WELLNESS WISDOM
Paradigm shift in health management

H

ealth and wellness has
changed over the years into
a more holistic approach
that encompasses one’s mind, body
and emotion. We are adopting
a comprehensive 360o self-care
approach that goes beyond simply
treating illness and disease. We
engage in much more proactive
management and active control of
our overall wellness as well as monitoring it closely through apps and
wearable technology. ‘Knowledge is Power’ and like never before we
are investigating symptoms online and attending health seminars by
experts such as Dr Libby. This desire to promote overall wellbeing
is influencing consumers’ purchasing behaviours when it comes to
brands, products and experiences.
As we strive for the best health outcomes possible through how
much we exercise, sleep and what we eat, we also supplement
our nutrition with natural medicines. As a first line of defence,
approximately 32% of us are taking Over-the-counter (OTC) medicine
when we initially feel unwell. However, we are now starting to see
that just as many of us start eating more healthy food (31%) or take
Natural Health supplements (30%). This approach is notably more
popular amongst the younger generations (18-34 year olds) with 50%
engaging in one of these activities compared with only 35% of over 55
year olds1.
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Natural Health supporting wellness
Natural Health Medicines are one of the founding tenets of the Health
and Wellness market. Natural Health is the largest category within
the Patent Medicine department in Grocery with $85 million in sales
(MAT to 03/03/19). The category is the largest contributor to overall
department actual value growth (responsible for over 61% of growth),
increasing +1.6% compared with the previous year. Across the top 10
Natural Health segments in Grocery, seven are in growth2.

Top Natural Health supplement trends for
2019-2020
Key local trends match what we are seeing globally in the
wellness space.

• The Mind
Supporting the mind
as much as the body
continues to be a strong
trend as it is seen as
critical for overall
wellness - whether it is
supporting sleep, stress
and anxiety, or optimising brain performance.
Sleep is the fastest actual value growth segment in Grocery Natural
Health (+40.1%)2, while in the USA, Sleep & Mood is the fastest actual
value growth segment at +17.0% (adding an additional US$70 million)1.

[ feature ]
Sleep is a hot topic globally
as we increasingly understand
its broader benefits for brain
function, emotional wellbeing,
physical health, performance and
safety. It is therefore no surprise
Magnesium is the second fastest
actual value growth ingredient
(+9.9%)2.
Products that address issues
such as brain fog, poor memory,
anxiety, cognitive function, and
lack of focus are also predicted
to see growth. The Brain segment
is the second fastest actual value
growth segment in the USA at
+33.1% (adding an additional
US$31 million) and is emerging
in New Zealand Pharmacy1
whilst marginally down in
Grocery (-0.7%)2.

• Beauty-from-within
A strong and growing trend
that is built on the idea that
beauty is as much about what
you consume as what you put
on the surface. In New Zealand
Skin, Hair, and Nails is the
fourth fastest actual value growth
segment (+20.9%)2, Beauty is the
fourth growth segment in actual
value in the USA (+14.3%)1.
Inner beauty products,
particularly including Collagen, are coming into the spotlight with
value growth +68.8%2. We can expect to see further growth in this
segment together with better-for-you, non-toxic beauty personal care
products as part of the larger wellness movement.

• “All Disease Begins in the Gut” – Hippocrates
Gut health is a prevalent and growing concern for New Zealanders.
The Digestive Natural Health segment in Grocery is the sixth fastest
actual value growth category in Grocery this year (+3.7%), on the
back of an exceptional year last year (+21.5%). Probiotics is the fourth
fastest actual value Natural Health growth ingredient which increased
+12.2%. Probiotics and Apple Cider Vinegar that sit within the
Natural Health Digestive segment contributed largely to value growth.
Apple Cider Vinegar, however combined across both Shelf Stable
Vinegar and Natural Health is down almost $100K.2
Wellness is broadening and categories are blurring as we are
increasingly engaged with food and beverage led prevention and
healing. The recent Auckland food festival Ferment! highlights the
increased interest in fermented foods and this is translating into
growth across a wide range of products including - Broth +134.6%,
Sauerkraut +64.6%, Kimchi products +46.0%, Kefir products +35.7%,
Ghee +27.5%, Gherkins +13.2%, Miso Soup +8.5% and Olives +3.7%.
However, we can’t forget Kombucha up a staggering $13.5 million
(+302.9%)! We are also seeing new developments in the Chilled Juice
and Drinks space with Probiotic and Apple Cider Vinegar drink lines
being introduced2.

• Ancient holistic health
The ancient holistic healing power
of Ayurveda medicine continues
its renaissance. Ayurveda’s
blockbuster botanical Turmeric
continues its growth trajectory
into the mainstream delivering
+183.3% which equates to +$1.2
million incremental dollars.
We are also seeing a wave of
adaptogenic ingredients such as
Ashwangandha, Aloe Vera, Zizyphus, Ginseng, and Maca delivering
growth in Pharmacy across New Zealand and Australia1.
Globally we expect people will skip having superfoods and move
straight to their active ingredient or mesonutrient to optimise our
wellness. Fuelling this is the likely increased availability of new
mesonutrients such as Bio-curcumin in Turmeric, Epigallocatechin
gallate (ECGC) in Green Tea, Berberines in Golden Seal and Saffronal
as the name suggest from the spice Saffron.

What are the key questions
we should be considering?
Shoppers want to be in control of
their wellness journey, encourage and
embrace their curiosity. How can we
engage, connect and support them?
How do we think creatively
about growth opportunities in other
categories, as wellness broadens and
categories blur - the competitive set evolves?
Can we offer emerging shopper segments the right solutions by
monitoring changing consumer beliefs, needs and values?

About IRI
IRI is a leading provider of big data, predictive analytics and
forward-looking insights that help CPG companies, OTC health care
organisations, retailers, financial services and media companies grow
their businesses. With the largest repository of purchase, media,
social, causal, and loyalty data, all integrated on an on-demand, cloudbased technology platform, IRI helps to guide its more than 5,000
clients around the world in their efforts to remain relentlessly relevant,
capture market share, connect with consumers, and deliver marketleading growth. A confluence of major external events — a revolution
in consumer buying, big data coming into its own, advanced analytics
and automated consumer
activation — is leading to a
seismic shift in drivers of success
in all industries. For more
information on IRI, please visit
www.iriworldwide.com.
1 IRI Natural Health Summit Report
2 IRI Market Edge (Grocery) New Zealand MAT
Value MAT to 03/03/19.
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