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with wellness consumers 



You need only look at the numbers to know that Singaporeans are serious about their health and 
wellbeing. The healthcare market in Singapore alone is worth $30 billion in 2020, a 9% increase on 
the year before. [1]

The past five decades also saw the government undertaking numerous campaigns to raise 
awareness on health issues. Campaigns like the Health Promotion Board’s “National Steps 
Challenge”, and actively promoting a healthy lifestyle, proves that across all categories, wellness 
translates into big opportunities for brands.

To effectively tap into this upsurge of interest in wellness, brands need insights on consumer 
attitudes and behaviors. Particularly on mobile, where the vast majority of consumers spend their 
time. Over 80% of Singapore’s population use smartphones, one of the highest penetration rates in 
the world.[2]

That’s why Havas Group, a network committed to making a meaningful difference to brands, to 
businesses and to people, and Ogury, the creator of the first advertising engine driven by user 
choice, have partnered to uncover the different types of wellness consumer personas and how 
to engage with them. Using data-based insights into the wellness behaviors and aspirations of key 
demographics in Singapore, this whitepaper reveals everything you need to know to design your 
optimum strategy.  

We hope you find it interesting and useful. 
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Introducing the research:  
Wellness in a Singaporean context
The goal of the Havas-Ogury partnership was to understand how consumers in Singapore thought 
about and approached wellness and health in 2020.

Wellness is the active pursuit of a good state of health. So, we mapped key wellness categories 
including, meditation, sleep, yoga, habit-tracking, nutrition and fitness. And then linked them with 
mobile user behavior, using visual data insights from Ogury's consented mobile user profiles. 

We then conducted computer-aided telephone interviews with Singaporeans of both genders, 
in equal numbers, from the ages of 18 to 55. The interviews took place across two weeks, in the 
form of individual discussions. This enabled us to gain a more granular understanding of individuals' 
perceptions of wellness in Singapore.

Lastly, we considered the socio-political and cultural context of wellness in Singapore, and interweaved 
findings to paint a comprehensive picture of wellness consumers in the country.

It is important to factor in the social-political and historical context of Singapore’s relationship to health. 
From a small fishing village, to one of the most important trading ports in the region under British rule, 
through to becoming an independent city-state in 1965, that prioritized economic development.[3] 

Towards the end of the 20th century, promoting health in Singapore became a focus area for the 
government. They wanted to address some of the major health problems emerging as a result of rapid 
economic growth and other social changes. Improving general health status, quality of life, as well as 
containing health care costs, took increasing precedence across all parts of Singaporean society.

In 2001, Singapore founded its Health Promotion Board (HPB), a statutory board responsible for 
raising the awareness of and educating the public about health and nutrition.[4] This makes the city-
state one of the few countries in the world with active government involvement in promoting wellness.
 
Cultural nuances also have a bearing on consumers’ wellness perceptions, as demonstrated by 
Hofstede’s model of National Culture.[5] The model helps to show how Singapore’s culture impacts the 
values of its members, and how these values relate to their behavior. Employing the model reveals that 
Singaporeans tend to operate with a collective mindset. They maintain a good balance between caring 
and being competitive, and are unfazed by things that are out of their control.  
  
Only by understanding and harnessing the culture and wellbeing in Singapore, can brands connect 
with consumers on a deeper level. 

Socio-political and cultural context of wellness in Singapore 
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T H E  S U R V E Y



While all personas had these broad categories of wellness in common, the approaches and choices 
made to fulfilling those needs differ significantly across age cohorts. 

We uncovered four key personas in the wellness space. We identified the top three wellness areas that 
matter most to each of these groups and took a deep dive into their specific wellness characteristics. 
We then looked at how brands can engage with each group and how this translates for media 
strategies in the Singapore wellness space.  

The following insights are drawn from Havas research and behavioral mobile data from Ogury Active 
Insights - Ogury’s proprietary data modelling and visualization solution, which provides insights, 
from 400 million consented mobile user profiles. This is also supported by behavioral data from 
Global Web Index.

T H E  S U R V E Y

Individuals’ context of wellness in Singapore 

What emerged from our interviews is that Singaporeans across the generations and genders, take a 
holistic approach to their and their families’ wellbeing. They view wellbeing as impacting their lives in 
five areas:

Mental wellness: this covers a range of areas, from traditional mental health, 
through mindfulness, to simply being able to draw on mental facilities to improve 
one's life. 

