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ABOUT

Personal care, health and wellness refer to the state of complete well -being of the body, 
mind and spirit. Some of the important aspects of the health and wellness industry 
include personal care/beauty, nutrition, weight management, fitness, 
preventive/personalized medicine, etc. (1)

BUSINESS CHALLENGES AND OPPORTUNITIES
If the pandemic has taught us one thing, it’s that physical and mental health will  remain 
a priority for mill ions of people across the globe for a long time to come. Seventy-eight 
percent of Americans said the pandemic was a significant source of stress. Personal care 
and wellness are a way to help alleviate that stress and improve one’s appearance and 
health. (2)

These days, consumers view wellness through a much broader and more sophisticated 
lens, encompassing not just fitness and nutrition but also overall  physical and mental 
health and appearance. The global wellness market is estimated to be more than $1.5 
tril l ion, with annual growth of 5 to 10%. At the same time, the wellness market is 
becoming increasingly crowded, creating the need to be strategic about where and how 
businesses compete. (3)

According to an extensive survey by McKinsey & Company, today’s consumer views 
wellness across six dimensions:

1) health    2) fitness    3) nutrition    4) appearance    5) sleep    6) mindfulness

With this in mind, think about the local businesses that offer products and services in 
these categories. (See graphic on Page 2.)

Here’s the business challenge: The shift to digital channels is happening at the speed of 
“a decade in days.” Research suggests that the change will  be sticky; a majority of
consumer categories will  continue to project more growth in e-commerce than in other 
channels over the next several years. In overall spending, consumers expect to increase 
their purchases of both wellness products and services over the next year. However, 
McKinsey’s survey results showed a greater shift toward services , especially those such 
as personal training, nutritionists, and counseling that emphasizes physical and mental 
health. For example, even though fitness apps and at-home workouts spiked in 2020, 
this can mean that some people are eager to get back to working out in a gym or with a 
trainer.

In every category surveyed, more consumers said they were going to spend more on 
wellness than those who said they would spend less. The majority of consumers 
planning to increase their spending was especially large in some categories, including 
memory/brain enhancers, anti -aging products, beauty supplements, noninvasive 
cosmetic procedures, nutrition (sports nutrition, juice cleanses, nutrition coaches ) and 
meditation/mindfulness.

Beauty supplements, multivitamins and skin care still largely sell through brick-and-
mortar stores. The sampling of makeup, beauty products and perfumes in-store is 
understandably popular. Seventeen percent of women in the U.S. say they stopped 
wearing makeup during the pandemic, but that is l ikely not going to continue to be the 
case. In fact, women in the U.S. spend $3,756 on cosmetics alone, annually! (4) Turn the 
page for specific local promotional ideas.
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HOW TO USE THIS ONE-SHEET
Your knowledge of this industry’s
trends can be a great conversation 
starter as you seek to compare these 
trends with what’s being experienced 
locally by your prospects and clients.

Review the data in this one-sheet 
before you meet with your clients as 
a way to have a conversation about 
their business challenges and 
opportunities for market growth.

Use that conversation to uncover 
ideas and solutions to help your 
clients get ahead of future consumer 
spending by positioning themselves 
as the best local choice in their 
category.
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https://www.globenewswire.com/news-release/2021/02/24/2181202/0/en/Global-Health-and-Wellness-Market-2021-to-2026-Industry-Trends-Share-Size-Growth-Opportunity-and-Forecast.html
https://theharrispoll.com/the-great-awakening/
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/feeling-good-the-future-of-the-1-5-trillion-wellness-market
https://loudcloudhealth.com/resources/beauty-industry-statistics/
https://www.globalcosmeticsnews.com/


sales@marketron.com | marketron.com

BUSINESS BRIEFING

Personal Care & Wellness
Pg. 2

SUGGESTED PROMOTIONAL ANGLES

Some Trends in this Category Include: (4)

• “Skinimalism,” which is using minimal makeup and relying more on 
your natural look. The focus is more on skin care. Consider local 
beauty specialty stores, spas and full-service salons that offer skin 
care products.

• CBD beauty and wellness products are taking the main stage. 
Cannabinoids (without THC) in these products are anti -
inflammatory (which helps with wrinkles and overall appearance of 
skin) and are the reason for their growing popularity. Forty-eight 
percent of millennials say they would purchase products with CBD 
oil for skin care. Also, CBD stores that offer products for general 
health, sleep and stress management would also be great targets.

• Inclusivity in beauty. Consumers want to buy from brands they can 
relate to and see someone that “looks like them” in the 
brands’ marketing and products.

Effective solutions include radio, TV, SEM, targeted display, video and 
OTT. Email marketing would be a great option to remarket to loyal 
customers who took a break from shopping during the pandemic.

Possible Promotional Angles:

• “Love the Skin You’re In.” Promote the benefits of an effective skin 
care regimen with products and services.

• “When You Look Good, You Feel Good.” This could be used for 
almost any category in personal care and wellness.

• “Health is Wealth.” One’s health and well -being is their most 
valuable and important asset. This would work well for fitness, 
nutrition, and mental and mindfulness services.

TODAY’S CONSUMER VIEWS WELLNESS ACROSS SIX DIMENSIONS

As views of wellness are constantly evolving, it is important to understand from a market perspective what is important to consumers. 
McKinsey & Company did a global study of over 7,500 people across six countries that revealed the categories that interest consumers 
the most:

McKinsey & Company, Future of the $1.5 Trillion Wellness Market, Apr. 2021

U.S. SPENDING BY CATEGORY

% of annual spending on personal care/wellness 
products and services. (3)

U.S.
(n = 1,319)

100%

Question: Approximately how much money have you 

spent on each of the following in the past 12 months?

https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/feeling-good-the-future-of-the-1-5-trillion-wellness-market

