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SUBGROUP DEFINITIONS

GENERATIONS

* Gen Z:1997 - 2009

* Millennials: 1981 -1996
* Gen X:1965-1980

« Boomers: 1946 - 1964

FITNESS ENGAGED

+ Exercise/engage in physical activity, wear a fitness tracker, or use a
smartphone app to track physical activity

NUTRITION ENGAGED

+ Keep a log of food intake, take vitamins/minerals/supplements,
use a smartphone app to track diet, talk to friends/doctors about
diet, follow a specific diet, or read health food/healthy lifestyle
content

MINDFULNESS ENGAGED

+ Meditate, use a smartphone app to track mindfulness, practice
yoga to increase mindrulness/gratitude, set aside time for a
gratitude ritual or jounaling/lists for mindfulness or gratitude
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METHODOLOGY ting e s ko

QUANTITATIVE

* Online survey with continuous data collection of 1,000 U.S.

respondents per month, starting in July 2018
* Survey Length: 25 minutes
+ U.S.teens and adults, age 13 and older

* Nationally representative sample, balanced to U.S. Census targets

on age, gender, income, region, and race/ethnicity
* Questionnaire flow:

* General Health and Wellness

* Fitness Deep Dive

* Nutrition and Diet Deep Dive

Ly Sl Credit: Murphy Research ¢
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LIFESTAGE

Insert subheading text here
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Year over year a greater proportion of Gen Z are aging into adulthood. In 2024, the majority of
Gen Z are now adult consumers.

Gen Z Life Stage Sizing by Year
Among the U.S. general population aged 13+
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As a generation, Gen Z are in rapid transition between life stages. Compared to Millennials at the
same life stage, older Gen Z is much less likely to have children or to live with a partner.
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At 18 health engagement drops dramatically as most young adults become more responsible for
their own routines and diets. Throughout their 20s, Gen Z gradually rebuilds their health habits.

Gen Z Health Engagement by Age

Among the U.S. general population aged 13+
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While adults Gen Z’s health habits are overall similar to Millennials at the same life stage, a key sn“H
difference is that mental health plays a greater role for Gen Z and permeates their other health habits.

Early Adult Gen Z Compared to Millennials at the Same Life Stage

Significant from Millennials at the same life stage (aged 23-27)

EXEfCiSE fOf Mindfumess Improving Mental Health Is a Top Priority More Engaged WIth Eat Healthy to Il::);::rsl:tt)toe(:, Energy, Sleep,
Mindfulness

Millennials (23-27) GenZ (B-11) Millennials (23-27)

@
25% )1 79% 75%
Meditate Weekly+

GenZ (23-27) Millennials (23-27) §/
2% 30% N

Track Mindfulness Weekly+

52% 26%

GenZ (B3-27)

34%

Practice Yoga for Mindfulness Weekly+

&

Mental Health Is a Priority

GenZ (B3-27) Millennials (23-27)

36% 29% Eat for Energy and Mood
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KEY TAKEAWAYS

Gen Z are mostly adults now and in charge of their own habits and spending.

Gen Z are more engaged with health overall than millennials were at the same age.
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FITNESS
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For fitness, Gen Z is also focused on how they want to feel. They enjoy exercise and are willing to STATE 8¢ BBR NEALIH
spend money on it, perhaps driving greater utilization of gyms compared to Millennials at their
same age.

Gen Z Fitness Summary

Significant from Millennials at the same life stage (aged 23-27)

Gen Z spends more on fitness

They are much more likely to use

gyms than Millennials were apparel
Have a Gym Membership Avg. Annual Spend on Fitness Apparel
(Self-Reported)
18-22 23-21
18-22 23-21
41% 48% A\
$97 $115A

Money is much less of a barrier
for fitness than it is for nutrition

Will Spend More for Enjoyable Workout
Environment

From fitness, Gen Z is looking to
have fun and feel good

Primary Goal of Exercise is Having Fun®
18-22 23-21

54% 53%

B-1
51%

16-22
50%
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Gen Z genuinely enjoys exercise and values the emotional health benefits. Similar to nutrition, their
fitness style often centers on mental health and mood-focused elements.

