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Executive Summary

With the rise in consumer interest and purchasing 
power across the global wellness market, there are 
incredible opportunities for companies within this 
sector, especially as spending on personal wellness 
begins to boom again after the stagnation brought on 
by the Covid-19 crisis.

The pandemic has highlighted the importance of 
physical and mental wellbeing for many, which is 
contributing to this sector’s ongoing growth and as 
a result, has led to powerful expectations emerging. 
McKinsey have structured how consumers view 
wellness into “six dimensions” covering the pursuits 
of; better health, better fitness, better nutrition, better 
sleep, better appearance and better mindfulness. 
With business expansion at the forefront of our focus, 
this report will highlight the pillars of the wellness 
economy and the key areas firms can target to 
develop their offerings.
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The global wellness market is estimated at more 
than $1.5 trillion, with an annual growth rate of 5 
to 10 percent. This rise in both consumer interest 
and purchasing power presents tremendous 
opportunities for companies, particularly as spending 
on personal wellness rebounds after stagnating or 
even declining during the COVID-19 crisis.  

Whilst the sector faced some challenges at the 
start of the pandemic, it has also highlighted the 
importance of physical and mental wellbeing for 
many, which is contributing to continuing growth, 
something that the Global Wellness Institute (GWI) 
has described as a “wake up call to focus on 
wellness”.  Powerful expectations are emerging as 
a result. McKinsey have compartmentalised how 
consumers view wellness into “six dimensions” 
based on their expansive consumer research. These 
are the pursuits of; better health, better fitness, better 
nutrition, better sleep, better appearance and better 
mindfulness.  

When looking to expand a business, it is important 
to acknowledge that certain nations have slightly 
differing wellness priorities, reflected in their 
comparative spending across these six dimensions. 
For instance Brazil spends more, comparatively, than 
China does on health wellness, accounting for 64.6% 
and 43.5% of their wellness spending respectively.  
With business expansion in mind, in this report we 
will highlight some of the pillars of the wellness 
economy that are key areas for firms to target and 
develop their offerings. 

Wellness global market is worth

£1.5
trillion
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There are certain nations with untapped potential 
for wellness related developments. For instance, 
in terms of growth, there has been a pronounced 
shift towards emerging markets. South America, in 
particular, is piquing the interest of both new and 
established players, as consumers continue to spend 
on wellness especially in nations such as Brazil and 
Chile. Additionally, Asian consumers are increasingly 
taking charge of their wellness and becoming 
more motivated to eat healthily and therefore the 
region provides enormous opportunities for those 
in a position to respond to this emerging demand. 
However, for brands to operate successfully in 
emerging markets they’ll need to do their research. 
Those lacking an understanding of local ingredients 
and consumer preferences and beliefs, are likely to 
get left behind.  In this report we will look at some 
of the key markets for firms to target for expansion 
and development. This will include key markets that 
most wellness firms will likely operate in, such as 
the US, and other nations in which wellness firms 
could achieve first mover advantage or leverage the 
reputation of their western R&D in more developing 
countries such as India or Brazil.
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In Itaim Bibi, an upscale district of Brazil’s megalopolis 
Sao Paulo, known for its corporate headquarters and 
high end dining scene, a variety of spas and health 
clubs can be found, catering to the wealthy residents 
of the world’s fourth most populated city.  Brazil is 
of course known for its wealth inequality, however 
many tech start-ups are finding holes in the Brazilian 
economy and finding efficient solutions to these gaps 
that are also profitable resulting in a growth in GDP 
and lower interest rates for the population.  

The mishandling of the COVID-19 crisis in the nation 
has eradicated some of this progress, but there 
is no doubt that in the long run, Brazil’s economy 
will continue to develop, along with its middle 
class, leading to an enticing opportunity to expand 
business into the nation. Furthermore, Brazil is a 
leader in health and wellness food exports with the 
country famous for its popular acai bowls and for 
being a proud exporter of cashews and yerba-maté. 
Health and wellness products have experienced an 
enormous rise in popularity around the world and 
according to research by The Hartman Group, as 
many as 90% of Americans stated they are actively 
seeking out food with functional health benefits.  

The wellness food export market is already 
enormous and is set to continue its growth, however 
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it is also one of the most mature wellness market 
sectors. Looking at domestic opportunities in the 
South American nation, research indicates that 82% 
of Brazilians take steps in daily life to stay healthy, 
including eating in moderation, regularly exercising 
and managing stress. Now, as attention turns toward 
the ever growing health and wellness industry, many 
of the world’s top food and beverage exporters are 
working to increase their presence in this rapidly 
evolving market. One country in particular is working 
to steadily increase its position; Brazil. 

To summarise, on a macro level, Latin America 
hosts a wealth of untapped potential for the wellness 
industry to thrive. Across the continent, the fitness 
club membership rate was at about 2.15% in 2020, 
leaving enormous room for growth as increasingly 
positive attitudes towards fitness develop throughout 
the region, and indeed across the world. Jacqueline 
Antunes, Senior Manager at the International Health, 
Racquet, and Sportsclub Association, observes 
that consumer demands are changing, with more 
people looking for unique exercise experiences.  At 
Opportunus, we feel that Brazil is the perfect nation 
in which to enter the South American market with the 
enormous country consistently ranked as one of the 
top fitness markets in the world. 

