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the consumer. The

consumer became
the strategy.
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/ The boundaries defining consumer
health have permanently collapsed.
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> 65%+
" Shiftin Mindset |

Percentage of global health ‘ N\
consumers who now prioritize N
proactive preventive wellness over i
reactive symptom treatment. |

- $200B+
. Market Value

. Projected global OTC revenue,
driven heavily by direct-to-
consumer demand and Rx-to-
OTC switches.

») The New
- StandardRx  geif Care

Maintenance Ecosystem

Success requires combining clinical |
proof with modern, lifestyle-oriented |
commercial strategies. .
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The commodity trap threatens
standard active ingredients

30% to 50%

Price Discount

.~ Store brands and private-label alternatives force severe margin
compression compared to national branded equivalents.

40% of OTC
Consumers

Will abandon a standard branded product for a private-label
generic based purely on this price difference.




The Structural Demand Signals
Overwhelming the Old Model

@ [~ @ @
$2.6T+ || 1.4 Billion || >1Billion
Global medicine spending expected by 2030 People aged 60+ by 2030 People living with obesity
(approaching 4 trillion defined daily doses). (one in six of us). worldwide.
4% 39% 9.5%~2.3%
O O . 0, o 0,
Of the OECD population aged 15+ is Of Gen Z using direct-to-consumer The deceleration of traditional OTC
overweight or obese. (DTC) health offerings. growth; the drop is volume decline.

Ageing, metabolic health, consumerization, and technology are creating massive, simultaneous
demand pools. Growth is no longer coming from more pills. It is coming from more meaning.
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The STEEP Forces Violently Reshaping Demand

S - Social: The Healthspan Gap

Lifespan outpaces healthspan by 8.7-12.5 years.
People are buying functional years
(independence, mobility), not just time.

T - Technology: Social Velocity

40%+ of Gen Z use social media for triage.
Off-label viral movements drive 75-300% OTC
sales surges, outrunning linear supply chains.

' Consumer

E - Economic: A Two-S Market
Demand peod

Simultaneous premiumization and
affordability pressure splitting the shelf
in real-time.

P - Political: The Gate is Opening E - Environmental: Climate is a Category

Regulators are turning Rx-to-O7TC pathways Poor seasons drop respiratory by -2.7%.
(like the FDA's ACNU rule, Voltaren, Opill) into Heat, allergens, and vector-borne diseases
active business models, not just regulatory events. require climate-resilient portfolios.
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The solution is intimacy.

Brands built by people become an
irresistible pull, not a push.

N

The Care Age

Community, human
interfacing, imagination, biology.

Built BY the people -
Invested in agency.

Industrial Age

Engineering, scale,
scercity, production.

Built FOR the people -
Seduced to prefer.

Information Age

Data, diagnostics,
measurement, forced trust.

Built WITH the people -
Convinced to prefer.
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The 6 Growth Platforms for 2027-2029

Where the Capital is Moving

1. Prejuvenation &
Healthy Longevity

Independence, functional
aging, and mobility.

2. Metabolic Health & Beauty /

>1B people; GLP-1 moving from

reimbursed to out-of-pocket
ecosystems. Muscle preservation
and nutrition. and side effects.

3. Everyday Self-Care

Advanced OTC, at-home
diagnostics, and Al triage.
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4. Lifestage and Lifestyle
Needs not Hormones and Age
Defined by how he/she lives —
adolescence, family forming,
parenting, sandwich decade,

later life, etc.

5. Mind-Body Wellbeing

' Sleep, stress, and cognitive

resilience backed by strict
clinical evidence.

6. Climate-Resilient
Health

Respiratory, allergy,
dermatoloqgy, and hydration
mapped to environmental data.



Escaping the commodity trap
requires a hybrid playbook.

Bridge the

Journey

Align prescription
therapies directly with
over-the-counter
maintenance to
maximize total lifetime
customer value.

Innovate Beyond
the Molecule

Invest in novel delivery
systems and remove
access friction to
insulate margins against
30-50% private-label
discounts.

Unify Al
& Social

~ Harness predictive Al
localized forecasting
while maintaining agile,
compliant social
storytelling.




We are not the journey. We are one tiny, earned pixel inside hers.

Our Journey ‘ Y i Her Life

Get everyone
out the door

V.
' Awareness '
clicks — N

/
V Consideration /

transactions—) \-.ﬂ

| Retention
N\ P The 6 PM
. collapse [/

The 2 AM
fever

The goal is not buying a baby product; the goal is becoming a
successful parent. Design for the household, not the persona.
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The Commodity Trap g ‘ y Luxury Health

— Standard actives, undifferentiated — Frictionless access, continuous
iInformation, generic reassurance. | proof, proprietary delivery.
— Result: Private label forces . — Human attention, beautiful
30-50% price discounts. design.

"| | —40% will abandon a brand — Result: Consumers pay a
. for a generic on price alone. ,, massive multiple for agency,

: certainty, and personalization.
— Priced to zero.
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Luxury provides curation, discretion, and desirability in these settings.

% i The Home The Cloud

7 Hospital-at-home, chronic management | Virtual-first as the default front door.
in the living room. 57 (65% find it more convenient). P
(51% of $100K+ earners want this).

