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Abstract
The wellness industry is changing quickly because of phones and the internet. People's habits are different now. This report looks at these new habits. It uses simple ideas about how people make choices. We studied information from reports and real companies like Calm and Whoop. We found three big trends: people want things made just for them, they want to feel part of a group, and they need to trust the science behind products. We then use these findings to suggest a new business idea called "MindSpace." MindSpace is a mental wellness brand that would give personal advice, be very honest about its methods, and build a kind community. We believe that for a wellness business to succeed today, it must be personal, trustworthy, and social.




1. Introduction
1.1. What is Happening in the Wellness Market?

The wellness industry is all about things that help people feel healthy and happy. It is not just about gyms and vitamins anymore. It is now a huge global business, worth over $4.5 trillion (Global Wellness Institute, 2021). This growth is because of a few big reasons. First, everyone uses smartphones and apps for everything, including their health. Second, after the COVID-19 pandemic, people think more about their mental and physical health. Now, people see wellness as a normal part of daily life, not a special treat.

1.2. The Problem: Why Many Wellness Companies Struggle

Even though the market is big, many companies find it hard to keep customers. For example, many people download a meditation or fitness app but stop using it after a few days (Statista, 2023). This shows that many companies do not really understand what modern customers want. Old ways of marketing, which assume people decide what to buy in a straight line, do not work well anymore. Today's shoppers jump around online, read reviews, and talk to friends before buying. Companies need a new plan to connect with them.

1.3. What This Report Aims to Do

This report has four main goals:
1. To find and explain the new shopping habits in the wellness market.
2. To use simple theories about human behaviour to understand these new habits.
3. To learn from successful and struggling real-life wellness companies.
4. To use all this information to suggest a smart and new business idea for a mental wellness brand.

1.4. What This Report Covers and What it Doesn't

This report focuses on digital wellness, like apps and online services, especially for mental wellness. We use examples and data from around the world, but mainly from places like the US and Europe where information is easy to find. A limit of this report is that we only used existing research and public data. We did not talk to customers directly. Future studies could talk to people to get their personal stories. 


2. Literature Review
This section explains the simple theories we will use to understand the modern wellness shopper.

2.1. Basic Ideas of How Shoppers Think
2.1.1. The Theory of Planned Behaviour

A man named Icek Ajzen (1991) created a simple theory to explain how people decide to do something. He said that our intention, or plan, to do a behaviour is based on three things:
1. Our Attitude: What we think about the behaviour. Is it good or bad? For example, if someone believes that meditating for 10 minutes a day will make them less stressed, they have a positive attitude towards it.
2. Social Pressure: What we think other people important to us want us to do. If your friends are all talking about their new fitness tracker, you might feel pressure to get one too.
3. How Much Control We Feel We Have: How easy or hard we think it is to do the behaviour. If a meditation app is cheap, easy to use, and fits into your schedule, you will feel it's easy to do.
This theory is very useful for wellness. A company can change your attitude with good advertising, increase social pressure through influencer marketing, and make the behaviour feel easy with a user-friendly app.

2.1.2. Maslow's Pyramid of Needs and Wellness

A psychologist named Abraham Maslow (1943) said that people are motivated by different needs, which he arranged in a pyramid.
· At the bottom are Basic Needs like food, water, and shelter.
· Then comes Safety needs, like personal security and health.
· Next is Love and Belonging, which includes friendship and community.
· After that is Esteem, the need to feel good about ourselves and be respected by others.
· At the top is Self-Actualization, which is about becoming the best person you can be.
For many people today, their basic needs are met. So, they use wellness products to reach the top of the pyramid (Sirgy, 2022). They join a fitness community for belonging. They feel a sense of esteem when they hit a goal. The whole idea of "becoming your best self" through wellness is a modern version of self-actualization.

2.2. How the Internet Changed Shopping

The old way companies thought people bought things was AIDA: they get your Attention, build your Interest, create Desire, and then you take Action. This is a straight line.
But today, the path is a circle. A man named David Edelman (2010) described a new "Consumer Decision Journey." It looks like this:
1. Consider: You think about a few brands.
2. Evaluate: You actively research them, read reviews, and ask friends.
3. Buy: You purchase one.
4. Enjoy, Advocate, Bond: If you love the product, you enjoy it, you tell your friends about it (advocate), and you feel a connection to the brand (bond).
This circle shows that what happens after you buy is just as important as what happens before. A happy customer becomes a free advertiser for the brand.