Brazil boasts 34,509 fitness clubs to serve nine 
million active members, making it second only to the 
United States in terms of the sheer number of fitness 
clubs.  Brazil, despite its deep rooted problems, ticks 
a lot of socio-economic boxes as an ideal space to 
expand business into, with its enormous population 
of around 211 million and its status as the world’s 
twelfth largest economy with a GDP of $1444.73 
billion in 2020.  

make an effort to stay healthy

fitness clubs

club members

82%
of Brazilians 

34,500

9 million
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Cultural forces are also a considerable factor in 
making Brazil a perfect target market. The nation 
is synonymous with its beach culture, apparent in 
Brazil’s many coastal cities and especially in Rio de 
Janeiro. As per Latin American Business Stories, 
Brazil is a nation in which gym memberships became 
considered a necessity for both men and women and 
vanity is seen as a positive. Brazilian entrepreneur 
and businesswoman, Cristiana Arcangel, articulates 
this as a culturally accepted norm of body positivity 
that inevitably emphasises the importance of fitness 
and maintaining good health.  

Opportunus is excited by the inevitable and 
continued rise of Brazil’s health, fitness and wellness 
market and the opportunities that this presents for 
expansion of wellness businesses into this diverse 
and fascinating country.
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Wellness is an accelerating trend in Belgium. 
Between 2010 and 2016 the number of wellness 
centres in the Western European nation ballooned 
by a fifth. By the end of 2015, over 4,300 businesses 
were active in the wellness industry, representing a 
dramatic rise since the start of 2010. This increasing 
adoption of wellness across the board means 
these numbers will inevitably be even higher today. 
However, Belgium’s comparative fitness expenditure 
lags behind that of comparable European economies 
and populations such as Sweden, Austria and 
Portugal, with these three nations accounting for 
3%, 2% and 4% of the total European fitness market 
respectively. Thus, Belgium has untapped wellness 
potential for businesses in the industry.

The neighbouring nation of The Netherlands has a 
greater penetration rate than Belgium at 17.4%, with 
fitness club membership relatively high compared 
to their population. This is largely due to the high 
proportion of physically active people and an 
incredibly active cycling culture in the nation, with 
many joking that their capital, Amsterdam, is home to 
more bicycles than people. Moreover, relatively high 
urbanization rates, high levels of average income 
and the presence of large fitness operators in these 
countries also contributes to a greater focus on 
physical health. 
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From 2017 - 2018 in The Netherlands 
there were over 250 million domestic 
wellness holidays and 65 million 
international trips
There should be room to grow the international 
wellness travel market in The Netherlands even 
further, but these figures display that there is an 
existing and substantial appetite for wellbeing related 
travel, and wellness in general, within the nation. 
Furthermore, research indicates that 6.5 million 
Dutch citizens say they want to make healthier 
food choices, which has subsequently kickstarted 
supermarket campaigns from industry leaders such 
as Albert Heijn and Jumbo.  

The final nation in the Benelux union is Luxembourg. 
A small but wealthy nation nestled between France, 
Belgium and Germany in the heart of Europe with 
a very high human development index score. The 
nation’s capital, Luxembourg City, is home to a variety 
of luxury hotels and spas, therefore we see no reason 
why a wellness firm targeting the Benelux area 
should ignore Luxembourg. Of the three countries, 
The Netherlands has the most mature wellness 
market, whereas Belgium represents a nation with 
an exciting degree of untapped potential.
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Housing the world’s largest population and the 
second greatest economy, China is truly a global 
powerhouse. With its burgeoning middle class and 
its breakneck pace economic growth, the Central 
Asian nation is inevitably starting to impact the 
global wellness market. As per The Global Wellness 
Summit, of China’s 800 million mobile users, over 104 
million have at least one fitness app on their phone, 
with a higher penetration rate of around 20 percent 
in second-tier cities. Furthermore, over 15 million 
Chinese consumers have gym memberships and the 
country has around 10 million yoga practitioners. 

Their healthcare sector is expected to reach a value 
of $1 trillion; and according to SpaChina, the beauty 
and wellness market in 2017 was worth $14.5 billion.  
These numbers represent an increased adoption 
and demand for wellness products and services, with 
immense room for growth still remaining. No one has 
any idea where the ceiling lies for any area of China’s 
unprecedented economic growth. Looking at the 
current state of wellness in China, it seems that the 
current market is rather fragmented with different 
notions of health, reflected in spending decisions 
and lifestyle choices, that differ from the West. Local 
companies are gaining traction but international 
brands in the health and wellness category are still 
leading the way. 

Chinese consumers still value the safety standards, 
quality assurance and general innovation that 
Western brands promise and are still willing to pay 
premium prices for them. This represents a perfect 
opportunity for Western firms to leverage their 
reputation whilst entering an enormous and growing 
market that values assured quality and innovation. 
Opportunus also regards China as a perfect market 

mobile users
800 mil

fitness apps
104 mil
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to enter for high price wellness technology firms, 
with the nation having the second highest number 
of high net worth individuals and a plethora of large 
companies to target in the B2B space.