Emotional wellness: being able to recognize and express feelings in healthy ways 
that create and maintain a positive sense of self.

Physical wellness: having the freedom and ability to make the choices needed 
to be fit, energetic and physically active. 

Financial wellness: the ability to plan and manage finances in a way that meets 
basic requirements while also allowing for discretionary spending and saving. 

Environmental wellness: a physical environment should contribute to the ability 
to maintain a good quality of life in a manner that is sustainable. 
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We often refer to a group having an X-fold affinity for an app or service. For instance, the Inbetweener 
persona group (age 25 – 34) has an 8x affinity for the finance app Splitwise. By this we mean that 
members of this age group are eight times more likely than the general population to own this app.

Measuring affinity



Wellness insights 
from our research
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Trending apps are usually tied closely to an audience’s aspirations and interests. They can be very useful 
for brands that are trying to attract an audience group across its digital footprint. For wellness consumers in 
Singapore we see a marked shift from self-improvement and productivity in the younger persona, through 
travel and education, to finance and news in the older ones.

Top 10 apps by persona

T H E  S U R V E Y

Young and Restless (18 – 24)

Nesters (35 – 44)

Inbetweeners (25 – 34)

Seen-It-Alls (45 – 55)

App

App

App

App

Category

Category

Category

Category

Health

Productivity

Mental health

Productivity

Productivity

Mental health

Self improvement

Music

Education

Gaming

Sleeptown

Pomodoro timer 

Habitica

Flipd 

App Block 

Reflectly

Deepstash

Perfect Piano

Quizlet 

Black

Fitbit

42Race

Relive

Togoparts

Fitness&Bodybuilding 

Garmin Connect 

Shangri-La 

Starwood 

Blinkist

Coursera

Down Dog

Reflectly

Wysa

Youper 

Deepstash

Medium

Fitify

Thenx

Coffee Meets Bagel

Forest

GETGREAT

Fitbit

Chain Reaction Cycles 

Flio 

Economist

YouVersion Bible 

myAia

ThinkOrSwim

Reuters

AsiaOnline

Fitness

Fitness

Fitness

Cycling

Fitness

Fitness

Travel

Travel

Education

Education

Fitness

Mindfulness

Mental health

Mental health

Self improvement

Journaling

Fitness

Fitness

Dating

Productivity

Fitness

Health

Cycling

Travel

News

Religion

Health

Finance

News

News



P E R S O N A  O N E

Members of this group tend to be less preoccupied with their physical health in 
comparison to other personas. When they think of wellness and self-care, often they 
prioritize mental wellness. Factors such as social and academic pressures influence their 
mental state heavily.
 
Here’s how the Young and Restless approach wellness across the categories that matter 
most to them.

The Young and Restless (18 – 24)

This group tracks life goals – in wellness and other 
areas — using apps and productivity tools. They try 
to curate their lives for public consumption, with peer 
pressure tending to cause them anxiety. The Young 
and Restless often manage this anxiety by leaning 
into activities that offer them an escape from their 
stress. Using games, comics, social media and online 
communities are their prefered outlets.

The Young and Restless turn to friendship and social 
circles to support emotional wellness. Social apps 
such as Bottled and Meet-Up are popular. Having a 
partner tends to help them cope better in trying and 
stressful times.

For these consumers, physical wellness is about 
looking good, being fit and active. As in other 
aspects of life, they want to excel; with a preference 
for team sports, which is their main driver for physical 
fitness over individual activities, such as running.

Mental wellness

Emotional wellness

Physical wellness

Key insights:

Key insights:

Key insights:

• They are 23% more likely to be pop, art and culture 
enthusiasts, compared to other personas, and 69% 
have music as their top-interest.[6]   

• 30% of habit-tracking 18-24-year-olds own the 
comic-book app Webtoon, 13x more than the 
general population. 

• Gaming is a key means of relaxation. For instance, 36% 
own the popular PUBG Mobile game. 
 

• They are 21x times more likely than the average 
Singaporean to use an app to decorate their home. 

• Sleep and journaling are important for emotional 
wellness. Especially among 18-24-year-olds who like to 
track their habits - they show a 33-fold affinity with the 
journaling app Reflectly.  

