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Nutrition + we"ness Today wellness cultures are built around

innovations, trends and even brands. When you

marketi ng has reached look at the popularity of peptides or amino

- : acids, even diets and training routines, cultures
a turni ng p0| nt. are forming around these products and practices.
Evangelists emerge and ideas and purchases

What was once driven by niche fitness communities or move at the speed of that culture.

medical necessity is now a daily lifestyle, shaping
how people eat, move, recover, and care for themselves PrismalQ’s analysis of nutrition and wellness
across generations. consumers across Millennial, Generation X and
Generation Z audiences reveals a different
reality. These consumers share a proactive
commitment to wellness, but they do not share
a single definition of what wellness means, how
it fits into their lives, or what motivates action.

e Yet many marketing strategies remain
anchored in outdated assumptions
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In this category, performance no longer comes

_That (,jemographic Thit C,O ns_umer f[Ihetreach from targeting who people are. It comes from
=y R Eris || alone creates understanding what they engage with, why it
predicts intent. consistent. relevance.

matters to them, and where meaning is formed
in real time.

Why Traditional Targeting Breaks Down in Wellness?

Demographic and ID-based targeting models assume stability.Wellness behavior is anything but stable.

e Consumers move fluidly between motivations: A single consumer may research protein and
training routines today, mental wellness
content next month and sleep or recovery

Stress Management supplements shortly after. Identity-based

targeting can describe who that person is.

It cannot tell you where they are in their
Long-Term Health wellness mindset. Context can.

Contextual signals surface intent as it forms.
These shifts are rarely driven by demographics alone. They reflect what people are reading, watching,
Instead they are shaped by content exposure, cultural searching and returning to, the behaviors that
cues, life ConteXt, and emotional state. precede adoption’ habit and conversion.
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PrismalQ’s Al-driven platform replaces
inference with observation. By analyzing
behavior across the majority of public and
private digital data, PrismalQ maps how
wellness consumers engage with content
before, during and after nutrition-related
actions. This allows brands to align messaging
with mindset, not assumption.

hat Unites Wellness Audiences & Why It Matters

pite generational differences, PrismalQ’s research reveals several truths shared across all
audiences.

Wellness is proactive. Across Millennial,
Generation X and Gen Z consumers, engagement
is driven far more by prevention, balance and
optimization than by crisis. Even when specific
health concerns are present, like chronic pain,
digestion, stress, they are framed within a
longer-term commitment to self-care.

Second, information precedes action. Wellness
decisions are rarely impulsive. All three audiences
exhibit sustained research behavior: reading,
watching, comparing, validating. Ingredient
transparency, routines and credible explanation
matter. The content environment itself becomes
a trust signal.

Wellness rarely exists in isolation. For some
audiences, it shapes family routines and community
health. For others, especially Gen Z, it informs
identity, self-expression and peer alignment. In
every case, wellness choices ripple outward.

e These shared characteristics explain why Where Meaning Diverges: Generation Shapes
contextual relevance consistently outperforms Motivation. Generation fundamentally shapes
generic reach in nutrition and wellness marketing. why people pursue wellness and how brands
But they only establish the baseline. should show up.
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singular activity but a holistic lifestyle.

For Millennials, who represent a massive
segment of over 54 million consumers,
wellness is not a singular activity but a holistic
lifestyle. PrismalQ identifies a strong inclination
towards preventative health, physical well-being,
and dietary awareness. Their interests are
diversified, but a clear pattern emerges: they
want it all: physical fitness, mental peace
and ethical consumption.

This audience is actively fitness-oriented.
They thrive on a mix of group fitness classes,
strength training and outdoor activities. Their
digital behavior reflects a desire to optimize
athletic performance, often leveraging technology
to track progress. However, this physicality is
balanced by "Holistic and Mindful" behaviors.
They seek naturopathic consultations, yoga

and meditation to manage stress and support e Millennial Audience Interests Topline Overview
mental well-being.

Critically, Millennials are "Nutrition and Dietary eciali »
Focused." They actively research gut health, 3 9 . 9 7 /0

energy optimization and plant-based options.
They are eco-conscious consumers who value
sustainability and organic ingredients, though
efficacy remains the primary driver for

purchase. Dietary &

Lifestyle
Preferences

For Millennials, wellness content must bridge
the gap between high performance and holistic

self-care. They respect professional guidance Health &

and look for products that support specific Wellness 2 9 . 94 0/0
goals like hormone balance, hydration, and Goals

fertility.
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ellness as Practical Solutions and Vitality

Generation X consumers, a cohort of nearly 45 million individuals, approach nutrition and

wellness with a "Solution-Oriented" mindset.

Generation X consumers, a cohort

of nearly 45 million individuals,
approach nutrition and wellness with a
"Solution-Oriented" mindset. Unlike
younger cohorts who may browse for
inspiration, Gen X is looking for clear,
actionable solutions to achieve specific
health goals.