Adult Gen Z Fitness Stats

Among Fitness Engaged

Significant from Millennials at the same life stage (aged 23-27)

42%

18-22
Look forward to Exercise relieves stress [ rely on my mood to Having fun is the primary
working out and improves mood assess my health goals goal of exercise
% strongly/somewhat agree % strongly/somewhat agree % much more/somewhat more Among monthly exercise participants

70 41%




Gen Z Exercise Locations - Weekly+
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Gen Z is willing to spend on fitness. Combined with the popularity of sneakers, this willingness STATE OF QUR NEALTH
translates into higher numbers of gym memberships and more frequent footwear purchasing
compared to Millennials at the same life stage.

Gen Z Fitness Spending
Amonag Fitness Engaged
. . . ' Significant from Millennials at the same life stage (aged 23-27) <
| Will Spend More to Workout in an Environment | Enjoy Has Gym Membership

% stronaly/somewhat agree 18-22 %27

18-22 22-21
0

| Always Look for the Highest Quality Athletic Clothing & Gear Purchase Monthly or More
% strongly/somewhat agree
a» &E»

16-22 &l Athletic Clothing ~~ 36% 4%
Footwear 31% 21%

© 0

Equipment 26% 21%
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Gen Z spends a lot on their fithess, most notably on athletic wear, which they spend more on than s
Millennials did at the same age. Fashion trends likely contribute to this difference.

Gen Z Annual Fitness Spend Gen Z Average Annual
Among Fitness Engaged Fitness Spend*
@ Sianificant from Millennials at the same life stage (aged 23-27) Among Fitness Engaged

W B2 H 37

@ 18-22

Home gym Athletic footwear  Athleticwearand  Sporting equipment  Gym/fitness studio Fitness classes Personal training  Digital fitness apps or
equipment fitness apparel memberships subscriptions




Motivation and time are the biggest barriers for Gen Z, and younger Gen Z is more effected by
experience-related barriers. Older Gen Z feel external demands more greatly.

Gen Z Fitness Barriers
Among Fitness Engaged

Significant from Millennials at the same life stage (aged 23-27)
H 52 B 37

Decreased barriers from 18-22 to 23-27 ‘ Increased barriers from 18-22 to 23-27

4% 40%
31% 31%
33%
W 309,
20%
18% 7% 17%

10%
8% .
lackof  Lackof energy Lack of time Lack of Lack of Lack of Lack of Lack of skills Do not find Family (areer Sodal Nothing, | am
motivation confidence progress  knowledge support exerse demands demands  obligations happy with my

enjoyable fitness and
exercise
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KEY TAKEAWAYS

GCen Z enjoy exercise & are emotionally connected to fitness.
Gen Z are willing to spend money on health & fitness.

Gen Z view fitness as a means to and end: Better health overall.
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Mindfulness has become a mainstream health habit. Today 1in 2 Americans engages in some form
of weekly mindfulness practice.

Mindfulness* Market Size
% mindfulness engaged
Among the U.S. general population aged 13+

205

2019 2020 2021 2022

49%

41%

012024

Significant from previous wave
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While mindfulness is a trend across all age groups, growth is most dramatic among Gen Z women.

Mindfulness Engagement hy Generation
mo019 W 2021 W Q12024

(hange since 2019 Change since 2019

54% - 51% 51% 55%

55% 50%

gy %

48%

41% 42% 39% a2 %

Total Gen Z Men Women Total Millennial Men Women
GenZ | Millennials

GenX = Boomers

(hange since 2019
’ (hange since 2019
50%

47% : 46%
40% g% 4% 39% 40% :
5% 3% 0% 3% 7% uy 3%
6%  24%

36%

Total Gen X Men Women Total Boomer Men Women




The interest in mindfulness continues to come from those already engaged with their health. sn““
Almost all mindfulness-engaged consumers are engaged with fithess or nutrition - typically both.

Total Wellness Market Size-2024 - »  Fitness and Nutrition Engagement
Among the general population Among mindfulness engaged

(not nutrition)

87% Engaged with mindfulnessand fitness  gngaged with mindfulness only 9 6 0/

4% ,
Engaged with mindfulness and of mindfulness-
nutrition (not fitness) 481,17 engaged Americans are
also engaged with
nutrition or fitness
13%
Engaged with mindfulness,
s : : fitness, and nutrition
Any Nutrition- Fitness- Mindfulness- None

engagement engaged engaged engaged
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Stress reduction is at the center of most consumers’ mindfulness benefits, a
specific and tangible benefit that helps them feel better day after day.

