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Five
prescriptions
for healthy
subscriptions
Achieving success in the
health and wellness stayat-home economy

Bringing well-being in-house
This is the dawn of the stay-at-home economy. Today’s
self-care movement reveals an increased emphasis on
in-home health and wellness. Add to that the social
distancing and shelter-in-place requirements of the
COVID-19 pandemic, and the stage is set for well-being
activities in the comforts of home – all brought about
by the convenience of online subscription products
and services.
The health and wellness market today is seeing dramatic
growth. According to Allied Market Research, the global
connected gym equipment market and convenient ondemand workout content is expected to reach $1.048
billion by 2023, reflecting a with 31.1% CAGR1. Health and
wellness subscriptions will continue to position themselves
as providers of essential products and services

Who is capitalizing on the
health and wellness trend?
Around the globe, a wide range of health and wellness
brands are capitalizing on the stay-at-home economy
via on-line subscription offerings and in-app purchases:
• Connected fitness (such as Peloton, NordicTrack,
Pro-Form, Freemotion)
• Tracking and monitoring (such as Lose It!,
MyFitnessPal, FitBit)
• On-demand workout and dance (such as Beachbody,
Zumba, iFit)
• Meditation and mental fitness (such as Deepak
Chopra, Vitality, HeadSpace, Breathe2Relax)
• Health and nutrition (such as Melaleuca, Healthy
Directions, NutraClick)
• Telehealth and telemedicine (such as SteadyMD.com,
MDLIVE, Sherpa, LiveHealth Online, and Plushcare)
• Self-care, beauty and grooming (such as Dollar Shave
Club, Honest Box, Harry’s, Blume)
• Social distancing tools (such as conversation starters,
online games, chat apps, dating apps)
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Five prescriptions for
healthy subscriptions
How can subscription-based health and
wellness businesses capitalize on the

Consumers: Who are
subscriptions targeting?

burgeoning stay-at-home economy? Based
on extensive experience in the stay-at-home
subscription economy, here are five strategies
for maintaining and accelerating growth:

1

Always consider the 		
user journey

In the crowded market for digital health and
wellness subscription services, user experience
has become the key battleground for
differentiation. Players like Peloton with total
membership exceeding 2.6 million2 are setting
the bar exceptionally high, leading stay-at-home
consumers to expect rewarding experiences.
But what underpins a great user experience?
Creating stellar user experiences requires
effective user management: linking identity
to behavior and data to deliver a lifetime
of joined-up, seamless experiences across
every service and device. Matched with the
best content and frictionless transactions,
consumers are incentivized to stick around and
spend more – even after the pandemic.
It is no longer adequate to deal only with the
one person in a household who pays the bill.
Today, multiple members of the household are
accessing digital self-care services across dozens
of devices. Each user expects a compellingly
simple experience to navigate and consume
health and wellness products, with a high
degree of personalization tailored specifically to
them – not other members of the family.
This means moving from basic identity
management and authentication, to delivering
compelling user management: combining
digital identity for every individual with tools to
manage households and groups, entitlements,
privacy and granular user-level data. As a
result, happier more engaged consumers
will be incentivized to spend more over the

Millennials: Deloitte reports that American
millennials spend 70% more time at home
than the general population.3 With the
growing buying power and unparalleled
access to information garnered from the
internet and social media, millennials are
driving health and wellness brands towards
creating products strategically marketed
toward their stay-at-home preferences.
Fitness enthusiasts: According to
GlobalWebIndex, 76% of millennials, 70% of
Gen Xers, and 64% of Baby Boomers exercise
at least once a week.4 On-demand workouts
are more accessible, more fun, and easier to
fit into our time-poor society.
New moms: New stay-at-home moms often
struggle with feelings of isolation. Subscription
services centered around health, wellness,
workouts and nutrition help provide a sense
of camaraderie and community. In addition,
mothers also seek meaningful activities and
learning opportunities for their children.
Students and at-home workers: The pandemic
has forced many students to switch to online
learning and employees to work from home,
opening the door to market gamification and
other subscription services that help these
isolated individuals stay entertained and
remain mentally sharp.
Small town residents: Residents isolated in
small towns often crave inclusion. Subscription
services help them gain a sense of community
while also providing access to products,
services and professionals not normally
available, including world-renowned coaches
and trainers.
Big city dwellers: While those living in large
cities have access to all the things that
make urban environments so convenient,
the pandemic has forced many to remain
at home. With the convenience of package
delivery apps and online services, fewer trips
to the store translate to a safer, healthier
environment.