2.3. The New "Thinking" Shopper

Today, a growing number of people are "conscious consumers" (Kumar et al., 2021). This means they think about more than just the product. They care about:
· Is it true? They are tired of fake science and big claims. They want proof that a product works.
· Is it good? They care about how a company treats its workers and the planet.
· Is my data safe? They worry about what apps do with their private health information.
·  2.4. Putting the Theories Together

· To understand the modern wellness shopper, we will mix all these ideas. We will see how their plan (from Theory of Planned Behaviour) is shaped by their desires (from Maslow's Pyramid) and their shopping path (the Consumer Decision Journey), all while they are thinking carefully (as a Conscious Consumer) about their choice



· 3. Methodology
· 3.1. How We Did This Research
· This report uses a qualitative research design. This means we focused on understanding people's habits and feelings by looking at words and ideas, not just numbers. We looked at a lot of existing information to find patterns and build a clear picture.
· 3.2. How We Gathered Information
· 3.2.1. Looking at Existing Research
· We collected information from:
· Academic Articles: Papers from universities about consumer behaviour and wellness.
· Market Reports: Studies from companies like Global Wellness Institute and Statista that show market size and trends.
· News and Business Articles: Stories about what wellness companies are doing right and wrong.
· 3.2.2. Studying Real Companies
· We picked three cases to study closely:
· Calm: A very popular meditation app.
· Whoop: A fitness tracker that people are very loyal to.
· The Trust Problem: A look at why many mental health apps have a hard time proving they work.
· We looked at their websites, app stores, and news stories about them.
3.3. How We Made Sense of the Information
· We used a method called "thematic analysis." This means we:
· Read all the information carefully.
· Noted down important points.
· Grouped similar points together to find the main trends (which are in the Findings section).
· Looked at those trends through the lens of the theories we learned about.

3.4. Being Ethical in Our Research
· All the information we used is available to the public. We have given credit to every source we used to avoid copying anyone's work.
· 4. Findings
· This section shares what we discovered about new shopping habits and what we learned from real companies.
· 4.1. New Shopping Habits in the Wellness World
· 4.1.1. "Make it All About Me": The Need for Personalisation
· People no longer want a one-size-fits-all solution. They expect products and advice to be tailored specifically to them. This is called personalisation.
· How it works: Apps use data to give you a unique experience. A fitness app like Fitbit suggests workouts based on your personal activity data. A mental wellness app might offer different meditation styles after asking how you're feeling.
· Why it's a trend: With so much information online, people are overwhelmed. Personalisation helps them find what they need faster. It makes them feel understood and valued by the brand, which builds a stronger connection.
· Real-world data: A report by McKinsey & Company (2021) found that 71% of consumers expect companies to deliver personalised interactions.

· 4.1.2. "I Want to Belong": Shopping for Community

· People are lonely, especially online. They are looking for real connections and groups where they feel they fit in. Successful wellness brands are building communities, not just selling products.
· How it works: Brands create spaces for people to connect. Peloton has live classes where you can see and cheer for others. Whoop has groups where members compare their fitness data and encourage each other.
· Why it's a trend: Being part of a group motivates people. When you see others working towards similar goals, you are more likely to stick with it. It turns a product from a tool into a membership to a club.
· Real-world data: A study by Harvard Business Review (2022) showed that customers who are part of a brand's community are much more likely to recommend it to friends and remain loyal over time.
· 4.1.3. "Show Me the Proof": The Smart and Careful Shopper
· Shoppers are smarter and more careful than ever. They have access to a lot of information and can spot when a company is making false claims. They want evidence that a wellness product is safe and actually works.
· How it works: People read the "science" section on a website. They look for products that have been tested in studies or are recommended by real doctors. They are suspicious of words like "miracle cure."
· Why it's a trend: There have been many scandals in the wellness industry with companies selling products that do nothing or are even harmful. This has made shoppers naturally distrustful. Trust is now a key reason people choose one brand over another.
· Real-world data: Research from Pew Research Center (2023) shows that people are now more likely to trust experts and scientific bodies than influencers or celebrities for health information.
· 4.2. Learning from Real Companies
· 4.2.1. Case Study 1: Calm - Reaching a Wide Audience