1%

68%

56%

56%

44%

42%

Mental health/stress
(net)

Positivity (net)

Mood/emotion
management (net)

Focus/acuity (net)

Relationships (net)

Physical health/pain
management (net)

Mindfulness Motivations
Among mindfulness engaged

Reduce stress/anxiety
Improve my overall mental health
Improve my sieep/help falling asleep

Feel better
Enhance positive emotions
Help me develop a sense of purpose/meaning

Help regulate my mood/emotions
Strengthen my seif-awareness
Increase my self-requiation skills

Increase my focus/attention
Leam to stay in the present
Strengthen my brain/cognitive processes

Improve my relationships
Develop empathy/forgiveness

Improve my physical health
Manage chronic pain

I 19%
I 46%
I 32%

=0l
 ———————
I /3%

I 36%
I 34%
I 1%

I 357
I 32
===

I 3.
I 7%

I 34%
I 18%

STATE OF DUR HEALTH

Mindfulness helps practitioners deal
effectively with everyday stressors, from
work to personal relationships.

(11

Mindfulness makes me feel like
whatever day comes before me, it’s
going to be great. Nothing is going
to bother me. | do it so that | can
feel this way.

—Jed, male, 38

I'm finding different ways to
regulate my mental health as well,
more effective ways of dealing with
everyday stress, like my job.

—Jeff, male, 41

Rather than me lashing out or being
upset at somebody, | can take that
thought and put it in a journal and
then have that conversation with
them later when we're both not
angry.

—Sasha, female, 23




Many consumers come to mindfulness on the advice of healthcare
professional, and religious leaders also play a significant role for many.

Spouse/partner

My own doctor

My parents

Mental health professional

My children

Other medical professional

Other dose relative

Mindfulness or health apps
Wellness practitioner (e.9., yoaa instructor, meditation teacher)
Book author, journalist, or podcaster
Personal trainer/coach

Online/social media influencer
(oworkers

(elebrities

Sources of Influence
% extremely/somewhat influential

I, 14%
Religious/spiritual leader NN 147

42%
friends | 40°%

. 39
39%
I 7
31%
I i
I
L ¥
I G
I 0%
L WA
A
I 3

Although often associated
with alternative healthcare,
conventional healthcare
providers are key
influences among
mindfulness consumers.

Significant change from 2021

STATE OF DUR HEALTH

Many are recommended mindfulness by a
healthcare professional to meet a
particular need.

| spoke to a doctor, and they told
me there is this option that helps a
lot of people with their anxiety. And
| thought that's something | at least
want to try. And | fell in love with it.

—Sasha, female, 23

| started [meditating] from the
recommendation of a therapist. It's
something | hadn’t thought of
seriously until she brought it up.
Mindfulness has helped me not get
bothered and irritated by these little
things.

—Jeff, male, 41
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THE CONNECTION

How Mindfulness Influences Health Habits
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While mindfulness is most closely connected to mental and emotional health, consumers also tie it
to physical health, particularly fitness. This is most pronounced among younger consumers.

Connection between Mindfulness and Other Areas of Life Mindfulness, Fitness, and Nutrition
% extremelyy/very connected % agree strongly/somewhat
Among mindfulness engaged Among mindfulness engaged

12% Mental/emotional health
68% Spirituality

Mindfulness helps me stay motivated to

meet my other health goals
Higher among Gen Z, Millennials

55% Fitness
51% Diet/nutrition

68%

Mindfulness has changed how | approach

fitness for the better
Higher among Gen Z, Millennials

Mindfulness has changed how | approach

food and eating for the better
Higher among Gen Z, Millennials




STATE OF DUR NEALTH

Because mindfulness is growing among those already engaged with health, we compared two
highly engaged groups to understand how the addition of mindfulness impacts fithess and nutrition.

