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SAVOR THE
FUTURE: 2025

WELLNESS
TRENDS 

What’s Next in Wellness Webinar Series 
Based on Q4 2024 Data

Click to see the Recording!

�  Subscribe to monthly access to the Wellness CPG platform and get 50%
off with code: Bevnet50 �  Learn more.
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Surveys + Social: The Brightfield Difference
WELLNESS CPG STUDY

Brightfield Group’s AI-Driven consumer insights empowers marketers and product developers to innovate & brand with
confidence.

Ignite Your Innovation Journey with AI-Driven Consumer Insights

Fusing Consumer surveys
with their social media

 =
 Faster, Deeper, more

Flexible Insights

Social 
Listening

Consumer 
Insights
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�  Love the data behind the report?
Subscribe to our Wellness CPG Platform and unlock even

more insights—Get 50% off with code: Bevnet50
�  Learn more.
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3�  Subscribe to monthly access to the Wellness CPG platform and 
get 50% off with code: Bevnet50�  Learn more.
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What’s inside...

BEVNET Live Recap



SHIFT IN
SHARE OF
BUZZ
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 Relaxation Need State is
the highest it’s been since

we started tracking it in Q3
2021. It now stands at 54%

compared to 47% in Q1
2024

74% of Americans agree
reducing stress is a priority

for me 

American are most stressed we have seen and
often turn to substances/products to relax 

Source: Brightfield Group; Wellness Consumer Insights; Q4 2024

�  Subscribe to monthly access to the
Wellness CPG platform and get 50% off with

code: Bevnet50�  Learn more.

https://www.brightfieldgroup.com/consumer-insights
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American alcohol consumption has been
depressed since late 2022

41%
47%

42%

Source: Brightfield Group; Wellness Consumer Insights; Q4 2024

Consumed Alcohol in Past 6 Months

https://www.brightfieldgroup.com/consumer-insights
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Source: Brightfield Group; Wellness Consumer Insights; Q4 2024

45% say it’s to be healthier 62%

54%

36% say its to save money 

Over 60% of alcohol consumers reported wanting to drink less,
only increasing over the course of 2024

25% say it’s for mental health

Agree: I am consuming less alcohol than in the past

�  Love the data behind the report?
Subscribe to monthly access to the

Wellness CPG platform and get 50%
off with code: Bevnet50

�  Learn more.

https://www.brightfieldgroup.com/consumer-insights
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Who are the alcohol
reducers?

F R O M  T H E  P O R T A L
Alcohol Reducers

Above-average income

More likely to live in a city

Skew male

Most commonly Gen X or

Millennial

Source: Brightfield Group; Wellness Consumer Insights; Q4 2024

How are you consuming less alcohol?

�  Subscribe to monthly access
to the Wellness CPG platform

and get 50% off with code:
Bevnet50 �  Learn more.

https://www.brightfieldgroup.com/contact-us
https://www.brightfieldgroup.com/consumer-insights
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Dry January

37% WERE A YES OR MAYBE
FOR 2025

16% HAVE DONE IT IN THE PAST

Source: Brightfield Group; Wellness Consumer Insights; Q4 2024

https://www.brightfieldgroup.com/consumer-insights
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Common alcohol alternatives include coffee,
soda, and cannabis

Source: Brightfield Group; Wellness Consumer Insights; Q4 2024

Alcohol Substitutes

https://www.brightfieldgroup.com/consumer-insights


Gen Z Millennials Gen X Boomer

Q1 2023 Q2 2023 Q3 2023 Q4 2023 Q1 2024 Q2 2024 Q3 2024 Q4 2024
0%

10%

20%

30%

40%

50%

60%

Cannabis Use on the rise among Alcohol Consumers

Source: Brightfield Group; Wellness Consumer Insights; Q4 2024

�  Subscribe to monthly access
to the Wellness CPG platform

and get 50% off with code:
Bevnet50

�  Learn more.

https://www.brightfieldgroup.com/consumer-insights
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8% 10% 12% 14%

Hemp THC Drinks
users more likely to
say they tried Hemp

THC b/c it was
available at a concert,

or, bar/restaurant.

HD THC Beverages are being used as a replacement for alcohol

11% of hemp-derived
users have used a drink in

the past 6 months 

Incidence of Use of Hemp-Derived
THC Products (all formats)

What did you replace with Hemp-
Derived THC Beverages?

