2019 Global Wellness Summit
“Mission Accomplished: Wellness Is a Global Force..What’s Next?”
Susie Ellis, Chairman & CEO, Global Wellness Summit

Welcome to the 2019 Global Wellness Summit. This is our 13" gathering, and it is
extremely special for several reasons. It has been many years since we met in Asia,

and to be here in this dynamic, multicultural island nation of Singapore delights us.

This particular moment at the Summit is such a joy and privilege for me, as | welcome
the entire group of delegates from all over the world who have joined us for a few

very special days.

| want to thank each of you for being here; we know the time and resources invested

to be part of the 13" Global Wellness Summit.

When all is said and done, our event is about forming strong relationships between
delegates. Therefore, | want to acknowledge those of you with us for the very first
time—that is a little over half of you. You are now part of the Global Wellness Summit

family. Please stand so we can welcome you.

Eighty-six flags around the room represent the countries that have become part of
the Global Wellness Summit family. This year, we’ve added four more flags that

welcome first-time delegates from Bahrain, the Bahamas, Nepal and Panama.

Because at least half of you are new to the Summit, I'm going to give a much
abbreviated version of our history to help you better understand the evolution of the

organization and its impact on the global wellness economy.

A Brief Snapshot

Singapore.

The idea for this annual global gathering was actually conceived right here in

Singapore. In 2005, a group of us were attending a spa conference and lamenting
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that there was no global gathering for those in our industry; there were a few events
taking place on different continents, but no global event.

Some of you here today were there for that discussion. That was the moment the
Summit was born. Since my husband, Peter, and | had attended the World Economic
Forum in Davos on two occasions, we offered up the idea of modeling a global event
after that very successful format. We envisioned it as invitation only, in a high-end

setting with a sophisticated agenda and events.

Here is the Global Wellness Summit that resulted—and with it the tagline that has

served as a guidepost ever since: “Joining Together. Shaping the Future.”

‘ GLOBAL WELLNESS
'. SUMMIT

| JOINING TOGETHER. SHAPING THE FUTURE.

When | think about our history, the memories flood back. Here are just a few, which |
hope will spark your own.



1. New York 2, New York

6. Aspen, CO 7. India 9. Mexico 10. Austria

CONVENED
, i AT AROUND THE
. WORLD

| sn,.;_MMlT 2018

SLoaaL webLys

MR

e New York was the location of our first Summit, then called the Global Spa

Summit, and our first keynote speaker was Steve Case.



e Early on in our Summit history, Dr. Richard Carmona spoke these words that have
echoed in my mind ever since: “Seventy percent of healthcare costs are avoidable
because they are a result of preventable disease.”

e In Switzerland, | learned you can put competitors in a room—and while they may
not like it, they might just collaborate and change an industry. (I am speaking
about the hydrothermal manufacturers and their Guide To Hydrothermal Spa and
Wellness Standards manual, now in its third edition.)

e In Bali, | remember a standing ovation for the Wellness Evidence web portal.

e At the Aspen Institute, | recall a Disney executive suggesting we get rid of the
word “spa” in our name.

e InIndia, | will always remember meeting His Holiness the Dalai Lama.

e | remember dancing in the Arabian Desert in Morocco. Marveling at the Folkloric
Ballet in Mexico City. Celebrating our 10t anniversary in Austria and our Moonshot
launch at The Breakers in Florida.

e And then last year, at Technogym in ltaly, listening to Dr. Ranieri Guerra from the
World Health Organization address our group as an important force in improving
health worldwide. That was a seminal moment not just for the Global Wellness

Summit, but for the wellness industry.

In addition, very valuable reports come out of our annual Summits: our yearly Global
Wellness Trends Report and an entire year of valued information we share twice
monthly with readers of our TRENDIUM.
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In 2007, if you asked what the global spa or wellness economy was worth, you would
have seen blank faces. Why? Because there were no numbers at that time. There
wasn’t even a clear definition of what a “spa” was—and the word “wellness” was

hardly used at all.



Which brings me to the most important accomplishment | feel we have achieved

together: investing in quality research.

This research has helped define what we now call the global wellness economy—and
year after year, it has shown us the best way forward. It has, in fact, created a global
movement that we are all part of today. From no industry at all, to one where media
worldwide quote the $4.2-trillion figure that describes the value of the global

wellness economy.

We have defined and quantified the 10 sectors of this economy. Here is our popular
bubble chart.