China Daily, a centrally owned publication of the 
Chinese Communist Party, expects health and 
wellness product sales to continue to enjoy growth 
in the country throughout 2021 as consumers 
continue to make purchases that will improve their 
wellbeing. The publication also discusses that in 
terms of fast moving consumer goods, trusted and 
local brands have withstood the COVID pandemic 
better than smaller or foreign brands, halting the 
personalisation trend that was flourishing in the 
sector in recent years. Therefore, for example 
when food is concerned, Chinese consumers 
would rather shop closer to home, whereas with 
manufactured and high price items they may 
look towards Western companies. This is worth 
considering if you are planning to move your FMCG 
business into the nation. It is, inevitably, important 
to understand the market before expanding into it, 
to ensure a successful transition. Thus avoiding the 
mistake Starbucks made when entering Australia, 
disregarding their deeply important independent 
coffee culture, with an emphasis on their local and 
regular baristas, expecting a cookie cutter approach 
to work as it did with their transition into the UK.

On the whole, demand for wellness products and 
services is increasing in developing countries such 
as the aforementioned Brazil, China, Malaysia, India 
and South Africa and thus, there is substantial 
opportunity for wellness firms to leverage their 
existing proficiencies and reputations overseas in 
nations that perhaps are not yet developing such 
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technologies. It is strange to discuss China as a 
developing country, with its status as the second 
largest economy on the planet, however, due to the 
sheer scale of the nation and its population, many 
parts are still developing, albeit at a rapid pace. 
This is of course exciting for commerce and 
inevitably presents a wealth of opportunity to 
leverage first mover advantage and the reputation 
of an established Western brand.

Driving this wellness boom in China is their growing 
middle class, which is on track to expand from 
the current 430 million to 780 million by 2025.  
Contextually, that number of middle class Chinese 
citizens would equate to more than the entire 
population of the US and the EU combined. This 
makes for some mind blowing numbers of people 
with disposable income, making it a place in which 
everyone with a FMCG business should be targeting 
for expansion. 

The generation born after the 90s, accounting 
for around 16% of China’s population today, is 
considered the new engine of consumption. Powered 
by their extraordinary levels of wealth, exposure to 
Western culture and digital fluency, they are expected 
to account for over 20 percent of total consumption 
growth in China by 2030. This makes the new, young 
and affluent middle class of the country the key 
targets for commerce in the nation. China’s middle 
class places a healthy lifestyle as a high priority 
and sees this as the definition of a good life. Over 
70 percent exercise regularly, purchase organic 
food and strive to achieve a daily work-life balance.  
McKinsey highlights that consumers in China, 
especially the young, are becoming more prudent 
and health conscious as one of their five key trends 

2021

2025

430 billion

780 million
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within the nation.  

 The aforementioned educated, affluent and globally 
minded younger Chinese generation had never 
experienced a domestic economic downturn prior 
to COVID-19. The virus has thus forced them to 
think harder about spending, saving, and trade-
offs in purchasing behavior. Importantly for the 
context of this report, McKinsey has found that 
Chinese customers are now seeking better quality 
and healthier options. More than 70% of their 
respondents in the COVID-19 consumer survey 
stated that they would continue to spend more 
time and money purchasing safe and eco-friendly 
products, while three-quarters want to eat more 
healthily after the crisis. Research also indicates that 
the pandemic has triggered a flight to quality among 
consumers keen to ensure that they obtain safe and 
healthy products, empowering companies that offer 
such benefits, creating tremendous opportunities for 
wellness businesses.  

Aside from FMCG, China’s consumption power 
is also pronounced in the luxury segment, where 
Chinese consumers accounted for 32 percent of 
global consumption in 2018, and are expected to 
account for 40 percent by 2025. This further affirms 
our point, that China is a perfect target market for 
those with wellness technologies and services at 
a higher price point, able to target both high net 
worth individuals and businesses looking to improve 
wellbeing and wellness among their staff. Whilst 
Chinese firms do not have to wrestle with external 
public relations and ESG ratings like American firms 
do, there is still considerable opportunity in selling 
wellness technology to spas, real estate developers 
and even businesses that wish to attract the best 

of people would 
buy more eco 
friendly products

want to eat 
healthier

70%

75%
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talent by investing in top level wellness tech for their 
workplaces.

Further driving the wellness revolution in China is the 
flourishing female consumer economy. This is driven 
by an increase in income level, broader exposure, 
and changing roles and values. Eager to travel abroad 
and engage in healthy lifestyles, women are leading 
the wellness consumption trends in China. Aside 
from fueling the fitness craze and contributing to 
double-digit growth in health supplements, women 
are overtaking men when it comes to independent 
travel.  Furthermore, the Chinese government has 
also implemented the ambitious “Healthy China 
2030” initiative to showcase its commitment to 
preventing disease and improving public healt 
 and fitness. 

The Chinese Communist Party (CCP) of course 
plays an incredibly important role in absolutely 
everything within the country, so this initiative shows 
a commitment to accelerating this positive wellness, 
health and wellbeing trend in the nation. China 
suffers from an unsupported aging population as a 
result of the one-child policy, record-high pollution 
levels, growing obesity rates and a heightened level 
of progressive and serious illnesses.

