
Lifestyles of Health and Sustainability

LOHAS OverviewLOHAS Overview



The Largest Market People are Just The Largest Market People are Just 
Starting to UnderstandStarting to Understand

• LOHAS is a $209 billion market

• LOHAS is a becoming a mainstream market 

• LOHAS is composed of established products and 
product categories

• LOHAS is an established consumer-based 
movement of 35 million Americans

• LOHAS is a young, fragmented marketplace with 
tremendous upside and opportunity





Shopping experiences



• LOHAS is an acronym for Lifestyles of Health 
and Sustainability
• LOHAS describes a $208 billion U.S. marketplace for goods 

and services that appeal to consumers who value health, the 
environment, social justice, personal development and 
sustainable living.

• Originally identified by research conducted by 
Conscious Wave in 2000.

• Within the LOHAS market divisions are products 
and services that:
• Improve health and safeguard eco-systems
• Develop human potential
• Reduce the use of natural resources
• Are created or conducted in a socially responsible manner

So What is LOHAS?So What is LOHAS?



� Organic Foods – 15%+ growth since 1990

� Solar Energy – 16% growth since 1992

� Wind Energy – Five-fold growth since 1995

� Alternative Transportation – 29% growth rate

� Alternative Medicine – Nearly 50% of U.S. consumers 
have tried it – at their own expense!

� Eco-Tourism – is the fastest growing segment of the travel 
industry

� Socially Responsible Investing – has more than $2 trillion 
invested

Rapid Growth In All DirectionsRapid Growth In All Directions



•Sustainable Economy

•Healthy Lifestyles

•Alternative Healthcare 

•Personal Development

•Ecological Lifestyles

TOTAL LOHAS MARKET

$6.5 B

$50.8 

$40 

$27.3

$83.8 

$208.4 B

The U.S. LOHAS MarketThe U.S. LOHAS Market



� Alternative transportation

� Renewable Energy

Sustainable EconomySustainable Economy
$6.5 Billion



� Natural, organic and nutritional 
products

� Food and beverage

� Dietary supplements

� Natural personal care products

Healthy LifestylesHealthy Lifestyles
$50.8 Billion$50.8 Billion



� Health and wellness solutions

� Acupuncture, homeopathy, 
naturopathy, etc.

� Holistic disease prevention

� Complementary medicine

Alternative HealthcareAlternative Healthcare
$40 Billion$40 Billion



� Mind, body and spirit products:
CDs, books, tapes, seminars

� Yoga, fitness, weight loss

� Spiritual products and services

Personal DevelopmentPersonal Development
$27.3 Billion$27.3 Billion



� Ecological home and office 
products

� Organic/recycled fiber products

� Environmentally friendly 
appliances

� Green Building

� Eco-tourism and travel

Ecological LifestylesEcological Lifestyles
$83.8 Billion$83.8 Billion



Who is the LOHAS Consumer?Who is the LOHAS Consumer?



•Not a fringe group of hippies, boomers, tree huggers     
or environmental fanatics

Who are the LOHAS Who are the LOHAS 
Consumers?Consumers?

•Committed consumer 

•Have Brand Loyalty

•Enormous disposable income – $1.2 trillion/year!
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A Consumer Driven PhenomenonA Consumer Driven Phenomenon
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LOHAS companies



��������
�3�
��	�% ��		
���	��!
������
	����	�
	���	 ��
,
��%!
�	�4

'	���
	��
�
�����	��( �!�����	

�����5�	��'	���
	��
 �
������

�

6�������'	��
��
	�
�( ��	���,��������
	�
���7��8��

���
���8���

�% '�
�!�

��
�������9:;���
�%��	
��
��
�
����
�������	��+���
��		������
��
��
����������
� <=;�
	����������1���!
�
4

�
����
�����8���	�

Aveda
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Ben & Jerry’s
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LOHAS Provides OpportunityLOHAS Provides OpportunityTyson



LOHAS Provides OpportunityLOHAS Provides Opportunity



Who is the LOHAS Consumer?Who is the LOHAS Consumer?



16%

25%

23%

23%

14%
LOHAS

NATURALITES

DRIFTERS

CONVENTIONALS

UNCONCERNED
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(% general population U.S. adults…)

LOHAS 2006 Consumer Segmentation ModelLOHAS 2006 Consumer Segmentation Model

Total U.S. 
Population

Source:  The Natural Marketing Institute Study 2005



Characteristics of SegmentsCharacteristics of Segments

LOHAS
16%

LOHAS consumers are dedicated to personal and planetary health.  
Not only do they make environmentally friendly purchases, they also 
take action – they buy green products, support advocacy programs, 
and are active stewards of the environment.