subscription lifetime.
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And as for the family member who is paying the bill, they
should be able to easily and intuitively manage their
accounts, billing preferences and other settings without
having to jump through a series of digital hoops. This
includes cancellation. Making cancellation easy might
seem to go against every instinct a subscription company
has, but it is vital that cancellations are painless. Difficult
cancellations will reduce the chances customers ever sign
back up or recommend the service to family or friends.

2

Monetize in-app purchases

As mobile applications continue to prove themselves to be
a robust channel for consumption of health and wellness
products and services, subscription businesses should
optimize their websites and mobile applications to deliver
a quality user experience. Subscription providers should
improve the user experience by offering in-app purchases

Chopra meditation
and well-being
Deepak Chopra, the well-known author
and mindfulness thought leader, recently
launched the Chopra subscription service
and mobile app that offers advice and tools
for well-being. The Chopra app allows users
to take better control of their mental and
spiritual well-being through simple actions
and expert insight.
Chopra relies on the Vindicia subscription
lifecycle management platform for
subscription monetization, billing, in-app
purchases, and customer retention.

backed by a range of mobile payment methods such as
Apple Pay, Google Pay and Amazon Pay.
But it is not just about simplifying the purchasing and
decision-making process for the consumer. In-app
purchases benefit subscription businesses as a separate
monetization channel by allowing subscribers to purchase
exclusives and extras without ever leaving the application.
However, the tricky part is reconciling in-app revenues
from other channel revenue. Subscription businesses who
have a mobile application should consider using a billing
system that is able to account for every in and every out,
no matter the source, so they can see all billing and

Right now, the most common ways to reconcile revenue
require constantly updating spreadsheets (sometimes
manually) or other tools that may not easily integrate
with billing systems. Health and wellness subscription
providers need an integrated way to clearly see
the impact of offerings, discounts, payments and
subscriber changes. Having a centralized system boosts
transparency, accounting ease, and enables businesses
to consider the entire subscription lifecycle when
designing applications incorporating in-app purchasing.

payments activity from a centralized place.
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Leverage subscription
intelligence

Increasingly, subscription businesses are expected to
know what the health and wellness consumer wants.
Mind-reading, you say? It is more like science: employing
predictive analytics, subscription intelligence, and other
tools to enable subscription providers to determine what
customers might like and the best way to deliver the
sought after experience.
Since health and wellness preferences vary from individual
to individual, providers need to examine both individual
sources of intelligence, such as purchase history and
usage rates, and aggregate sources like the geographic
market and customer segments. By considering both
areas of data, businesses will be better able to glean
consumer intent. Subscription providers should look to
billing systems that provide subscription intelligence
across the entire subscription lifecycle. Providers will gain

Beachbody
A prime success story is Beachbody, a
market leader that provides at-home
workouts combining fitness, meal
planning, and peer support. The company
recently announced that its on-demand
subscription streaming platform has
surpassed two million subscribers.6
Amid the unprecedented change in
consumer workout habits, Beachbody has
experienced record streaming volume
since the outbreak of the pandemic.
Beachbody offers quarterly, semi-annual
and annual subscription plans and
accepts all major credit cards. The fitness
company relies on the Vindicia subscription
lifecycle management platform to capture
revenue from terminally failed credit card
transactions and cut passive churn.

a sense of different consumers’ willingness to pay when
data is gathered within the billing context.
A reset survey found that 77% of consumers have
chosen, recommended or have even gone so far as
to pay more for a brand that provides a personalized
service or experience.5 Savvy subscription providers are
using intelligence gathering strategies such as quizzes
and follow-up surveys to gauge customer preferences so
they can curate services and products to fit user tastes.

iFit interactive
personal training
iFit is a mobile app and subscription
service that provides subscribers with
a vast library of global workouts and
studio classes led by world-class personal
trainers. iFit trainers take consumers
to virtual workout destinations all over
the world, coaching them through every
step and automatically adjusting their
treadmills, exercise bikes, ellipticals and
other workout machines in real time.
When it comes to boosting customer
retention and lifetime value by recovering
failed payment transactions, iFit relies
on the Vindicia subscription lifecycle
management platform.