3 million new cancer diagnoses and 
2.2 million cancer deaths each year, 
compared to 1.6 million and 600,000, 
respectively, in the US.
Diabetes has an overall prevalence of 11 percent, 
while another 36 percent of the population has a pre-
diagnosis alongside exploding cancer rates and an 
ailing healthcare system buckling under the pressure 
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of around 1.4 billion people. Thus, such policy is a 
necessity as the government hedge against these 
impending problems.

The targets set out by the CCP’s initiative include 
some ambitious goals, including having 530 
million people take part in physical exercise on a 
regular basis in order to extend China’s average life 
expectancy to 79 by 2030.  This centrally dictated 
change of attitude will inevitably skyrocket the 
demand for wellness products and services in the 
country. This fascinating situation means that China 
can truly be a testing ground for new products, 
new consumer engagement models, and even new 
business models. 

An example of taking advantage of this increase in 
demand for at home wellness and fitness services 
is the success of the Chinese workout app, KEEP. 
The firm launched hundreds of livestreams featuring 
key opinion, everyday consumers whose value lies 
in perceptions of reliability, trustworthiness, and 
independence, in order to bring wellness closer to 
home and reality for the average Chinese citizen. 
The app’s streams had people teaching yoga, 
collaborating with brands to promote in-home 
fitness tools, and hosting Q & A sessions on fitness 
topics such as postpartum body recovery. This 
push attracted 56 million views within a week, more 
than tripling KEEP’s daily active users compared 
with pre-pandemic levels. Furthermore their fitness 
coaches curated WeChat groups and managed daily 
training sessions, offering tips and guidance to attract 
new traffic and maintain user engagement during 
lockdown.  

This is further evidence of the emerging fitness and 

to take part in
regular exercise

530 
million
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wellness culture in the country and shows how an 
effective entry into the market can lead to incredible 
and rapid fiscal growth, characteristic of China’s 
unique economy in general. So, what lies ahead for 
this rapidly accelerating wellness economy? Here 
we will look at key trends that the Global Wellness 
Summit has indicated as shaping the Chinese market 
and contributing to its long term growth.
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As discussed before, Chinese women are becoming 
leaders in international tourism and outbound 
tourism from the country is only set to increase. 
In 2017, The China Outbound Tourism Research 
Institute (COTRI) recorded 145 million international 
trips taken by Chinese citizens, with only 7 percent of 
the nation holding a passport. As we gradually move 
past the COVID-19 crisis and international travel 
begins to open up, this number will certainly increase 
exponentially. 

In the short term, there is potential in investing in 
domestic wellness travel as the demand for domestic 
travel is rapidly approaching pre-pandemic levels in 
the nation. Hotel-occupancy rates and numbers of 
domestic flight passengers bounced back to around 
90 percent of 2019 levels by the end of August 2021.  
Borders remain closed for outbound travel, which 
means that domestic high-end leisure trips are 
booming in the country. This is of course positive 
news for those invested in spa businesses in the 
nation, with occupancy rates at luxury and high-end 
hotels back up at 85 percent of 2019 figures at the 
end of August 2020. 

On average, each Chinese traveler spends more 
per trip than tourists from any other country. As 
the number of passport holders continues to rise, 
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this number is expected to reach 200 million in 
less than two years.  This is exciting indeed and 
shows that outbound wellness travel is only set to 
grow as the Chinese travel market matures and 
demand increases. Perhaps in order to capture early 
outbound-travel demand, wellness travel players 
may benefit from tracking the development status of 
potential travel bubbles. It has been a tough time for 
outbound travel firms and perhaps for those offering 
wellness breaks, monitoring such travel availability 
could help kickstart their businesses.

Outbound travel is expected to deliver the most 
growth and revenue opportunity for travel operators 
and wellness firms in the long term, with Chinese 
consumers dominating and reshaping global tourism 
with their explosive growth and unique consumption 
habits. It is vital that wellness travel providers 
understand the changing demands of the Chinese 
tourist. As per the Global Wellness Summit, these 
tourists are eschewing the long-established shopping 
and sightseeing tours and are now more focused on 
authentic experiences. This presents a plethora of 
opportunities for providers to sell wellness-related 
activities, such as culinary exploration, outdoor 
recreation, gallery and museum visits, nature and 
ecological tours, beauty and spa treatments and hot 
springs. 

Interestingly, China has jumped from the eleventh 
to the third position in wellness tourism, with 70.2 
million wellness trips made in 2017 alone. On a final 
note, China also has a deep rooted culture regarding 
their own herbal medicines, meaning there is 
substantial opportunity to export this proud national 
culture to inbound wellness travellers. 

3rd
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In recent history, China has always emphasised 
a cumulative “sacrifice” for a greater China. This 
mentality is in part why their unprecedented 
economic growth was able to occur. However, with 
this mentality the work culture in the nation is rather 
extreme, inevitably leading to increased stress 
levels and anxiety. To combat this, many Chinese 
workers have started to embark on spiritual quests 
to question their purpose in life. This has led to an 
upward trend in traditional arts, cultural practices 
and philosophy in a bid to relieve stress and achieve 
emotional wellness. Further practices include 
calligraphy, authentic tea rooms, temple getaways 
and bookstores set up to bring people together with 
education in mind. Savvy wellness firms can take 
advantage of this emerging demand and introduce 
these mindfulness and wellness orientated offerings 
into their services.
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With the government pushing for greater physical 
fitness in China, there is of course an increasing 
uptake in physical activities. Whilst the older 
generation still prefers traditional martial arts, such 
as tai chi and qigong, the younger generation is keen 
on a variety of different fitness activities, ranging from 
dance, spin, yoga, pilates and boxing.