• This audience shows a 22-fold affinity with the chatbot 
counselling app Wysa.  

• 47-fold affinity with the meditation app Tide. 

• The ability to play sports is considered a test of physical 
wellness, with 45% participating in team sporting activities.[6] 

• Habit-tracking 18-24 year olds have a ten-fold affinity 
with calorie-tracker app Sweatcoin, which is owned by 
11% of this audience.  

• This audience has an incredible 102-fold affinity 
with sleep app Sleeptown. 

• This audience has a 25-fold affinity with skincare 
app TroveSkin.

The Young and Restless love shopping. 
DID
YOU
KNOW?

67% 42% 22%
of 18-24 year-olds who track their habits 
own the Carousell marketplace app.

own Shopee for shopping 
and rewards.

own Alibaba’s Taobao 
app.



P E R S O N A  T W O

For Inbetweeners, physical wellness is a balance 
between exercising and eating healthily. They are 
keen to reach fitness targets, something they often 
use apps for. They strongly believe that you are what 
you eat.

Along with securing the right job and dating, 
finances are top of this demographic’s mind. But 
qualitative interviews also show a tendency to delay 
financial management into the future. Spending 
decisions are heavily influenced by what they can 
buy now. 

For Inbetweeners, mental wellbeing is essential to 
both personal and professional life. To cope with 
stress, they focus on productivity, and believe in 
self-improvement by taking on hobbies, reading and 
learning new skills, be it a new language or coding.

Physical wellness

Financial wellness

Mental wellness

Key insights:

Key insights:

Key insights:

• External validation for physical fitness is reflected in 
the fact that 38% of this group have a high interest in 
beauty and cosmetics.[6]  

• They are 2x more likely to engage in outdoor 
activities, adventure and extreme sports.  

• Fitness-led Inbetweeners keep fit through HIIT 
and functional training. They have a 12x affinity for 
workout app Fitify, for example. 

• Inbetweeners with an interest in healthy eating and 
nutrition are 9.5x more likely to own the Get Juiced 
SG app. Dieting app Lifesum also has a 9x affinity 
with this audience.

• Fitness-focused Inbetweeners show an 8x affinity 
for the bill-sharing app Splitwise.  

• They have a 5x affinity for crypto-trading apps 
eToro and Coinbase. 

• They are also more likely to own freelancing apps 
such as Fiverr (4x affinity).

• Inbetweeners who use sleep tracker and 
meditation apps show a 24x affinity for the 
self-improvement app Deepstash. 

• They have a 32x higher affinity with yoga 
app Down Dog. 

• And a 26x higher likelihood of owning the 
emotional-health app Youper.

Entering a new phase in life, this group wants to look and feel fit. They make physical wellness a priority 
to boost confidence and self-esteem. Nutrition and fitness are important as they seek to improve their 
physical health. Usually stretched for time, they search for the ease and convenience of micro-mobility to 
get around, using e-bikes and urban car sharing to be even more efficient with their time.

Here’s how the Inbetweeners approach wellness across the categories that matter most to them. 

The Inbetweeners (25 – 34)

Fitness-focused Inbetweeners love to travel.
DID
YOU
KNOW?

30% 5x 4x
are on Booking.com affinity for GrabWheels. affinity for Sharetransport. 



P E R S O N A  T H R E E

To this group, physical wellness is all about being 
able to perform efficiently. They like to run, hike 
and train in the gym, and to track their progress 
with apps such as 42Race and ACTIVE SG. And 
they love shopping. 

Having to juggle what life throws at them, Nesters 
seek to organize and find efficiencies in their lives. 
Family life and career become priorities at this 
point. This demographic uses apps such as Blinkist, 
Coursera and LinkedIn Learning to stay on top of 
their game. 

For Nesters, financial wellness plays a critical role in 
ensuring physical and mental wellbeing. They have a 
pronounced need for financial security and a strong 
urge to safeguard their own and their families’ future. 

Physical wellness

Mental wellness

Financial wellness

Key insights:

Key insights:

Key insights:

• Fitness-interested Nesters are 6x more likely to 
own education app Blinkist. 

• They are also 6x more likely to own the app IFTT, 
which helps them connect their devices. 
 

• They efficiently manage their homes, 
entertainment and personal admin.