\

~

Triple engagement is becoming a
Overlapping Engagement key characteristic of how

Among the U.S. general population aged 13+ Millennial and Gen Z consumers

approach health and wellness.

-

J

Triple Engaged

62%

54% 55% 571% 57% 59%

More likely to be:
Gen Z and Millennials
Hispanic or Black/AA
Parents with children in home

Engaged with 2%
Mindfulness + Fitness + Nutrition

Engaged with More likely to be:
Fitness + Nutrition Only Boomers
White
Married or living alone
2019 2020 2021 2022 2023 012024 No children in home

Significant from previous wave




Consumers who layer mindfulness onto fithess and nutrition engagement are more physically
active and more involved with their nutrition than even dual-engaged consumers.

Exercise Daily

41%

Triple engaged Dual engaged

Have Gym Membership

45%

Log Food Daily

\ L

19% 1%

Triple engaged Dual engaged

Triple engaged Dual engaged

LseFTzmess S #ﬂnzmﬁ%

Follow a Diet Daily

\ =

18% 8%

Triple engaged Dual engaged
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Overall HealthyLifestyle Attitude Agreement

. % agree strongly/somewhat
Triple engaged consumers are more

emotionally invested in their health Wi cgager ‘Wil tgaged

habits and optimistic about life. Ll 0
|eel like | am in control of my health - %
50

Despite feeling more stress, they are
more likely to actively manage it.

| am optimistic about my lfe - 1%

« Mindfulness consumers recognize that stress and

feeling overwhelmed are often what holds them My spirituality contributes to the quality of my life r T4%
back from their fithness and nutrition goals. 4%

« By building awareness and self-reflection,
mindfulness also helps practitioners recognize that Stress reduction is an important part of my life - %
when they don’t prioritize fitness and diet, both 53%

mental and physical health suffers Stress often prevents me from enjoying lfe - 54%
41%

Because of my busy lifestyle, | don't take care of I

myself as well as I should | 28%

|struggleto maintain a work-ffe balance R 36
. —

N 2
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Even compared to those engaged with both fithess and nutrition, adding mindfulness is related to
greater openness to experimentation with a focus on nutrition.

Nutritional Attitudes
Sorted by gap between triple and dual engaged

W Triple engaged ™ Dual engaged

| reqularly experiment with different eating _ 38%
philosophies [ 1%

I've recently changed my eating habits to
help me reach my health goals

I
| pay close attention to all of the ingredients [N 47

in the things | buy

I ;o
| love to experiment with the foods | cook B

52%

| make sure to have cheat days or cheat ¥
meals planned R

| am concerned about the nutritional value of — 68%
the foods | eat - EY

Difference

2%

25%

22%

20%

18%

14%

Health Approach

| stick to a tried- I'm always
and-true approach experimenting with
to health new health approaches

Triple engaged 62%

g L S 9%

I'm trying to change my whole outlook and try new things. I'm
not trving to be a picky kid. I'm trying to try everything.

—Roxanna, female, 52




Mindfulness consumers are much more likely to engage with fitness. Exercise and mindfulness have SIAIE OF BUR NEMTH
similar benefits, so for many consumers they are more closely connected than mindfulness and

eating.
Fitness Engagement and Mindfulness Today % SetltUp

% fitness engaged
e *  Morning ex‘erclsersgr.uoy how ﬂtpess;ets Bl g0 sut:and walk oniny own inithe
85% them up witha positive, energetic attitude. mornings, it'’s very quiet. It's easy to
Ti% «  Some combine mindful stretching with have a quick walk and feel great, it's
meditation for a boost to mind and body. peaceful.
—Jed, male, 38
(© Reset & Re-center
Among the USgen  Among mindfulness »  Mindful exercisers turn to fitness to , _ ,
pop engaged consumers transition from work to home It's a way to decompress. | like pushing
: myself and | feel like fitness gives you
»  They use exercise to work out small that. | like to see that progress.
By Generation irritations and stressors from the day. —Adam, male, 36

85% 84%
69%

8% 86%
L 1% 6%
I l . »  Exercise is great for rgleasmg stress, anger, it Baie s enbrass riveeliwhiorel can
and other tense emotions.