· What they do: Calm is a popular app for sleep, meditation, and relaxation.
What they do well:
· Easy to Use: The app is simple and beautiful, making it easy for anyone to start meditating (this improves Perceived Behavioural Control).
· Famous Voices: They have stories read by famous people like Harry Styles, which makes the app feel special and attractive (this creates a positive Attitude).
· Mass Marketing: They advertise widely, making them a well-known name that many people talk about (this builds a Subjective Norm).
· Where they struggle:
· Not Very Personal: While they have a lot of content, it is not deeply personalised. It can feel like a big library where you have to find what you need yourself.
· Simple Science: They explain the benefits of meditation in a simple way, which is good for beginners, but might not be enough for people who want deep, scientific proof.
· 4.2.2. Case Study 2: Whoop - Building a Tribe with Data

· What they do: Whoop sells a fitness tracker that measures your strain, recovery, and sleep.
What they do well:
· Deep Personalisation: Whoop gives you very detailed data about your own body and tells you exactly what to do (e.g., "today is a good day for a hard workout"). This is a very strong form of personalisation.
· Strong Community: Whoop users love to share their data and compare with friends. The brand encourages this, creating a strong sense of belonging (tapping into Love/Belonging needs).
· Data as Proof: The detailed data makes users feel like the advice is based on real science, which builds a lot of trust.
· Where they struggle:
· High Price: It is a subscription service, which is too expensive for many people.
· For Serious Users: It appeals more to athletes and fitness lovers than to the general public looking for simple wellness

· 4.2.3. Case Study 3: The Trust Problem in Mental Health Apps

· The Problem: There are thousands of mental health apps, but many cannot prove they work. A study in a medical journal (Torous et al., 2021) found that very few of these apps have been properly tested in scientific studies.
Why it matters:
· This creates a "credibility gap." People who are struggling with serious stress or anxiety need help they can trust. An app that just has nice sounds might not be enough.
· Shoppers are becoming aware of this. They read articles questioning the effectiveness of these apps, which makes them more careful.
· This shows a big opportunity for a new brand that can be completely honest and show real proof that it helps people.
· 5. Discussion
· Here, we connect the findings from the previous section with the theories we learned about earlier.
· 5.1. Using Old Theories to Understand New Habits
· 5.1.1. The Theory of Planned Behaviour and the Wellness Shopper
· Let's see how the three parts of the theory work for a modern wellness app:
· Attitude: A person's attitude is shaped by online reviews, influencer recommendations, and whether the app's branding looks professional and trustworthy.
· Subjective Norm (Social Pressure): This is no longer just about close friends. It's about online communities. If you see a whole group of people on Reddit or Instagram loving a product, you feel pressure to join them. The community features in Whoop and Peloton directly create this social pressure.
· Perceived Behavioural Control: A well-designed app that is easy to navigate and fits into your daily routine makes you feel in control. If an app is confusing, you will feel it's too hard to use and will give up.
· 5.1.2. A New Look at Maslow's Pyramid
· The new wellness trends fit perfectly into the top of Maslow's pyramid:
· Love and Belonging: The trend for "community" is a direct match for this need. People use wellness brands to find friends and groups that share their interests.
· Esteem: When you hit a goal in your fitness app or get a "meditation streak," you feel a sense of accomplishment. This boosts your self-esteem.
· Self-Actualization: The entire goal of the modern wellness movement—"becoming your best self"—is the definition of self-actualization. People use these products and services not just to be healthy, but to grow as a person.

· 5.2. The New Path to Buying Wellness Products
· The Consumer Decision Journey is clear in the wellness market:
· Consider: You hear about Calm from a podcast ad.
· Evaluate: You go to the app store, read the reviews, and see that your friend posted about their Whoop on Instagram.
· Buy: You decide to subscribe to one of them.
· Enjoy, Advocate, Bond: If you love the product, you post about your progress. You feel connected to the brand's community. You become a fan who brings in new customers. This is why community and post-purchase experience are so important.