GLOBAL WELLNESS ECONOMY:
$4.2 trillion in 2017

Personal Care,
Beauty &
Anti-Aging

$1,083b

Wellness
Tourism

$639b

Healthy :’m'r;_c}_ Fitness &
Nutrition & i -
Weight Loss Mind-Body
$702b $595b

It is possibly the reason you are in business today—because our research showcased

the opportunities.

The research is what led to the formation of the nonprofit Global Wellness Institute™

in 2015. All of our research reports fall under the Institute umbrella. We then began



building a network of initiatives and projects that would connect us with likeminded

people and organizations around the world.

Together we created an industry, an economy and a movement.

GLOBAL WELLNESS
INSTITUTE™

| . EMPOWERING WELLNESS WORLDWIDE

[
Q

Five pillars comprise the nonprofit Global Wellness Institute: research, Industry
Initiatives, Roundtables, Wellness Evidence and The Wellness Moonshot™: A World

Free of Preventable Disease.
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It is worth acknowledging the research we helped fund for the past dozen years. And
thanks to sponsorship support of the research, we were able to share it with

everyone for free.

Research included defining the spa economy; bringing together the siloed
thermal/mineral springs businesses; studying the history and potential value of the
term wellness; introducing wellness tourism distinct from medical tourism; clarifying
that the future of wellness at work would be about culture—not programs; and
establishing wellness real estate as a category by identifying over 700 global

properties that are already involved in this segment.
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And at this Summit, we will introduce the latest research report: “Move to Be Well:

The Global Economy of Physical Activity.” The information will amaze you.
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Regional Development
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Many ideas from the research sparked Initiatives that today live under the GWI
umbrella. Passionate volunteers champion these concepts and develop them further,

strengthening them and doing what we have done for the wellness economy as a

whole: defining and creating momentum.
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This slide shows the current Initiatives underway. The highlighted ones are new this

year.

Africa Wellness

Beauty Meets
Wellness

Beyond GDP:
Wellbeing &
Happiness

Consulting Best
Practices

Digital Wellness
Dying Well

28 INITIATIVES

Eastern European

Exploring Salt &
Halotherapy

First 1000 Days
Hot Springs
Hydrothermal
Immersion

Massage Makes
Me Happy

Mental Wellness

Peer to Peer
Leadership Training

Social Impact
Sound Healing

Supporting UN 17
SDG’s

Sustainability

Wellness
Architecture

Wellness at Work

Wellness for
Cancer

Wellness for
Children

Wellness
Coaching

Wellness Retail
Wellness Tourism

Women in
Leadership

Yoga Therapy

This brings us to the wellnessevidence.com website. Today, the site includes the core

modalities in our industry such as massage, yoda, stress reduction, meditation...
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e-Based Medicine Port

al for Wellness Therapies

Discover the medical evidence for wellness approaches

And we keep adding more. This year, we included:

e Art therapy

e Ayurveda

e Forest bathing

¢ Complementary and alternative medicine for cancer

e Transcendental Meditation

And there are more planned...
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[] NEW MODALITIES

Art Therapy Ayurveda

‘ ,Ff’orgsﬁ | Transcendental
Bathing Meditation

Our final pillar, The Wellness Moonshot: A World Free of Preventable Disease,
found momentum in the Year of Inspiration calendar designed by the talented
Jessica Jesse. Over 350 companies signed on to be part of the program and over

500,000 people participate each and every month.
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© WELLNESS MOONSHOT

A WORLD FREE OF PREVENTABLE DISEASE

Organizations Employees
Participating Impacted

354 505620

And just as the Global Wellness Summit has its robust TRENDIUM communication for
subscribers, the nonprofit Global Wellness Institute offers the Global Wellness Brief.
This twice-monthly communication includes the latest news and some high-level

thoughts from world-renowned economist Thierry Malleret.

Speaking of Thierry Malleret: He is our partner in looking to the future of wellness
and is the writer of a proprietary monthly synopsis of global happenings in the
wellness space. It is called the Monthly Wellness Barometer. We share it with all who
are Ambassadors of the Global Wellness Institute. | have to tell you, | can’t wait for

that report to hit my inbox every month. It’s like looking into a crystal ball.
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Also, we hold an annual press event in New York at January’s end. Both the Summit
and the Institute introduce their latest findings to a packed house of high-level

business media.

As you can see from the announcement earlier this year, the event was hosted in
conjunction with Hearst Publications and took place in its beautiful, iconic building. |

am happy to announce our 2020 press event will happen there again.
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So, that’s a snapshot of where we have been, and where we are now.