PrismalQ’s analysis shows that this
group is driven by the desire to maintain
vitality and comfort as they navigate
midlife. They are actively managing
chronic pain, mood, energy levels and
sexual health. They are not looking for
abstract concepts of well-being. They
want tangible benefits. Whether it is
supplements for joint health or nutrition
for sustained energy, the focus is on
efficacy.

This audience balances demanding

e Gen X Audience Interests Topline Overview

Mental & Emotional
Well-being

31.42%

Physical Health
& Wellness

26.05%

Environmental &
Access Factors

15.51%

Social &
imily Health

14.45%

Financial Health
& Its Relation to
Physical Health

12.58%

careers and family responsibilities.
Consequently, they value solutions that
fit into busy lifestyles without friction.
They are also the "sandwich generation,"
often researching healthy aging not
just for themselves but for their aging
parents, making their wellness journey
deeply intertwined with family care.

For Gen X, wellness content is about
utility and results. Messaging should
focus on practical application and
proven outcomes rather than lifestyle
posturing.
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Generation Z is not a younger version of existing wellness audiences. They represent a fundamentally

different entry point.

Generation Z is not a younger version of
existing wellness audiences. They represent
a fundamentally different entry point.

More than 10 million Gen Z consumers
actively engage with nutrition and wellness
supplements, driven less by prevention and
more by mental health, stress management,
sleep, aesthetics and self-optimization.
Wellness is not inherited, it is assembled.

Gen Z uses wellness content to build foundational
understanding. They explore routines,
ingredients and outcomes iteratively, often
in private. Short-form social sparks curiosity,
but PrismalQ’s research shows that YouTube
is where Gen Z slows down, learns and
commits. Long-form content allows comparison,
skepticism and experimentation without
performance pressure. Tone matters.
Content that feels prescriptive, clinical or
performative quickly loses credibility.

e Gen Z Audience Interests Topline Overview
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Personalization
& Preferences

31.18% |

ginformation 11 .62%

The
Cross-Audience
Insight:

Context Signals
Mindset

Before
Conversion

Across all three audiences, one pattern is consistent:

© Wellness intent appears in content behavior long before
it appears in conversion data.

© Fitness content signals readiness for reinforcement.
© Educational content signals trust-building opportunity.

(o) Community storytelling signals relevance. Self-care
content signals exploration.

e Context is not a proxy for identity. It is a real-time
signal of mindset.
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etail vs. D2C: Same Audiences, Different Rules

ese generational distinctions express themselves differently depending on the business model.

e Retail wellness brands compete for relevance

before the shelf. familiarity
In environments like GNC or The Vitamin Shoppe, S isiibity
consumers face overwhelming choices. '*‘ 1
Marketing succeeds when it reduces friction — building ' ety
familiarity, credibility and clarity upstream so the L l

in-store decision feels like confirmation. confirmation

e Direct-to-consumer brands, by contrast, must
build trust as the virtual shelf.

Discovery, education, validation and conversion often
occur in the same moment. For D2C brands, especially

those targeting Gen Z, context is not just media. It is
the brand experience.

‘conversion

Negan  Vegan \;gg_;m e il | yegan
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Tube occupies a distinct role in the wellness ecosystem. It does not function like short-form social.

YouTube occupies a distinct
role in the wellness ecosystem.
It does not function like short-form
social.

It operates as a destination for
learning, validation and habit
formation — closer to a behavioral
search engine than a feed.

e Across all audiences,
consumers turn to YouTube
to understand how products
work, how routines fit into
daily life and how outcomes
align with personal goals.

For Gen X and Millennials,
YouTube provides the deep-dive
explanation required to validate
a solution or a new holistic
practice.

For Gen Z, it goes further.
YouTube is where wellness
literacy is built, where curiosity
becomes understanding and
understanding becomes
routine.

Antioxidant Ginkgo
Gel Booster

Because engagement is
intentional and sustained,
alignment is more visible, and
more costly. Brands are not
simply communicating on
YouTube. They are participating
in meaning-making.

==

Is that contextual audiences
can be applied here as well
to great success.
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category, Multiple Truths

and wellness consumers are united by curiosity and commitment, but differentiated by

and meaning.

Nutrition and wellness consumers are united by
curiosity and commitment, but differentiated by
generation and meaning.

Q Context reveals intent. Generation explains
motivation. Mindset shapes expression.

YouTube has become the connective tissue
between curiosity and commitment. For retail
brands, it prepares consumers to choose with
confidence. For D2C brands, it builds trust where
no physical validation exists. For Generation Z, it
helps define what wellness means in the first
place.

The category has outgrown the tools that once
defined it. Consumers don't move through linear
funnels. They move through mindsets. Demographics
describe who someone is. Context reveals what
they care about right now. Generational intelligence
explains why it matters.

Marketing strategies that combine these layers
won't only outperform traditional targeting models.
They'll build the relevance and trust that wellness
brands depend on long after the click. When
marketers stop asking who to target and start
understanding when and why to engage, relevance
stops being a tactic. It becomes a durable advantage.

To see how these insights apply to your
brand's specific audience, request a custom
audience analysis from PrismalQ here.
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