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A changing
consumer
landscape
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Understanding key consumer cohorts

%g Millennials Yo Generation Z

Born between 1981 and 1996 @ Born between 1996 and 2010

OF THE GLOBAL POPULATION

2 3 O/ Millennials are now the largest 7 O % 1 % %
O  adult cohort worldwide

Are involved Say they prefer Choose natural

in a social or realistic online foods to avoid

MORE FORMALLY political cause content artificial ingredients

Often referred to EDUCATED

as 'the wellness

generation® with this 4 OO ., Gen Z identity has been shaped by the
cohort exercising /O Q:o'. digital age, climate anxiety, a shifting

more, focusing on of people in the UK in < financial landscape, and COVID-19.

healthy eating and their 30s have graduated Known as ‘digital natives’ — The first
smoking less. from university. generation to grow up with the internet.

PWC voice of the consumer 2024 %E I Q \/ I /-\
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Uniting characteristics

Holistic health
The pursuit of health and wellness is a 24/7 commitment

Values matter
Highly socially aware and values driven

Tech savvy
The first generations to grow up with technology

IRL
Yearning for real-life, tangible experiences
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The evolving wellness paradigm

Optimal state
Poor health Neutral of well-being

MEDICAL PARADIGM WELLNESS PARADIGM

Feel better Thrive
Treat and cure illness Maintain and improve health S 4 -
@? Corrective Preventative 5=
Reactive Episodic ol Proactive
Professional responsibility Individual responsibility
Compartmentalized Integrated into life

Source: Global Wellness Institute, adapted from Dr. Jack Travis :-5 l Q \/ I /-\
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Creating a $6.3 trillion global wellness economy

Mental

- wellness
Traditional and $233b

complimentary Well
o n
medicine Wellness €liNess

$553b real estate tourism
$438b $830b

Personal care

and beauty
$1,213b

Public health, Workplace
prevention, and wellness

personalized $52b SIS

medicine _ $050
$781b Healthy eating,

nutrition, and Physical activity
weight loss $1,060b
$1,096b

Note: Numbers do not add due to overlap in sectors.

Source: Global Wellness Institute %E l QV I /_\

Considerations for Selfcare Innovation — June 2025
CONSUMER HEALTH



Meaning traditional category boundaries are blurring
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MEDICINE
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Innovation

In an evolving
consumer landscape




What do we mean by innovation?

The process of bringing about new It involves transforming creative

iIdeas, methods, products, services, concepts into tangible outcomes that

or solutions that have a significant improve efficiency, and effectiveness,
positive impact and value. or address unmet needs.
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Innovation in healthcare is an ongoing challenge

The failure rate
of consumer
targeted
Innovation

Considerations for Selfcare Innovation — June 2025

Strong differentiated
innovation is rare
in healthcare

6

Data to deliver
difference and claims
can be expensive
and/or high risk

Getting to market
can be a slow process
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Strategic options for innovation

Re-define the core brand BRAND BRAND

positioning and proposition REPOSITIONING EXTENSION
e.g. Listerine

Develop a new brand BRAND BRAND

in the prevention space CREATION ACQUISITION
e.g. Berocca

Considerations for Selfcare Innovation — June 2025

Broaden the franchise
to include a new product
or pillar

e.g. First Defence

Purchase a brand
that operates in

the prevention space
e.g. Persona
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A smart innovation mix Is required to be consumer relevant

Claims innovation

* New claims on package
* New indications

* New marketing claims

Physical product innovation

* New formulations

Selfcare

o Service innovation Innovation

* New ingredient / Combinations

« Digital solutions » Packaging / Sustainability
« DIY diagnostics

» Personalized offerings

Consumer-centricity and evidence is key: Benefits need to be meaningful and relevant
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Success criteria— Key issues to consider

Real life relevant

Maintain/Improve health
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Socially conscious
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Nespresso and
Vital Collagen
Bundling coffee and

Nourished

‘
tailoring a personalized

3D printed gummies

blend of micronutrients collagen to create a new
to a consumer’s morning ritual for skin, hair
individual health needs [ and nails support and
e healthy bones and muscles
Innovation
The What Supp Co l examples Randox Health
VMS patch delivery Home test kits for a range

of health issues from gut
biome health, hormone/
fertility health to breast
and ovarian cancer risk

system to support a
range of consumer
needs and conditions @
= |QVIA
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Socially conscious — Aspiring leaders in sustainability

CABINET HEALTH:

OTC medicines A US based B CORP on a mission to eliminate plastic by providing
a range of refillable medicines through Target, CVS &. Amazon.

SEED HEALTH

Probiotics A probiotic brand from a microbial sciences company that holds
sustainability at its core to improve human and planetary health.

WHO GIVES A CRAP

B CORP 100% sustainable/recycled toilet rolls delivered direct to your
door. 50% of profits donated to help everyone gain access to clean
water and a toilet

Personal hygiene

= IQVIA

CONSUMER HEALTH

Considerations for Selfcare Innovation — June 2025

15



Innovation — A recipe for success?

' 9,
£S€

Build distinctive
consumer relevant
brands
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Invest more in
fewer innovations

FiLSN

Invest in brand
specific, consumer
centric, experience-

led research

Build UNIQUE
‘personalized’ user
experiences that
enhance the journey

Explore digital
services, support
and partnerships

to build distinctive,
holistic solutions
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Innovation — A recipe for success?

Build UNIQUE ‘personalized’ user
experiences that enhance the journey

Explore digital services,
support and partnerships

P%’\Q“ " to build distinctive,

Invest in brand specific,
consumer centric,

experience-led research o _
holistic solutions

Invest more in
fewer innovations

Build distinctive
consumer relevant
brands

©
£Se
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Contact Us

Thomas Hell

Vice President, Germany —
IQVIA Consumer Health

thomas.heil@iqvia.com

Self-care Innovation and Market Trends — June 2025

David Gray

Head of Healthcare Brand Strategy -

IQVIA Consumer Health
david.gray@igvia.com

= IQVIA

CONSUMER HEALTH

19



	Slide 1: Considerations for Selfcare Innovation
	Slide 2: A changing consumer  landscape
	Slide 3: Understanding key consumer cohorts
	Slide 4: Uniting characteristics
	Slide 5: The evolving wellness paradigm
	Slide 6: Creating a $6.3 trillion global wellness economy
	Slide 7: Meaning traditional category boundaries are blurring
	Slide 8: Innovation In an evolving consumer landscape
	Slide 9: What do we mean by innovation?
	Slide 10: Innovation in healthcare is an ongoing challenge
	Slide 11: Strategic options for innovation
	Slide 12: A smart innovation mix is required to be consumer relevant
	Slide 13: Success criteria — Key issues to consider
	Slide 14
	Slide 15: Socially conscious — Aspiring leaders in sustainability
	Slide 16: Innovation — A recipe for success?
	Slide 17: Innovation — A recipe for success?
	Slide 18: Thank you
	Slide 19: Contact Us