What'’s to Come
What’s next has to do with how we—the GWS and GWI—are being perceived by

important organizations around the world, and what that means for all of us.

While we have become known and prominent within many organizations, this has

been an unprecedented year, which is why | feel we have reached a tipping point.

This past year, the World Government Summit in Dubai, the World Health
Organization in Geneva and the World Economic Forum reached out to us to

collaborate. Wellness has never been so high on the global policy agenda.

In particular, | want to share with you our current involvement with the World
Economic Forum. The forum recently introduced a platform called Shaping the
Future of Consumption and introduced a new initiative under that platform. It is

called “Accelerating Consumer Health and Wellbeing.” The first meeting took place in
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Amsterdam in July, followed by a meeting in New York several weeks ago. The

companies invited to be part of this new initiative were:

e Duke University

e Facebook

¢ Google Cloud

e Hewlett-Packard

e Johnson & Johnson
e [|BM

e Nestlé

0@

|[ona]|
i
iy

v,
gy

e Quest Diagnostics
¢ Royal Philips

e Sanofi

e Technogym

e Unilever

e Walmart

e Global Wellness Institute

GLOBAL WELLNESS
INSTITUTE’
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You will notice many famous logos...J&J, IBM, Nestlé, HP, Facebook...and | am happy

to say, the Global Wellness Institute was invited to this important gathering as well. |

attended the Amsterdam roundtable and also joined the breakout groups in New

York a few weeks ago. | learned firsthand every single one of these companies whose

logos are on this screen is talking about wellness/wellbeing in their board rooms. ALL

OF THEM.
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And here we are, the Global Wellness Institute, at the table with them. And, | say this
with humility and respect (and | have a feeling that Technogym’s Erica Alessandri,
who is here today and was also at the New York meeting, would agree), none of
them understand wellness and wellbeing as clearly as we do. They are trying to get
up to speed—and they eventually will—however, in the meantime, there is a lot that

we in this room know, that they do not. Therein lies an enormous opportunity.

There is hardly a person on the planet who doesn’t know the term wellness, and most
importantly, we have made it something people are reaching out to learn about and
embrace. As a result, prevention is becoming more popular. What wellness is doing is
getting the 7+ billion citizens worldwide to participate in their own health and
wellbeing because wellness is about tools people can use on their own. This is a
tremendous contribution to the medical world that has been shouldering a great deal

of the responsibility for people’s health for a very long time.

| titled my remarks this morning: Mission Accomplished: Wellness Is a Global

Force..What’s Next?

\/
’/‘. GLOBAL WELLNESS
Q¥  syMMIT 2019

Mission Accomplished:
Wellness Is a Global Force...

What’s Next?

Susie Ellis, Chairman & CEO, Global Wellness
Summit, US
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So, let me share with you how | see the future.

To begin with, we need to take inventory of the current landscape. It is clear we now
play in a much bigger league, and even some from our industry have become major

news.

e Peloton just had its IPO, albeit with a less-than-stellar performance; nevertheless,
its current market cap is $7 billion.

¢ MINDBODYOnline went public in 2015, raising $100 million. It was then bought
back privately for $1.9 billion earlier this year—you will meet Rick Stollmeyer, who
was the founder of that company, tomorrow. MINDBODYOnline’s tagline?
Connecting the world of wellness.

e Major global hospitality brands have had a field day with aggregation.

e STR, Smith Travel Research, was just purchased for $450 million.

¢ Gwyneth Paltrow’s Goop is now valued at $250 million.

e L’Occitane International bought beauty and skin-care brand Elemis for $900

million.

At the same time of these developments, we are seeing fly shame growing; hearing a
fair amount about wellness bashing and about the climate emergency; and noticing
there are more watchdog organizations beginning to examine everything we do

under a microscope.

Lines are blurring among the various bubbles we have so clearly defined over the

past many years. In general, there is a lot of convergence.
Against this backdrop, here are some things we all need to do better:
1. One of them has to do with emphasizing sustainability. | would suggest, as we
look to the future, whenever we are talking about wellness for people, we
should also add the words “and planet.” After all, how can we be healthy if our

environment isn’t?
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2. We need to make sure that while some of our businesses are being targeted at
the more affluent market, wellness has to be for all.

3. We need to be aware that mental wellness is an extremely important topic. In
fact, because of that, | am happy to announce the subject of the GWI 2020
research is on that topic: mental wellness.

