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HEALTH & 
WELLNESS NEXT 
PRACTICES:

Are you looking backwards, based on historical consumer spending, or are 
you looking forward? Best practices only allow you to do what you have 
done, only a little better. It’s an evaluation of your customer yesterday, and 
your competition today. By jumping into the next level up to next practices, 
you’re taking a leap of creating new possibilities and driving innovation with 
sustainable growth and a setting up a trajectory of profit.

“ While you continue to pedal the bicycle of today’s business 
model make sure that no less than 10% of your time and 
resources is dedicated to exploring new business models.” 
– Susan Kaplan, Founder, Business Innovation Factory

The floodgates of innovation are upon businesses today. Game-changing 
ways of delivering new ways to engage with the consumer, and help them on 
their journey, happens daily. The challenge for retailers and manufacturers 
alike is to take the principles behind those motives, try new things, 
understand the risks associated, test and learn, then implement. The 
ultimate payoff could be huge as you enhance your customers experience.

Don’t be stuck in the world of benchmarking.

The next practices identified in this report will help you take advantage of 
the health and wellness movement as you start with the “tensions” that 
your consumers are dealing with. Address the barriers as they relate to your 
organization and meet them head-on. This analysis began with gaining a 
deeper understanding of how the shopper shops, and has concluded with 
the 4 C’s that represent your roadmap for the evolving health and wellness 
consumer, and making your store or brand a destination.

“ The imperative always follows the indicative. 
For consumers to change behavior they must have 
the motives, means and messages to do so. That 
is the essence of the opportunity for our trading 
partners.”

› Pricing Variety

› The Goldilocks of Pricing

COST

MAKE IT VALUABLE

CONVENIENCE

MAKE IT EASY

›  Destination Health and wellness

› New Assortment Principals

› The Omni-channel Experience

› Product Transparency

› Seeking Simplicity

› Breaking through the noise

CONFUSION

MAKE IT SIMPLE

› Emotional Connections

› No one size fits all

› Motivations and Incentives

COMMITMENT

MAKE IT MINE
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