. _ really take my emotions and put it
GenZ Millennials Gen X Boomer «  Mindful movement in the evening helps toward fitness whether I'm angry or sad.
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Mindfulness consumers, regardless of age, are more invested in their fithess routines emotionally,
financially, and in terms of time, even compared to dual-engaged consumers.

B Tripleengaged M Dual engaged

Fitness is fun Fitness requires dedicated time Fitness is worth spending money on
% agree strong/somewhat % agree strong/somewhat % agree strong/somewhat

2%
A 64% 4% "
| 50% A 51% 49%
40% 7%
! ! ! . ] . ’

Exercise relieves stress/makes me | look forward to my workouts | get most of my physical activity | am very regimented about my | am willing to spend more money if | will spend more money to work
happier during specific times | devote to workout routine it helps me stick tomy fitness ~ out in an environment | enjoy
exercise routine

Outside of the look | just enjoy being It's also self-discipline just like | have a workout room at home -

active. It's always beneficial for my anything in life, just sticking to your that's my time. Where | live the gyms

mental health. It's always been a good goal. Everyone’s busy, so don't tell me are just too far away. Or the ones that

outlet for me too. you don't have 30 minutes to go the are close, the fees are a little bit high,
gym. and they don’t provide the equipment

—Lacey, female, 34 ; :
o ' that | like, so it's not a good match. I'm

very specific on certain equipment.

—Adam, male, 36

—Anne, female, 40
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KEY TAKEAWAYS

Mindfulness increases fitness & nutrition engagement,

Those who engage in mindfulness tend to view health more holistically, and thus
are more devoted to it.

The oldest Gen Z are still solidifying their health & fithess habits which leaves room
to harness their spending potential as they move into more stable life stages.

Gen Z view fitness as a means to and end:

s -



Key Takeaways

STATE OF QUN HEALTH

Gen Z bring a distinctive focus on mindfulness, mental health, and mood to how they approach both fitness and
food. They care about how products and behaviors make them feel in a way that is different from Millennials at
the same life stage.

The oldest Gen Z are still solidifying their habits in both fitness and nutrition, which leaves some white space for
harnessing their spending power as they move into a more stable life stage.

Younger Gen Z need fitness tools that help them build confidence and routines, especially in the transitional
years when many drop fitness. But as they get older, convenience-oriented solutions for external demands will

become more important.

In terms of nutrition, Gen Z want it all - quick, easy, tasty, nutritious - but also cheap. Gen Z needs inexpensive
meal solutions that can fuel the body and boost the mood.
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WHAT DOES THIS MEAN FOR THE GYM?

GCen Z are more health engaged at younger ages than previous generations.
They already connect fithess with health.

By engaging with fitness centers associated with healthcare organizations, they
can further connect fithess with overall health.

Connecting their fitness program with their overall health goals should be a
priority.

Personalization is expected by consumers in other realms. How can we bring that
to the fitness experience?

CAUTION: Will want to see other exercisers in their age range in a facility 2 need to
attract a population of younger exercisers.

Lermess . Stam
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WHAT DOES THIS MEAN IN THE GYM?

Strength is a focus, but cardio is still part of the routine.
Lower body strength is especially important, particularly in females.

Cardio can be anywhere; Variety of strength equipment (and equipment overall) is
one thing that gyms provide.

Personalization in the cardio space may make this equipment more appealing in
the future.

Motivation is still a key barrier; working out alone outside or at home generally
doesn’'t motivate people like working out in a gym.
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NEW LOWER BODY HAMMER
STRENGTH EQUIPMENT
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WHAT DOES THIS MEAN IN THE GYM?

Strength is a focus, but cardio is still part of the routine.
Lower body strength is especially important, particularly in females.

Cardio can be anywhere; Variety of strength equipment (and equipment
overall) is one thing that gyms provide.

Personalization in the cardio space may make this equipment more appealing in
the future.

Motivation is still a key barrier; working out alone outside or at home generally
doesn’'t motivate people like working out in a gym.
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CARDIO PERSONALIZATION
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one thing that gyms provide.
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the future.
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ACTIVITY

If you operate a Fitness
Center, what could you do
to be more attractive to
younger exercisers?

What could we do as an
industry to drive retention
in younger generations?

Laermmss S
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