• Physically active Nesters have a 7x affinity for the 
investments app Thinkorswim. 

• The Fave Deal app is owned by 29% of this 
audience vs 9% of the general population. 

• And they have a 6x affinity for Income Insurance.

Nesters are focused on optimizing physical fitness and preventing ailments. They also prioritize 
family healthcare and dieting, often undertaking major projects and lifestyle changes to improve 
their family’s fitness. They like to improve their knowledge, enhance their physical health through 
herbal supplements, and their living space by redecorating.

Here’s how Nesters approach wellness across the categories that matter most to them.

The Nesters (35 – 44)

over

• Fitness-interested Nesters have a 10x affinity for the 
Fitness&Bodybuilding app. 

• They are 24x more likely than the average population 
to own the Fitbit app. 

• They have a 11x affinity for cycling apps such as Togoparts 
and a 7x affinity for the National Parks Hiking app. 

• This group takes major initiatives around health 
and has the highest skew towards health foods & 
drinks (60%), personal healthcare (48%) and vegan/ 
vegetarian food (30%).[6]

Nesters are more likely to enhance their health through nutrition.
DID
YOU
KNOW?

4x 4x 6x
more likely to own the 
supplements app 
iHerb Love Letter.

more likely to own the 
Recipe for Chinese Tonic 
Soups app.

more likely to own the 
Anova Culinary app. 



P E R S O N A  F O U R

Physical wellness takes three important forms: 
medical wellness, function and appearance. Seen-it-
Alls want to minimize the need for medication, and 
to get enough rest and the right amount of food in 
order to function and maintain their physique. 

This group has a strong need to maintain a positive 
mental state and minimize any external stresses. 
Family is important and heavily influences their 
emotional state of being. Seen-it-Alls strive to avoid 
any additional burdens. They prioritize spending 
quality time with loved ones. 

For Seen-it-Alls, financial wellness is all about 
securing quality of life. Because of this, they are more 
interested in business and finance, and invest more 
time in following the stock market using financial 
investment and trading apps. 

Physical wellness

Mental wellness

Financial wellness

Key insights:

Key insights:

Key insights:

• Fitness-interested Seen-it-Alls are 10x more likely 
to own the GETGREAT app. 57% own a Fitbit. 

• This audience has a 9x affinity for the Relive! 
Running app.  

• And 47% own the government’s Health365 app. 

• Physically active Seen-It-Alls have a 9x affinity 
with Bible apps, with 10% of this group owning 
YouVersion Bible app.  

• They love the news and have a 9x affinity with 
The Economist app.  

• They have a 5x affinity for Google’s experiential 
Daydream VR app. 

• 37% of this group are interested in finance and 
wellness topics.[6]  

• Physically active Seen-it-Alls have a 7x affinity with 
investment app Thinkorswim.  

• They have a 6x affinity for business content on 
McKinsey Insights. 

• They also have a 5x affinity for the finance news 
app Seeking Alpha.

This group is aware that the future brings a more physically vulnerable stage in life. Therefore, the physical 
takes precedence over all other forms of wellness. They like to travel for business and pleasure. They also tend 
to be more religious than younger age groups. 

Here’s how the Seen-It-Alls approach wellness across the categories that matter most to them.

The Seen-It-Alls (45 – 55)

High
affinity

A large proportion of this group travels frequently for business.
DID
YOU
KNOW?

24%
of physically active Seen-It-Alls own 
the Singapore Airlines app.

with business trip planner 
app TripIt.  



H O W  T O  U S E  T H I S  I N F O R M A T I O N   P A R T  1  O F  2

The data presented in this report, both the psychological profiles and the mobile user journeys of 
each persona group, can help you build a highly detailed and accurate picture of your audience’s 
needs, aspirations and behaviors. Understanding audiences at this level is essential to create 
campaigns that are trusted and engaging for consumers.  

How to use this information in your advertising 
activity and communications

The benefits of the Media Experience model

The benefits of a choice driven data modelling solution 

Havas Media Experience (Mx) enables advertisers to go beyond traditional media planning, 
to focus on creating the best media experience for consumers, capitalizing upon the most 
meaningful media to build more meaningful brands. 

Because Ogury gives users a clear and fair choice over the data it collects for advertising purposes, 
you can be sure that the data is safe, collected in compliance with relevant privacy laws, is high 
quality and that it builds long term user trust. 