Hemp-Derived THC Use Triggers Among Drink Users

Hemp-Derived THC Drinks Consumers
Hemp-Derived THC ALL Consumers

Source: Brightfield Group; Wellness Consumer Insights; Q4 2024
Hemp Derived THC Consumer Insights Q3 2024

https://www.brightfieldgroup.com/consumer-insights


Alot of buzz around NA drinks

1.7% NA Beer
1.2% NA Spirits 
1.1% NA Wine

Purchase Last 3 Months
Incidence Among
American Adults:

While an established category, non-alcoholic drinks
continue to attract interest and investment, including

from high-profile public figures like Tom Holland

Source: Brightfield Group; Wellness Consumer Insights; Q4 2024

Source: Brightfield Group; Wellness Social Listening; Dec 2024

https://www.brightfieldgroup.com/consumer-insights
https://www.brightfieldgroup.com/social-listening
https://www.brightfieldgroup.com/social-listening


Kava is a growing alcohol alternative

75% of kava purchasers say
they are consuming less

alcohol vs. 58% of gen pop 

2% purchase
incidence 

Source: Brightfield Group; Wellness Consumer Insights; Q4 2024

�  Subscribe to monthly access to the Wellness CPG platform
and get 50% off with code: Bevnet50 �  Learn more.

https://www.brightfieldgroup.com/consumer-insights
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Bevnet Live: Trends we Drank Up

Relaxation & Alc Alternatives 
BFY Sodas, Coffees, Sports Drinks

Premium Ready-to-Serve Cocktails + Functional Benefits

<We are replacing so many occasions, Recess
for daytime, Recess for alc replacement we

aren't disrupting a single category like
alcohol, which makes it so exciting= 

- Ben Witte, Recess



WEIGHT LOSS
BOLSTERS

17



At any given time, 
half of Americans say they are trying to lose weight 

Source: Brightfield Group; Wellness Consumer Insights; Q4 2024
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9% say they are obese
14% say they are overweight

GLP-1s/ Semaglutide Injections



Semaglutide Injections
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Beyond the Fad: Semaglutide Injections continue to hold steady
with steady growth

Conversations about Semaglutide Overtime on Social Media

Source: Brightfield Group; Wellness Social Listening; Dec 2024

GLP-1s/ Semaglutide Injections

�  Subscribe to monthly access
to the Wellness CPG platform

and get 50% off with code:
Bevnet50

�  Learn more.

https://www.brightfieldgroup.com/social-listening
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Semaglutide Injections Prescription Weight Loss Pills

Q4 '23 Q1 '24 Q2 '24 Q3 '24 Q4' 24
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12.5 million people reported using semaglutide in the P6M

Source: Brightfield Group; Wellness Consumer Insights; Q4 2024

Similar incidence as protein powder

GLP-1s/ Semaglutide Injections

https://www.brightfieldgroup.com/consumer-insights


34% are Boomers
30% Millennials

30% are Gen Xers
43% are high income66% are Female

Who are the GLP-1 Users?

21

GLP-1s/ Semaglutide Injections

Source: Brightfield Group; Wellness Consumer Insights; Q4 2024

https://www.brightfieldgroup.com/consumer-insights


What are they experiencing ?

0% 20% 40% 60% 80%

Feeling fuller quicker

Ea�ng less in general

Ea�ng smaller meals

Snacking less

Less focused on food/ea�ng

Binging less

Craving less sweets

Drinking less alcohol

Nauseous/don't feel like ea�ng

Craving healthy foods

Ea�ng more food

Not much has changed for me

Other

None of the above

GLP-1 Users General Popula�on

I reward myself with li�le treats Eat a snack instead of a full meal
0%
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10%
15%
20%
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30%
35%

Semaglultide/GLP-1 Symptoms Often Behaviors: GLP-1 Users vs. General Population 

GLP-1s/ Semaglutide Injections

Nestlé  - Vital Pursuit, a line of high-protein frozen meals designed for users of GLP-1
medications (Nestlé Global).
Mondelez has positioned its snack bars as ideal for GLP-1 users (The Independent).
Daily Harvest offers a collection of nutrient-dense, ready-to-eat meals aimed at weight
control (Verywell Health).
Conagra is exploring high-protein, low-calorie snack options like beef jerky and popcorn (The
Independent).

