved in
HeW The Hartman Group's World of weliness
Segmentation
EATING GOOD FOOD
Health + Wellness encompasses the physical and the Evaluating what’s eaten over a day or week is a meaningful
emotional, the tangible and the intangible way to ensure a variety and balance

T Mo Heaijth and Wellness Means...

Tatal Consumers are keeping a loose tally of what and

Being physicatiy it 54% how they’re eating:

Lending o Balancea lirestyle 62% E » Too much or too little, overall?
. Have | been eating too much/little
= Feeling gooa sbout myser 50% E protein, carbohydrates, fat, fiber?
i . Enough variety?
; et ; P
i Notbeing it 375 E * Qu Alone or together? Rushed or
n mindful?
Being able to deal with stress 34% E
Mot Being overwsig e I1% E They are evaluating their eating over a longer time
frame (day or week) rather than by each meal in
Being aiert and brignt mindea 3% E order to:
Being happy and cheerful 30% E . for imbalances of quantity and quality
. in comfort eating on occasion
sasintining s spintusl balen 425 1 8 = core : the digestive system periodically

 Inper Mig-ievel

Being sbie to enjoy time with my family 41% E
= Outer Mid-leve
Being able 1o relnx and have 2 good time 49% Inner Mid-level consumer, Hamburger last night

= Periphery means o green juice for brunch
AT e b 1 s e B S5 Tt 347 S S Al 1034 WA e 58 Py
HIGHER QUALITY OF LIFE FOR LONGER
Cultural Transformation, 2000 - 2013 hartman
In the time that we have been tracking H+W, there has been a of the

meaning of H+W from physical to mental and spiritual wellness.

Consumers began to take a more pragmatic, less disciplined and less ascetic approach to H+W by
including

with increasing self-assessment, personalization and
internalization.

What used to be leading-edge, niche ideas have drifted into the (e.g., organic,
elimination diets).

T s s |

Today in 2013, there’s a shared by Periphery to Core consumers around an
understanding of wellness.

‘While some consumers are more knowledgeable, engaged, and influential than others, everyone
is talking about through foods they eat, staying active, being connected, and getting
enough rest.

The most engaged consumers are distinguished less by their personal outlook and more by their
extension of wellness from personal practice to

Implications and a Look to the Future
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