A suite of tools and research is on hand to support the Havas Mx system:

Coupled with Ogury Active Insights data modelling and visualization solution, we are able to:

• Connection: Explore the consumer growth target through culture, category and brand, with identity-
based audience planning, decision journey mapping and insights based on primary and syndicated 
research and analysis. 
 

• Context: Identify influential touchpoints on the consumer decision journey, based on Havas’ proprietary 
CONNECTTM study, which runs amongst consumers across different verticals.  

• Content:  Access a content approach that is grounded on a bespoke, proprietary research study, with 
Meaningful Brands®. It combines a methodology which is used across all Havas’ agencies, enabling us to 
create a meaningful difference to the brands, businesses and lives of the people we work with. 

• Build a detailed picture of user behavior and the user’s mobile footprint.   

• Access highly detailed intelligence on specific verticals within the wellness space. 

• Rely on safe data based on user choice and obtained with traceable and trusted consent, to deliver 
relevant ads.
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Using Havas Media’s proprietary media planning process (Mx), we are able to connect brands with 
identified audiences, in a specific context, where the content of the brand message is delivered.



        Gain audience insight - Obtain a deep understanding of the wellness 
audiences you want to reach and engage with in Singapore. Consider 
how personas vary across different age groups, and acknowledge how 
individual nuances and interests affect perceptions of wellness. 

       Understand context - Recognize that every population is different. Every 
country has its own culture, politics, and history that plays a key role in 
shaping how consumers perceive and adopt wellness in that country. 
It’s important to take this into consideration, when thinking about 
wellness in Singapore and how you craft your brand message.  

       Deliver impactful execution - Choose where to reach your wellness 
audiences carefully. Invest your ad budget, considering where your 
audience is most likely to be always-on and most likely to engage with 
your brand message, such as mobile. 

     User experience - When it comes to data collection and advertising formats: 
ensure your consumer data is consented, and develop a choice driven 
creative, to deliver the greatest possible impact on your intended audience.

Planning your advertising activity: 
Four key takeaways for success

01

02

03

04
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C O N C L U S I O N

What to do next? 
Singaporean consumers have a highly developed and sophisticated approach to wellness and 
wellness brands. They are discriminating and show a purposeful approach to selecting the brands and 
services which fit their needs, lifestyles and aspirations. 

This makes for a highly competitive market. To succeed, wellness brands must develop a unified 
approach to advertising. 

From targeting through creative to campaign optimization, advertising must be tailored precisely 
to the tastes and priorities of each target audience. Only by doing this can brands ensure that their 
message cuts through in the wellness marketplace. 

That’s where Havas, with partners such as Ogury, can help. With a safe and informed data approach, 
we can help you define and attract exactly the right audience for your brand, develop the right 
creative for that audience and then build the optimum targeting strategy across all channels.

Contact Havas and Ogury today, to find out how we can help you achieve success in Singapore:
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[1] The Straits Times
[2] MediaOne 
[3] Health Promotion International 
[4] Health Promotion Board 
[5] Hofstede Insights
[6] Global Web Index

Havas is one of the world’s largest global 
communications groups. Founded in 1835 in 
Paris, the Group employs 20,000 people in more 
than 100 countries and operates through its 
three business units covering all communication 
activities. Havas Group integrated into Vivendi 
in December 2017. Havas Group’s mission is 
to make a meaningful difference to brands, 
businesses and people. To better anticipate 
client needs, Havas has adopted a fully 
integrated model through its 60 Havas Villages 
around the world. In these Villages, creative, 
media and healthcare & wellness teams work 
together, ensuring agility and a seamless 
experience for clients.  

Further information about Havas Group is 
available on the company’s website:

www.havasgroup.com

Ogury is the creator of the first advertising 
engine driven by user choice. Ogury is a global 
organization with 400+ employees across 10 
countries, working with 1500+ brands and 
3500+ publishers to establish a trusted digital 
advertising ecosystem, driven by user choice. 
Ogury Advertising Engine is an integrated stack 
of technology, from consent and preference 
management to user engagement, designed and 
optimized for branding campaigns on mobile. It 
uses safe data to deliver relevant ads in a brand 
safe and fraud-free environment.
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