NATURALITES
25%

Focused on natural and organic consumer packaged goods.  They 
are not politically committed to the environmental movement, nor 
are they driven to green and eco-friendly durable goods.

DRIFTERS
23%

This segment has good intentions, but when it comes to behavior, 
other factors influence their decision more than the environment.  
Somewhat price sensitive (and trendy), they are full of reasons why 
they do not make environmentally friendly choices. 

CONVENTIONALS
23%

This very practical segment does not have “green attitudes”, but 
they do have some “municipal” environmental behaviors such as 
recycling and energy conservation.

UNCONCERNED
14%

The environment and society are not priorities to this segment. They 
are not concerned, and show no environmentally-responsible 
behavior.

Source:  The Natural Marketing Institute Study 2005



LOHAS Driven by Sustainability; Naturalites Driven by HealthLOHAS Driven by Sustainability; Naturalites Driven by Health

LOHAS 

Grown Without Pesticides 66%C

Environmentally-Friendly Packaging 59%C

Recyclable Packaging 57%C

Natural 56%  
No Genetically Modified Ingredients 56%C

NATURALITES 

Low Cholesterol 57%B

Grown Without Pesticides 55% 
No Trans-fats 54% 
Natural 50% 
Low Fat 49%B

(Q.38 - % consumer stating that the following are “very” important in food and beverage purchases; top 5 attributes shown; capital letters indicate statistically 
significant differences)

Food & Beverage
Drivers

Source:  The Natural Marketing Institute Study 2005



Importance of Seals for Purchase ImpactImportance of Seals for Purchase Impact

(Q.20- % consumer segment stating that they are more likely to purchase products with the following seals/logos)

74%

75%

22%

16%

73% CE

88% CE

52% CE

46% E

26% E

LOHAS (B)
NATURALITES (C) 
CONVENTIONALS (E)

Source:  The Natural Marketing Institute Study 2005



8%
2%

45% BE

66% BE

18% E

28% E

...makes me more likely to buy their products and
services

...makes me more likely to buy their stock

LOHAS (A)

NATURALITES (B)
UNCONCERNED (E)

Comparison and Impact of Corporate Citizenship Comparison and Impact of Corporate Citizenship 
Between LOHAS and NonBetween LOHAS and Non--LOHAS ConsumersLOHAS Consumers

(Q. 11 - % consumer segment stating they agree completely with “Knowing that a company is mindful of their impact on the environment and society…”)
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Source:  The Natural Marketing Institute Study 2005



Top Sources of Information YOU Need to Use to Reach Top Sources of Information YOU Need to Use to Reach 
LOHAS ConsumersLOHAS Consumers
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(Q. 92 - % LOHAS consumer stating that the following are influential when trying to make a decision about a healthy or 
environmental product to purchase; shading indicates responses that are statistically higher than each other consumer segments)

Guerilla, network marketing

Tell your story

Credible, in-depth 
information or PR

Role of 3rd parties

Communicate your benefits

SOURCE: Understanding the LOHAS Consume The Natural Marketing Institute, 2005



MacroMacro--Consumer Behavior Shifts & Branding Consumer Behavior Shifts & Branding 
Paradigms Lead To New Ways Of Thinking…Paradigms Lead To New Ways Of Thinking…

THE CONVENTIONAL WAY

� Functional benefits 

� Health and wellness
are defined as “internal” 
issues

� Rational purchase 
drivers

� Value = price/quality

THE “LOHAS” WAY

� Beyond form and function

� Health and wellness is 
redefined to include 
planetary concerns

� Emotional purchase drivers    
merge ‘hip/cool’ with ‘green’

� Values integration

SOURCE: Understanding the LOHAS Consume The Natural Marketing Institute, 2005



The LOHAS ForumThe LOHAS Forum

The LOHAS Forum is a three-day business conference that will bring together leaders from 
Fortune 500 companies, LOHAS businesses, the entertainment industry, and celebrities to 
focus on how businesses, media and entertainment can be leveraged to educate, shape 
and influence consumer behavior and purchasing decisions while promoting lifestyles of 

health and sustainability.







360 Interlocken Blvd., Ste 350
Broomfield, CO 80021

303.222.8283
Info@lohas.com  /  www.lohas.com

For copies of the PowerPoint presentation you just saw and 
for more information, contact:

Ted Ning
LOHAS Forum Director & 

LOHAS Journal Executive Editor

303.222.8263

Ted.Ning@lohas.com

Contact UsContact Us