It was estimated that the sports industry in China 
would likely top $436 billion in 2020. In addition to 
this, as per the Australian Ministry of Sport, The 
General Administration of Sport (GAS) of China 
and China’s National Development and Reform 
Commission (NDRC) are working to launch a 
government-supported sport industry investment 
fund, aimed at boosting sport-related businesses and 
brands across China as the country continues their 
efforts to become a global sporting powerhouse.   

This in turn will create substantial opportunities 
for Chinese entrepreneurs to continue to develop 
new wellness companies and to accelerate the 
market to maturity. The nation already has a 
variety of successful fitness apps, such as KEEP 
and alternatives Yodo Run and Codoon, each with 
around 80 million users. Finally, Beijing is to become 
the first city to host both the Winter Olympics and 
the Summer Olympics, when the snowy games fitness app isers

million
80
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arrive in 2022. This is all part of the governmental 
push to make Beijing one of the world’s sporting 
centres whilst the centrally implemented sporting 
incentives, urging the population to strive for greater 
fitness is inevitably leading to increases in sporting 
participation. In response to this consumer demand, 
disruptor brands are making physical exercise more 
accessible, affordable and customisable, for instance 
the Chinese brand Supermonkey are offering 24/7, 
pay-as-you-go access to their 50 square meter, cube-
like gyms in multiple central locations. 
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China is home to a rather mind blowing number of 
large cities and urban areas with more than fifty cities 
having over two million residents. Thus, problems 
such as overpopulation, endless construction, 
traffic congestion and pollution are commonplace. 
Therefore, in order to protect the mindfulness and 
wellbeing of their citizens, it would be expected 
that going forward a trend of emphasising wellness 
design and architecture to hedge against the long 
term impacts of these urban problems is inevitable. 

At Opportunus, we are excited at the potential for 
wellness real estate projects for our clients. As cities 
grow and evolve, it is in human interest to ensure 
they are made to be liveable and developed with 
mental and physical wellbeing in mind. There is 
thus, substantial business opportunity lying within 
wellness-oriented construction planning

and design and even B2B consulting, developing 
environments that are beneficial to people’s 
livelihoods. In China, Italian architect Stefano Boeri is 
taking the lead. He recently unveiled the revolutionary 
masterplan for the 175-hectare Liuzhou Forest City in 
the mountainous area of Guangxi. The development 
features high-density housing and office skyscrapers 
with smog-consuming facades covered by nearly 
40,000 trees and one million plants of 100 different 
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species. This massive project aims to offset the 
high levels of pollution in the surrounding area with 
Guangxi neighbouring the Guangdong province, 
home to the enormous Guangzhou and Shenzhen 
metropolitan area that is also in close proximity to 
Hong Kong. This is an immense wellness orientated 
project and shows that enormous amounts of capital 
are being invested in substantial environmental 
wellbeing projects.
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From the world’s second largest economy to the 
world’s largest, the United States of America is a 
global leader in just about everything and wellness 
is no exception. The US leads the world in wellness 
lifestyle real estate development, accounting for 
almost half the projects in the global pipeline. They 
are also the largest workplace wellness market in 
the world since employers are conscious of both 
productivity and healthcare costs. Their wellness 
travel market and spa industries are also enormous 
and continue to grow steadily.  

The United States is the most mature wellness 
market on the planet, followed by Germany and 
the United Kingdom, so we are sure that every 
business has their eyes on expanding or starting 
their business in the nation, but it is important to 
acknowledge that being the most mature market 
means there is a greater level of competition. Being 
the most developed market also means there is less 
opportunity to leverage first mover advantage and 
the existing reputation of a brand. However, business 
leaders should not be discouraged from entering this 
market because of established competition, there 
is of course incredible economic opportunity for 
firms if they can get a foothold in this market across 
absolutely every segment. 

3rd
2nd

1st
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As previously mentioned, it is important to 
understand differing consumer priorities in the new 
markets one enters. For instance, as per McKinsey’s 
wellness survey consumers in Brazil and the United 
States tend to be most interested in mindfulness, 
whereas those in China and the United Kingdom tend 
to value nutrition.  Interestingly, data indicates that 
respectively, the share of online wellness spending 
in Europe and the US trails that of China and Japan, 
suggesting consumers appreciate the value of 
bricks and mortar and human interaction when it 
comes to wellness. However, we believe there will 
be an interesting opportunity to activate potentially 
untapped wellness e-commerce spending further in 
the United States and Europe. 