· 5.3. Who is the Modern Wellness Shopper?
· By putting everything together, we can describe this new shopper:
· They are smart and do their research.
· They want products that feel made for them.
· They are looking for connection and community.
· They need to trust a brand before they buy.
· Their buying journey is a circle, not a line, driven by their experiences and the people they meet online.
· 6. Conclusion and New Ideas
· 6.1. What We Learned: A Summary
· This report set out to understand the new wellness shopper. We found that three big trends are shaping the market:
· The demand for personalisation.
· The search for community.
· The need for trust and proof.
· We learned that old theories about human behaviour are still useful, but we must look at them in a new, digital way. We also saw from companies like Calm and Whoop that success comes from building a loyal community and giving users a sense of control and belonging.

· 6.2. A New Business Idea: "MindSpace" - A Mental Wellness Brand
· Based on all our research, here is an innovative idea for a new mental wellness brand. We will call it MindSpace.
· The main goal of MindSpace is to be a trusted friend that helps you manage daily stress, using real science and a supportive community.


· 6.2.1. Idea 1: "Smart Help" That Fits Your Life
· MindSpace will be more than just a library of meditations. It will use simple questions and (with permission) data from your phone (like your schedule or screen time) to guess your stress level.
· How it works: If your calendar is very busy, MindSpace might suggest a 3-minute breathing exercise before your next meeting. If you've been on your phone a lot late at night, it might remind you to try a wind-down story.
· Why it's innovative: It brings personalisation to the next level. It doesn't just recommend a category of meditation; it recommends the right tool at the right time based on your life. This makes it incredibly easy to use (high Perceived Behavioural Control).
· 
· 6.2.2. Idea 2: Being Completely Open and Honest
· MindSpace will have a "See Our Science" section on the app.
· How it works: This section will explain the research behind every exercise in the app. It will say, for example, "This breathing technique is used by the US Army to reduce anxiety, based on a study from Harvard." It will also be clear about what the app cannot do, like replace therapy for serious mental health conditions.
· Why it's innovative: This builds deep trust with the "Thinking Shopper." By being honest about its limits and clear about its science, it stands out from other apps that make vague claims. This creates a very positive Attitude based on respect and transparency.

· 6.2.3. Idea 3: Creating a Supportive Group
· MindSpace will have small, safe groups called "Circles."
· How it works: When you join, you can choose to be added to a small Circle of 5-10 people with similar goals (e.g., "New Parents" or "Busy Students"). In your Circle, you can share small wins and encourage each other. This is not about sharing deep personal problems, but about not feeling alone in your journey.
· Why it's innovative: It focuses on small, safe groups instead of a massive, overwhelming social network. This directly meets the need for Belonging in a manageable and supportive way, creating a strong Subjective Norm of positive habits.

· 6.2.4. Idea 4: Fair and Clear Pricing
· MindSpace will have a clear pricing model to be accessible.
· How it works:
· Free Version: Access to the basic "Smart Help" engine and one daily personalised exercise.
· Premium Version ($5/month): Full access to all exercises, the "See Our Science" details, and the Circle communities.
· Why it's innovative: The price is low to make it available to many people. The free version is still genuinely useful, which builds goodwill. This removes the financial barrier, increasing Perceived Behavioural Control and making it easy for anyone to start.
· 6.3. What This Means for Businesses and Future Studies
· For businesses, the message is clear: you cannot just sell a product. You must sell a personal, trustworthy, and social experience. Building a community and earning trust are now just as important as the product itself.
· For future studies, researchers could interview users of apps like Calm and Whoop to get more detailed stories. They could also study MindSpace if it were a real product to see if these ideas actually work.
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8. Appendices
Appendix A: Case Study Comparison Table


	Feature
	Calm
	Whoop
	MindSpace (Idea)

	Main Focus
	Meditation & Sleep
	Fitness & Recovery
	Daily Mental Wellness

	Personalisation
	Medium (Content library)
	High (Personal data)
	Very High (Life context)

	Community
	Low
	High (Groups, comparisons)
	Medium (Small, safe "Circles")

	Trust & Science
	Simple explanations
	High (Data-driven)
	Very High (Transparent "See Our Science")

	Best For
	Beginners, wide audience
	Athletes, data lovers
	Everyday people, "Thinking" shoppers
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