Bl | —~ = i L e —— |

. The Neighbourhood The Destination L

Specialist centres for hi
~ care without the wait.

Retail and urgent hubs, walk-in labs,
‘medtail’ design. (44% of Gen Z utilized this).

- ':\‘
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~ Global Market Archetypes: Strategic Playbooks for Health & Wellness

& . :
g  Performance Self-care Quantified Longevity
= US, Brazil, Gulf cities. Sell Northern Europe, UK. Sell evidence,
En transformation, visible proof, DTC-first. monitoring, bio-age progress.
;T_}f 7 Speed to felt effect. (GLP-1 epicenter). Adherence/Biomarkers.
8  Family Relief & Status Generational Healthspan
= India, LatAm, SEA. Sell affordable, fast China, Japan. Sell prevention,
E household relief with community . TCM-adjacent wellness, filial care.
= endorsement. | s :
% Household penetration. Liretime value per family.
-' Left: Individualist Right: Collective
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The Premium Ladder: Mapping Willingness-to-Pay

O R e e e Level 3: Radical Longevity & Concierge

Genomic screening, biological age tracking, 24/7
physician access.
(28% will pay a premium for personalized plans).

bt Level 2: Proactive Wellness & Monitoring

Continuous glucose/heart monitoring, preventive alerts.
(60% prioritize healthy aging; 22% will pay for
pre-symptom alerts).

————— Level 1: Frictionless Access

Unified platforms, Al triage, same-day virtual care.
(73% want Al care navigation).

Base: Standard Reactive Care g -
Sick care, fragmented records, T?keaway: The premium isn’t more medicine;
standard wait times. it’s less friction, lad habit change, more herd

(Commoditized). ~ ‘ effect and more agency.
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Proprietary Tech
 Liposomal absorption secures
a 2-3x price premium.

—
Rx Heritage as Trust Floor
Voltaren ($500M Rx) bridged
clinical endorsement with
mass lifestyle DTC.

-

Regulatory Switch
Opill (first full OTC daily
oral contraceptive).
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The Unified Commercial Engine

The Great Convergence Engine

Validate

Rx heritage and rigorous
clinical data establish an
unshakeable baseline of trust.

Anticipate

Al and NLP predict local
trends, decode consumer
desire, and track symptom
chatter days before sales
spike.

Marketing, science, and self-care are no
longer silos; they are one continuous
commercial engine.

Elevate

Proprietary technology,
advanced delivery (liposomal,
mesoporous), and lifestyle
design justify the price
premium.

Amplify

Social velocity and peer
credibility (creators
translating clinical language)
drive adoption.
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Corporations (The Scale Play)

Segment by culture, not just geography.

) -Split the portfolio: decide what goes t
cost/scale and what goes to premium
elevation.

(
((b - Re-brief the female consumer from zero.
V)

L @ - Make claims governance and provenance
A ‘\"n. i

a core brand asset.

- Choose the human need, not the category.

Start-Ups (The Disruption Play)

- Attack the friction, not the molecule.
Navigation and continuity are the white space.

- Design for the pharmacist (Europe) and
the algorithm (US).

- Stay switchable (build data for Rx-to-OTC
bridges from day one).
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il | The product i
SR the starting point.

N Y= & - The consumer is /

1

" The ecosystem is
the opportunity.

Demand: Healthspan-lifespan Commercial: GLP-1 persistence,
gap, dependency ratio. Rx—0TC switches, premium mix.

| & )—®) °° W JeEen \& What will be commoditized is everything a
7 3o BT i : Y S machine can do for less. What will be luxury
'y @ il & | ), /W , is everything only a human relationship,
‘ real evidence, and real design can do.
Channel: ePharmacy share, Environment: Heatwave days, /[
social-driven demand spikes. vector-borne disease impact. e Power has already moved to the people; the
£ 4N only question is whether we build with them.
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The Executive Dashboard: Tipping Points to Watch

Demand Commercial Channel & Environment
Healthspan-lifespan gap GLP-1 persistence ePharmacy growth
|lIII|lIII|| H i o
----------- " v Rx->0TO switches Soclak-driven demand spikes
Dependency ratio P e 30% P ol ~
* Premium mix vs Climate days (heat/pollen)
B‘_;;" mlll o v Private-label share 0% * a0 90

The product is the starting point. The consumer
is the strategy. The experience is the brand.
Power has already moved to the people. The only
question is whether we build with them.
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The Global Playbook: Adapting to regional self-care

North America Europe Asia-Pacific |
(Individualist / Instant) (Individualist / Long-term) (Collective /| Generational)
Fast-track Rx-to-OTC Strict country-by-country Fragmented regulatory
pathways claims validation / GDPR pathways reliant on Cross-

High social search (GenZ)  compliance and science-led Border E-Commerce (CBEC).
Amazon & DTC driven. evidence over viral trends. ‘

70% of OTC purchases occur ~ Massive social commerce

Success is defined by in community pharmacies integration / Tmall Global
speed to felt effect. where trust drives and WeChat Live-stream
conversion. KOL selling.
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Power to
the People

The patient became the consumer.
The consumer became the strategy.
Luxury Wellness became the commercial model

The evolution of Rx, OTC, Self-care, and Luxury Health (2026-2031)

Christina Habib™ 2026
chi@christinahabib.com
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