Perhaps to succeed here, businesses will have 
to increase their personalisation features, going 
out of their way to substitute a sense of being 
looked after that an expert in a physical store 
would provide. A perfect example of this digital 
personalisation and expertise being deployed 
effectively is on Deciem’s “The Ordinary” website. 
Users are prompted to fill in a form, detailing their 
skincare needs, with their algorithm providing a 
skincare routine tailored to the user. This engages 
the website user with the firm and conveys the 
sense of a targeted service. We would suggest that 
a feature like this would potentially convert many 
of the American and European consumers that 
prefer to make their wellness purchases in store to 
place an order online. Further affirming our view, 
Brian McNamara of Glaxosmithkline has recently 
discussed with McKinsey about how he also 
anticipates an acceleration in wellness e-commerce, 
acknowledging that there is “lots of room for growth”.  
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Wellness tech has also seen success in more 
mature markets such as the US and UK, for instance 
mindfulness apps like Calm and Headspace have 
made incredible progress with the two tech firms 
raising over $400m in venture capital between 
them and amassing enormous user bases. These 
tech firms incorporate meditation and build on the 
general desire for better sleep, one of McKinsey’s 
key wellness dimensions, to allow users to carry a 
wellbeing solution with them everywhere they go. 

Another interesting wellness tech firm is the Chicago 
based app, Hallow, which builds on Catholicism 
and blends elements of general mindfulness, 
meditation and better sleep into their service. This 
app’s approach to wellness is in a similar vein of 
thought to the Chinese trend of building on deep 
rooted culture and spirituality with wellness as an 
overarching goal. As we previously discussed, many 
Chinese wellness travel companies are finding 
success organising trips to spiritually significant 
temples and monasteries, with the goal of easing 
stress, promoting mindfulness and getting citizens 
more in touch with their nation’s culture. Hallow 
aims to offer a more digital native delivery method of 
religion for a generation in the western world that is 
increasingly losing touch with their religion. The app’s 
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success displays that wellness is not a one size fits all 
product. Wellness can come in many fashions and its 
definition can mean very different things for different 
people, whether that be a kale smoothie on the way 
to a health and fitness club or a morning prayer and 
meditation session. This sentiment is affirmed by the 
general desire for personalisation in mature, Western 
wellness markets. 

As per McKinsey’s research, in the United States, 
the United Kingdom, and Germany, more than 
88 percent of consumers report prioritizing 
personalisation as much as or more than they did two 
or three years ago, whereas in emerging markets, 
particularly in Brazil and China, they prioritise privacy 
at the expense of such personalisation features.  
This is also a contributing factor to why the Chinese 
wellness market has a greater percentage of online 
sales as opposed to the United States’ market, where 
personalisation and service is valued more. 

The CEO of the Consumer Healthcare Products 
Association, Scott Melville told McKinsey that 
wellness has evolved from an emphasis on treatment 
to an emphasis on prevention, with a huge rise in 
consumers wanting to take charge of their health. 
Technology seems to be a driving factor in this, 
with consumers accessing more information than 
ever before, being empowered to make choices 
about their own healthcare, whereas in the past 
perhaps they would have relied upon their doctor 
to make such choices for them.  This trend has 
also been accelerated in the wake of the COVID-19 
crisis, prompting people to take a far more proactive 
approach to their health. The CEO of Dutch grocery 
firm, Ahold Delhaize, that serves around 54 million 
shoppers each week in the United States, Europe 
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and Indonesia, discussed with McKinsey about how 
their business has prioritized employees’ mental 
health and leveraged digital personalization tools 
to help consumers make healthy and sustainable 
food choices.  Thoughtful food choices are often 
a consumer’s first entry into the wellness market 
and as per Global Newswire, in 2020 the health and 
wellness food market in the USA was estimated at 
$221.2bn, with the country accounting for a 28.94% 
share in the global market.  Further research also 
indicates that people are reading a lot more into food 
labels, and this is only expected to continue. Across 
the board, people are looking to reduce sugar intake 
and to make more sustainable food choices. As per 
McKinsey, about 35 percent of consumers in the 
most developed wellness markets of the UK, USA 
and Germany are drinking plant based milk at least 
some of the time, and half of them started last year. 

A rather seismic change, indicative of a trend that 
is likely to continue. Of course, better nutrition has 
always been a part of wellness, but now consumers 
appear to be demanding that food not only tastes 
good but will also help them to accomplish their 
wellness goals. McKinsey’s research also indicates 
that more than a third of consumers around the world 
report that they “probably” or “definitely” plan to 
increase spending on nutrition apps, diet programs, 
juice cleanses, and subscription food services over 
the next year.  Therefore, Opportunus is excited 
regarding the ever growing opportunities in the 
health and nutrition sector, particularly in the United 
States, for our wellness clients.

In addition, since the US leads the world significantly 
in workplace wellness, with 54% of the workforce 
having access to some form of corporate wellness, 

54% of the US
workforce have access
to corporate wellness
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we are excited by the B2B opportunities for our 
partners in this market niche. As previously touched 
upon, since employers bear the majority of the brunt 
of US healthcare costs, it is in corporate interest 
to invest in long term wellness projects, keeping 
premiums down and most importantly, keeping 
workers healthy and happy. In terms of workplace 
wellness expenditure in the United States, it was 
estimated at more than $15 billion in 2017, as per 
The Global Wellness Institute and there is plenty 
room for growth. North America also leads the world 
in wellness real estate projects, such projects include 
master planned communities, multi-family housing, 
urban districts, resort and spa based real estate, and 
various other types of projects. 