Industry Innovation

80%

Source: Brightfield Group; Wellness Consumer Insights; Q4 2024
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Trending Products Related to Weight Loss Besides GLP-1

Source: Brightfield Group; Wellness Social Listening  December 2024
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GLP-1s/ Semaglutide Injections

Akkermansia Conversations Over Time

Glutathione Conversations Over Time

https://www.brightfieldgroup.com/consumer-insights
https://www.brightfieldgroup.com/consumer-insights
https://www.brightfieldgroup.com/consumer-insights


PROTEIN IS
HERE TO STAY
BUT FIBER
COMING IN
PLAY

24



Focus used to be just Protein, now we are seeing Protein + Fiber

Fiber is showing a similar
trajectory to <High protein=

conversations which
peaked in Q1 2024

25

Protein/Fiber

High Fiber and High Protein Conversations Over Time

From 30g Trend 
to 30-30-3 

2 percentage point increase in consumers saying they are looking for products that say high in fiber 

Source: Brightfield Group; Wellness Social Listening; Dec 2024

https://www.brightfieldgroup.com/social-listening
https://www.brightfieldgroup.com/social-listening


Rarely or Never Sometimes Often or Always

0% 20% 40% 60% 80% 100%

Calories

Carbs

Protein

Fiber

End of 2024 - About a fifth of consumers are focused on high fiber

Track Daily ConsumptionImportant Label Claim

Source: Brightfield Group; Wellness Consumer Insights; Q4 2024
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Protein/Fiber

26%

34%

https://www.brightfieldgroup.com/consumer-insights
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We want permission to eat carbs 

Sourdough Conversations Over Time

Protein/Fiber

Source: Brightfield Group; Wellness Social Listening; Dec 2024

https://www.brightfieldgroup.com/social-listening
https://www.brightfieldgroup.com/social-listening


Conversations about resistant starch are starting to pick up

Source: Brightfield Group; Wellness Social Listening  2024

28

Protein/Fiber

Resistant Starch Conversations Over Time
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�  Subscribe to monthly access
to the Wellness CPG platform

and get 50% off with code:
Bevnet50

�  Learn more
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Consumers continue to think  about Blood Sugar and Glucose 
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Source: Brightfield Group; Wellness Social Listening; Dec 2024

https://www.brightfieldgroup.com/social-listening
https://www.brightfieldgroup.com/social-listening


ARE 
SEA PRODUCTS
THE NEW
FUNCTIONAL
MUSHROOMS?
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We saw so many sea
forward options in LA

and at BEVNET

Sea Supplements

 Sustainably harvested
Deep Ocean Minerals

Ocean’s secret stash of plant-based
nutrients, with our exclusive Sea-biotics



Irish Moss/Sea Moss is taking off on social and in purchasing Sea Supplements

Consumer Purchase Incidence 

Social Conversation Over Time

2023 2025

2022
2025

Source: Brightfield Group; Wellness Social Listening; Dec 2024�  Subscribe to monthly access to the Wellness CPG platform and get
50% off with code: Bevnet50 �  Learn more.

https://www.brightfieldgroup.com/social-listening
https://www.brightfieldgroup.com/social-listening
https://content.brightfieldgroup.com/wellness-monthly-subscription?utm_campaign=10540634-Wellness%20Monthly%202025&utm_source=Bevnet&utm_medium=Bevnet
https://content.brightfieldgroup.com/wellness-monthly-subscription?utm_campaign=10540634-Wellness%20Monthly%202025&utm_source=Bevnet&utm_medium=Bevnet
https://content.brightfieldgroup.com/wellness-monthly-subscription?utm_campaign=10540634-Wellness%20Monthly%202025&utm_source=Bevnet&utm_medium=Bevnet
https://content.brightfieldgroup.com/wellness-monthly-subscription?utm_campaign=10540634-Wellness%20Monthly%202025&utm_source=Bevnet&utm_medium=Bevnet
https://content.brightfieldgroup.com/wellness-monthly-subscription?utm_campaign=10540634-Wellness%20Monthly%202025&utm_source=Bevnet&utm_medium=Bevnet


Sea Supplements

Trending Sea Product Products and Ingredients 

Source: Brightfield Group; Wellness Consumer Insights & 
Social Listening; Dec 2024

https://www.brightfieldgroup.com/social-listening
https://www.brightfieldgroup.com/social-listening
https://www.brightfieldgroup.com/social-listening
https://www.brightfieldgroup.com/social-listening
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Sea Supplements

The OG Sea Supplement, Fish Oil/Omega 3/6, is in the top 10 purchased but
some growing chatter around Krill Oil

Purchase P3M Incidence

Source: Brightfield Group; Wellness Consumer Insights & 
Social Listening; Dec 2024

https://www.brightfieldgroup.com/social-listening
https://www.brightfieldgroup.com/social-listening
https://www.brightfieldgroup.com/social-listening
https://www.brightfieldgroup.com/social-listening


PERIMENOPAUSE
UPDATE

35

IT’S STILL BOOMING ON SOCIAL



+40% Growth Rate (CMGR) amongst
conversations about conditions

4% Share of Voice

Discussions about Perimenopause continue to rise on social 
Discussions about Perimenopause Continue to gain traction on social media as women turn to these platforms to compare experiences, learn relief
tactics, and share product recommendations for the variety of symptoms experienced during this phase of life. 

