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Purpose of
this deck

While health and wellness is a fast-
growing consumer trend, this deck
dives into how the retail industry is
capitalizing on the health and
wellness trend as a growth
strategy.

This deck outlines 4 key changes
and how retailers are evolving their
businesses, as well as outlines
media & marketing implications.

Key Trends

Retailers are adding new products and services

Apparel becomes all-encompassing
Outdoor and Sporting Goods are on the rise

Fitness enters the metaverse

Media And Marketing Implications



G Globally, health and wellness is on the rise

Consumers value and prioritize their
health and wellness

©) of consumers believe
(@ wellness is important

@ of consumers consider
(0  wellness a top priority

Sources: 1. McKinsey; 2. Statista

& the global health and wellness market is expected to grow
by almost 5.3%, reaching over 6 trillion U.S. dollars in 2025

$6 trillion

$4.4 trillion
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As a result, retailers are dedicating more resources
to health and wellness

Changing Product
Mixes

Kohl’s increased its square
footage dedicated to active,
added shop-in-shop
experiences through Kohl’s
Wellness Market, and launched
a private label athleisure brand
called FLX.

Major supermarket chains such
as Walmart, Target, Costco,
Kroger, and Safeway are adding
organic foods to their stores.

Sources: 1. Kohl’s; 2. Modern Retail; 3. Everlywell; 4. CNN

Partnering To Offer
New Services

Nordstrom partnered with Viome
Life Science to offer an at-home
health test to give consumers
information about their gut
microbiome, cellular function, and
immune health.

Wellness testing brand
Everlywell is available in retailers
nationwide; Target, CVS, Rite
Aid, and Walgreens.

Focusing On Senior
Care And Living

Best Buy made its third health
start-up acquisition of an at-
home health monitoring and
wearables company called
Current Health that allows remote
patient monitoring and sends
biosensor data to traditional
health care organizations and
providers.
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Evolution Of Physical
Stores

CVS is pivoting its retail format
strategy to include three new
retail formats: one for primary
care, one for its HealthHUB sites,
and one for its traditional retalil
model.



Between 2019 and 2020, more time was spent at home...
o P
U.S. consumers are -’73% Eﬂjﬂ 5,3@ /@ exercising

doing a wider range

of activities at home

* :[::ﬁ]ﬂ DS% watching TV

@/ using the computer for leisure
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U.S. consumers spent

nearly 10 waking hours

a day at home in 2020,
compared with less than

eight hours a day in 2019. QTJ E[::'Zﬂ Dé]]% reading
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In response, retailers across the board are creating clothes
that are multifunctional and suited for all at-home activities
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Intimate Wear &
Loungewear Adds
Activewear

In response to consumers
incorporating movement into
everyday life, Aerie launched
Offline, Aerie’s activewear
collection and sub brand.

Sources: 1. WWD; 2. Retail Dive; 3. Vogue Business

Big Box Retail
Launches Activewear

In response to consumers
seeking clothes for comfort
and performance, Target
launched its private label
activewear brand "All in
Motion”.

Activewear Launches
Leisure

In response to the growing
casualization of workwear,
Fabletics launched its Any-Wear
collection, which features pieces
that were "created to be worn
anywhere and at any time.”

Luxury Adds Leisure

In response to style preferences
for comfortability, Christian Dior
bar jackets were restyled from
cinched and narrow waisted to
be looser and practical for
everyday wear.
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Consumers are 53% 7uﬂ M

spending more time

outdoors of Americans ages 6 and older more Americans participated
participated in outdoor in outdoor recreation in 2020
recreation at least once in than in the year prior

2020, the highest
participation rate on record

-

0 of new participants say they want to continue
( their new outdoor activities

Source: Outdoor Industry Association




As aresult, we can expect outdoor recreation and sports to grow as
an industry as consumers and retailers invest more in the space

Outdoor and Sports Revenue Change

While retail overall is expected to
grow 4%, outdoor and sports is
expected to grow 10% and
maintain this high level of growth

for several years.

2018 2019 2020 2021 2023 2024

-8~ Athletic Footwear -8~ Fishing Articles & Equipment
-0~ Other Sports & Outdoor -&- Sports & Swimwear -~ Summer Sports Equipment
-~ Winter Sports Equipment

Source: Statista




than 100 million Americans are expected to try out
VR products just this year

o ﬂ /3 of Americans use VR products monthly, and more

The metaverse is
dramatically

changing how

consumers engage ] ]
with and purchase 7@% of all consumers who have shopped in a virtual
goods

store have made a purchase in one

7% of people have attended a virtual event

@ of consumers who play games like Roblox and
3 / Fortnite enter these worlds to socialize rather than
@ play the game itself

Sources: 1. Morning Brew-Harris Poll; 2. Forbes, Kaltura; 3. AR Insider
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Media and marketing

implications

Growth & emergence
of sub-categories

As smaller sub-categories grow sales
(outdoor, athleisure), we can expect more
investments from these brands as they
look to capture a large market share
and/or state their presence.

A shift in product &
messaging

Big-box, department, apparel, and other
more general retail brands will shift their
product mix to respond to consumer
demand, and leverage marketing to
announce these new products/services as
well as use audience/contextual targeting
to hone in on these audiences.