Around the world, there is rising consumer interest 
in extending our wellness experiences from our 
vacation destinations and leisure activities to our 
homes and everyday lives. Looking at all the metrics, 
it would appear that the US will be the first place 
to see widespread adoption of wellness design in 
residential and corporate real estate projects, as they 
currently lead the line in both workplace and real 
estate wellness. Therefore, as we have mentioned 
throughout this report, Opportunus sees significant 
opportunity for B2B wellness design consulting, 
working with constructors to make the most livable 
and desirable residencies in our increasingly 
urbanising world, especially in the United States.
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India, the world’s most populous democracy, is truly 
a rising economic powerhouse and is expected to 
overtake China as the world’s biggest population in 
2028. The nation has made tremendous strides in 
combating absolute poverty since the 2000s but the 
COVID-19 crisis is sadly temporarily threatening the 
nation’s progress.  Nevertheless, as per Statista, the 
health and wellness market in India was estimated 
at $9.58bn in 2019 and is forecast to reach $15.91bn 
by 2023.

This makes the country an enticing target for 
commercial wellness expansion. Firstly, India is by 
far the nation with the most vegetarians on earth with 
approximately 38% of the country being meat free, 
seeing one of the lowest rates of meat consumption 
on the planet. The impetus for this is deeply cultural, 
with vast swathes of the country living the ancient 
Indian principle of ahimsa, a key virtue in the dharmic 
religions that dominate the nation, meaning total 
nonviolence towards all forms of life. This in turn 
means there is a profusion of opportunity to sell 
vegetarian food with wellness at its core in the vast 
and diverse nation. 

Sadly, India has been hit especially hard by the 
COVID-19 pandemic and this has of course 
highlighted to people how important immune 
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defences are. As per The Financial Express, the 
crisis has served to further accelerate the health and 
wellness market in India, despite the country already 
being a key market in Asia. The Federation of Indian 
Chambers of Commerce & Industry (FICCI) estimates 
the industry to be worth around Rs490 billion, or 
$6.58bn (exchange rate forgiving). Motivations for 
this growth include a rise in disposable incomes and 
the entry of private-sector investors in the wellness 
market. However, the most important catalyst is the 
paradigm shift in people’s attitudes towards health, 
with Indians starting to value preventative actions as 
opposed to relying on a cure. According to Numb 
Research, an Indian market research firm, India’s 
443 million millennials spend an average of Rs4000 
($53) per month on health and wellness services and 
products. Further to this, there is a governmental 
push towards developing new models for health and 
wellness that are rooted in traditional Indian medical 
knowledge. Modi’s administration has moved to set 
up the Ministry of AYUSH (Ayurveda, Yoga, Unani, 
Siddha, and Homoeopathy). This is indicative of a 
move towards boosting the health and wellness 
market in India and a similar pattern to the embracing 
of national culture for health and wellbeing that we 
are seeing in China. 

Furthermore, similarly to China, there is an 
astonishingly high level of diabetes in India with the 
country particularly struggling with a pre-diagnosis 
problem, a contributing factor to the deadliness of 
COVID-19 in the nation.

Considering all of these factors, India 
is quickly becoming a key market for 
wellness companies to target.
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The Financial Express forecasts a surge in demand 
for wellness services and for these providers to 
develop a high level of consumer-centricity and 
customisation, much in line with McKinsey’s forecast 
for the entire industry. 

In a detailed report, profiling the health and wellness 
sector in India, FICCI exclaims that wellness is a deep 
rooted concept in the nation, stating that the concept 
has been around since ancient times. Furthermore, 
they reveal that traditional medicinal and health 
practices like Ayurveda and yoga have propounded 
the concept of mental and bodily wellness, with 
most of the ancient wellness concepts having largely 
focused on the basic needs of an individual within the 
need hierarchy, namely a focus on health, nutrition 
and relaxation.  

These factors all contribute to making India an 
attractive destination for one’s wellness firm 
to expand, especially since the country has a 
predisposition to both vegetarianism and wellness 
itself. A successful expansion strategy with India 
may include a similar approach to some of the 
Chinese success stories found intertwining deep 
rooted cultural significance with the pursuit of 
general wellness. This may include building on the 
dharmic religions that are prevalent throughout 
India, just as China has begun integrating temples 
into their domestic tourism offerings or shaping 
offerings around ayurvedic medicines and yoga 
just as Chinese firms are capitalising off their 
culturally significant herbal medicines. Coupled 
with wellness being a lucrative sector for tourism, 
the Government has also taken an active interest 
in promoting wellness activities like yoga among 
people, with special classes among school children 
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for overall holistic development. This is a similar vein 
of thought to China’s central fitness plan. Distributing 
governmental funds to invest in a healthier population 
long term.

Interestingly, the Global Wellness Institute also 
reveals India to be a key wellness real estate market, 
ranking 6th in the world only behind; The US, China, 
Australia, The UK and Germany in 2017. The GWI also 
reveals that their surveys conducted in the United 
States, United Kingdom, India, and China indicate 
strong consumer demand for real estate wellness, 
with a range of 30% to nearly 90% of surveyed 
consumers indicating a willingness to pay extra for 
a healthier home.  