30

Brightfield first reported on
Perimenopause gaining

traction in October 2023

Source: Brightfield Group; Wellness Social Listening; December 2024



Ingredients with a high Share of
Voice but low or negative growth.

Still very relevant for the
Perimenopause conversation, but

may be saturated.

Established Trend 

Ingredients with a healthy Share of
Voice and Strong Growth. Consider
these for innovation opportunities,

and/or, reach new audiences by
positioning existing products with

these ingredients to perimenopause
audiences. 

Innovation Opportunities 

Calcium
6% SOV

+84%
Growth

Rate

Magnesium
6% SOV

+78%
Growth

Rate

Vitamin D
6% SOV

+130%
Growth

Rate

Ingredients with a low Share of
Voice but strong growth. Proceed

with caution since these trends may
be just <flash in the pan=. Consider
seeing how these trends align with

your key segments 

Future Potential

Glutathione
.62% SOV

+665%
Growth

Rate

Creatine
1% SOV

+390%
Growth

Rate

Ashwagandha
1.6% SOV

+373%
Growth

Rate

Collagen
13% SOV

-8%
Growth

Rate

Probiotics/Prebiotics 
7% SOV

-8%
Growth

Rate

Mentions of Perimenopause + Ingredients reveal opportunities
for innovation

Source: Brightfield Group; Wellness Social Listening; December 2024
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WHAT ELSE
ARE WE
EXPLORING IN
2025

38
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Free From Seed Oils

Added to the Q1 2025
Consumer Study 

Source: Brightfield Group; Wellness Social Listening; December 2024
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Beef Tallow - Alternative to Seed Oil and Skin Care

Source: Brightfield Group; Wellness Social Listening; December 2024
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Magnesium
continues to evolve
and mainstream 

Still skews Baby Boomer but
opportunities to expand with

Millennials and Gen X’ers. Gen X
purchasers increased 1.2 PP  YoY 

Source: Brightfield Group; Wellness Consumer Insights & 
Social Listening; Dec 2024

Magnesium Purchasers

General Population

https://www.brightfieldgroup.com/social-listening
https://www.brightfieldgroup.com/social-listening
https://www.brightfieldgroup.com/social-listening
https://www.brightfieldgroup.com/social-listening


*Keywords: <longevity=, <antiaging=, <healthy aging=, <lifespan=, <cellular health=, <biological age=

Source: Brightfield Group Quarterly Wellness Survey & Social Listening Q4 2024

Longevity and Healthy Aging 

 Top 3 Important Aspects When
Thinking About Healthy Aging

Live a long time
Feel strong
Look good for my age
Live independently
Avoid common health issues like diabetes, blood pressure or
high cholesterol
Minimal daily prescriptions
Mobile on my own
Active social life
Sharp mind
Great memory
Minimal wrinkles
Look healthy

Longevity Ingredients in Social
Media Mentions
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Any Questions?
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Subscribe to our Wellness CPG Platform and unlock even more insights—custom filters, monthly updates, and exclusive data
access. Get 50% off with code: Bevnet50 �  Learn more.

https://app.screencastify.com/v2/watch/uMhLWZfNlQAWGNF0mSL1
https://app.screencastify.com/v3/watch/BZ5nMdT6r8JpFmqOqT3m
https://www.brightfieldgroup.com/contact-us
https://content.brightfieldgroup.com/wellness-monthly-subscription?utm_campaign=10540634-Wellness%20Monthly%202025&utm_source=Bevnet&utm_medium=Bevnet
https://content.brightfieldgroup.com/wellness-monthly-subscription?utm_campaign=10540634-Wellness%20Monthly%202025&utm_source=Bevnet&utm_medium=Bevnet
https://content.brightfieldgroup.com/wellness-monthly-subscription?utm_campaign=10540634-Wellness%20Monthly%202025&utm_source=Bevnet&utm_medium=Bevnet
https://content.brightfieldgroup.com/wellness-monthly-subscription?utm_campaign=10540634-Wellness%20Monthly%202025&utm_source=Bevnet&utm_medium=Bevnet
https://content.brightfieldgroup.com/wellness-monthly-subscription?utm_campaign=10540634-Wellness%20Monthly%202025&utm_source=Bevnet&utm_medium=Bevnet


Click here to see our past
trend reports!
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�  Subscribe to monthly access to the Wellness CPG platform
and get 50% off with code: Bevnet50 �  Learn more.

https://www.brightfieldgroup.com/resources
https://www.brightfieldgroup.com/resources
https://content.brightfieldgroup.com/wellness-monthly-subscription?utm_campaign=10540634-Wellness%20Monthly%202025&utm_source=Bevnet&utm_medium=Bevnet
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