4. And we need to prepare for the next decade. | would suggest we start with

the following:

e A personal commitment. Ask yourself: Are you healthier today than
you were last year? Hopefully, the answer is yes, as one of the benefits
of being in this arena is our own personal health and wellbeing. If you
had to answer no, you need to do better.

¢ A commitment to wellness within the organizations for which we are
responsible. It is no longer ok for any of us in this room to simply talk
about workplace wellbeing and not be fully engaged in creating that
culture for our employees. | do have to tip my hat to Hyatt, which has

become a real leader in that regard.

Those were personal, but here is what | feel we, as an industry, need to do:

¢ We need to strengthen our resolve; we need to become even more confident
in what we are doing.

¢ We need to recommit to our values: being global, being collaborative, having
integrity, valuing relationships, being future-focused and being committed to
wellness as a force for good in the world for everyone.

¢ We need to become purpose driven.

¢ We need to face reality-slash-understand the headwinds coming our way.

¢ We need to become more informed about the science of what we are doing.
What has evidence? And what doesn’t?

¢ We need to trumpet the essence of what we are about: physical activity,
healthy nutrition and stress-reduction as foundations of health—and there is

plenty of evidence for those.
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¢ We need to trust the collaborative process that has gotten us to where we are

today and keep that going as we move forward.

Which brings me to a point | have discussed with many of you this past
year...terminology. Wellness, wellbeing, happiness, self-care, integrative health—
which is the best term? How do they relate to one another? Has wellness become

commoditized?

It seems like there is a place for each of these terms; however, after doing a great
deal of research, | have concluded that there are no definitive answers—yet. And that
might actually be a good thing. One thing | do know is that the term wellness has
allowed us to put products and services into the market, and we must maintain that
as our core. That doesn’t mean it is always the best marketing term...but it is the best
term to describe the economy in which we are doing business, and it is the one term

that has reliable research numbers and that carries a great deal of weight.

We need to stay committed to the various bubbles we have identified and

strengthen each and every one of them. The individual sectors are important.

This brings me to an exciting announcement. We are introducing sector-specific
GWS Symposiums next year. These will be one-day events where we focus on a
specific segment. The first one is the GWS Symposium: Wellness + Real Estate. It will

take place in New York in May 2020. You will receive more details soon.
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Before | close, | would like to take a moment to acknowledge the GWS advisory

board members. Two of those board members served as co-chairs for our 2019
Summit: Cathy Chon from Hong Kong and Yoriko Soma from Tokyo. They have
worked tirelessly with Nancy Davis, our chief creative officer and executive director,
to put together a Summit Agenda | think is second to none. What an amazing lineup
of presenters and events that await you. Each day—each moment—is filled with

important insights right up until the very end.

| would like to ask the co-chairs and the entire GWS board to stand for a round of

applause.

Final Remarks

| want to end now with a short story the late Alex Szekely used to tell. | had the
privilege of working with Alex for several years; he was part of the family that
founded Rancho La Puerta in Mexico and the Golden Door in Southern California. He

passed away in his early 40s of melanoma cancer.
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This is that story.

“There was a popular cliff overlooking a beach. People would often come to
the cliff to enjoy the sunset. The problem, however, was there were a lot of
accidents. People would get close to the edge and start peering over and
many ended up falling. When that happened, ambulances were called to pick
up those injured, who were then taken to a hospital. Over time, more and more
people fell, more and more ambulances were needed and more hospitals were

built.

What seemed to elude most people is there was another solution other than
sending ambulances to pick up the injured and taking them to hospitals. And
that was simply to build a fence at the top of the cliff—a fence that would

prevent people from falling off in the first place.”

Our wellness world is that fence. That fence will help mitigate the financial costs and
human suffering that result from people getting injured from something that is

entirely preventable.

If these past dozen years were about our industry getting organized and
collaborating to become a global force, my prediction is the next dozen years need
to be about truly moving the needle on things like obesity, diabetes and mental
health. In other words, the focus is going to shift towards more emphasis on results—
really helping people become healthier and making long-term, lasting lifestyle

changes.

How are we going to accomplish this? Well, | don’t have THE answer—my guess is
none of us, on our own, have THE answer. However, when | look back at what we
have accomplished in the past 13 years (and, | have to tell you, it is with a lot of

pride), | have no doubt that together we will figure it out.

What do you say...shall we build that fence?
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Thank you.
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