There are similarities between the two most 
populous countries on the planet in terms of their 
development, however China’s market is more 
mature. The latter has a rapidly growing number 
of projects in the pipeline, and the most populous 
country on earth is poised for robust growth, 
driven by its growing middle-upper class and rising 
concerns about unhealthy urban pollution and 
sprawl. India is definitely positioned similarly for 
strong growth but isn’t so far along compared to 
China in terms of its development pipeline. Across 
the entire Asia and Pacific region, wellness-focused 
projects include luxury highrises and co-living-style 
projects in urban centers, suburban master-planned 
developments and high-end resort-based homes. 
Looking at such projects, it is interesting to consider 
that India has a large gated community culture in its 
most important commercial cities like Bengaluru, 
Mumbai and New Delhi. A clear representation of 
the serious wealth inequality within the nation. 

30 - 90%
would pay extra
for a healthier home
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Whilst wellness should always be a people first 
movement, irrespective of social class, there is 
substantial opportunity for firms with all varieties of 
products and services to gain a foothold in the Indian 
market. Healthier and sustainable food choices, 
gym memberships, mindfulness exercises are all 
accessible for those of all social classes, whereas 
more niche firms exporting high tech wellness 
equipment can find contracts with prestigious real 
estate developers to develop advanced wellness 
solutions for luxury homes, adding an extra selling 
point. Overall, Opportunus are excited by the wealth 
of long term opportunities that expanding to India can 
accrue for our clients in the wellness sector.
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We have discussed in depth the most mature 
wellness market on the planet, the United States, but 
have neglected two other wellness superstars in the 
UK and Germany. Both of these Western European 
nations perform well across the board in most 
wellness niches and present solid areas of expansion 
for any wellness firm that is not yet operating in 
Europe. The only reason for not discussing these two 
nations in more depth in this report is that they have a 
similar level of maturity to the United States with just 
inevitably a lower overall market size, resulting in less 
interesting data to analyse. 

A more interesting Western European case, 
however, is France. The nation neighbours both 
of the aforementioned mature European wellness 
markets and has a very similar economy to the 
United Kingdom in terms of both population and 
GDP, yet they lag behind in terms of wellness market 
penetration. Whilst France does not perform badly 
whatsoever, ranking third in Europe in terms of 
fitness market revenue, they only account for 9% of 
the entire European market, whereas the UK and 
Germany each account for 20%. Interestingly, Spain, 
a significantly smaller economy and population 
to France, accounts for 8% of European fitness 
revenues. Thus, here at Opportunus, we are 
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interested in the untapped potential of the French 
health, fitness and wellness market and look forward 
to researching this potential opportunity further. 
Interestingly, the French hospitality giant Accor have 
released an official whitepaper about wellness and 
how they plan to incorporate it into their ecosystem 
going forward.

Other lucrative markets include, 
unsurprisingly, Japan, the world’s 
third largest economy that is home 
to over 120 million people.
The East Asian nation is one of the top spa 
economies, along with the US, Germany, China and 
France and ranks second in the world for access to 
workplace wellness, only behind the United States. 
Japan is also the fifth most popular wellness tourism 
destination but has experienced stagnant growth 
compared to other asian nations such as 
The Philippines, Vietnam and Malaysia, simply 
because Japan’s wellness market is already rather 
mature, compared to that of the emerging markets 
across the continent. South East Asia in general 
provides an exciting opportunity for wellness 
expansion, considering its vast tourism appeal and 
deep rooted spa culture in nations such as Thailand. 

Overall, nations such as Japan and South Korea, 
with more developed economies and more mature 
wellness markets provide safer bets for wellness 
expansion and present opportunities for the sale of 
higher end wellness technology. Whereas, nations 
such as Vietnam and The Philippines represent less 
mature wellness markets that are benefiting from 
increased tourist appeal with the chance for enticing 
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long term success if businesses can get a foothold 
in the market. Finally, central Europe also seems to 
be a potentially lucrative destination for wellness 
expansion. Nations such as Poland and Czechia, both 
experienced double digit growth in wellness travel 
in 2017 as the two nations continue to be extremely 
popular European tourist destinations.
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Wellness is becoming an increasingly pertinent 
concept, as the consumer market continues to 
mature across the world. Whilst the developed 
economies of North America, Western Europe and 
Oceania lead the line for wellness spending and 
development, there is a plethora of opportunity for 
businesses to gain a foothold in emerging markets 
as consumer wellness continues its impressive 
growth. Wellness can look different across the world, 
whether that is acai bowls in Curitiba, catering to 
the consumer demand for healthier eating in Brazil 
or a vacation to a temple in Yushu in the sparsely 
populated Qinghai province of China, tapping into 
deeply historic and cultural facets to provide wellness 
experiences in the nation. Thus, we urge our clients 
to be adaptable. Such is the nature of a rapidly 
expanding and developing market, opportunities 
can emerge quickly and agile firms will be the best 
equipped to extract value. These opportunities can 
look different depending on the life stage of a nation’s 
wellness market. For instance, in a mature wellness 
market like the United Kingdom, businesses investing 
in healthier working environments and monitoring 
their ESG scores as they target funding from a US 
investor, may look for wellness consulting services, 
whereas a luxury residential development in a 
rapidly developing technological city in India such as 
Bengaluru or Hyderabad, may look to purchase high 
tech wellness equipment such as oxygen pods, to 
attract wealthy clientele to purchase their real estate. 
Therefore, at Opportunus, we are fascinated by the 
dynamic global wellness market and look forward 
to working with our clients in the sector to activate 
their opportunities and accelerate their growth going 
forward.
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