But, it is more than simply knowing what customers like –
and what they might like. What’s missing for many health
and wellness businesses is comprehensive subscription
intelligence on payment preferences, billing scenarios,
and pricing – to name a few – that may be difficult for
newer businesses to gather on their own. Without crucial
information on subscriber preferences, providers are left
with the difficult task of billing trial and error – which can
lead to churn and lost revenue.
Analytics and intelligence should support every facet of
health and wellness subscription service delivery, from
customer acquisition to billing to churn reduction. Why?
Because subscription providers have the job of aiding
exploration and choice. Otherwise, what is the difference
between going to the store to pick up exactly what you
want? Continual iteration and refinement are musts
for helping providers optimize service quality, customer
experience, internal processes, and business models.
These essential ingredients for delivering an amazing
experience to subscribers not only help attract
subscribers, but also retain existing ones. Subscription
intelligence – when done correctly alongside a
professional billing platform –will drives acquisition
and retention.
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Reduce and prevent both
passive and active churn

Reducing subscriber churn – both passive and active
– should be a top priority for health and wellness
subscription businesses in order to boost recurring
revenue and profitability. After all, it costs a lot more to
find new customers than it does to retain existing ones.
To prevent passive churn, it is important to ensure that
involuntary payment transaction failures do not result
in lost subscribers. Even when customers are happy
with their subscription service, unintended payment
failures often result in interrupted relationships or even
cancellations. Cancellations due to preventable payment
failures can make it difficult to grow or even sustain a
health and wellness subscription business – particularly
during these times. Savvy health and wellness service
providers are deploying enterprise-grade subscription
management solutions that reduce passive churn and

Zumba
Zumba is the groundbreaking concept
that started the dance-fitness revolution
and changed the way consumers look at a
“workout.” Zumba.com is a subscriptionbased communal platform targeting
both Zumba dance participants and
instructors. The platform offers socially
distanced options geared toward at-home
participants, including on-demand and
livestreamed classes from instructors
around the world.
Subscriber retention is a critical issue for
Zumba. To reduce the passive churn that
results from failed payment transactions,
Zumba relies on the Vindicia subscription
lifecycle management platform.

boost ongoing revenue streams.
To prevent active churn, successful health and wellness
providers are revisiting their subscription policies;
allowing subscribers to switch preferred payment
methods and frequencies; and allowing customers to
pause, unsubscribe, downgrade or upgrade in hopes that
customers will remain through and after the pandemic.

Another way to combat active churn is to make
customers feel excited and fulfilled about being a
member of a health and wellness community, not just a
customer. Personalization, membership and experience
are more important than ever to stay-at-home customers.
Self-care consumers are increasingly giving their dollars
to businesses that can meet expectations for experience
and relevance. Research from Eventbrite found that
78% of millennials would rather spend money on an
experience than buying something material7, while
Epsilon found that 80% of their research respondents
would be more likely to do business with a company if
it offers personalized experiences.8
To foster a feeling of membership and well-being,
consumers also need to know that their subscriptions are
backed by “a team of experts.” Successful subscription
providers offer customer service readily available via
email and chat, providing reliable and accessible support
in multiple ways. Workout equipment may break down,
glitches in connectivity will happen, and data in devices
will freeze at some point, so being there for customers
will separate you from an adequate subscription versus a
stellar one that people will gravitate towards.

VINDICIA | White Paper | Five prescriptions for healthy subscriptions

6

5

Build subscription bundles

One of the most effective strategies for attracting new
customers is to offer subscription bundles, pairing
multiple products or services at discounted rates. During
these challenging times, people are looking for resources
and experiences to stay entertained at home with a large
variety of health and wellness content and products for a
relatively inexpensive price.
People like to feel they’re getting a deal. That’s why Yogi
Surprise offers discounted subscription bundles that
combine items such yoga straps, mat sprays, intention
cards, instructional guides, ingredient-conscious beauty
and body products, and healthy snacks.9
While Yogi Surprise’s strategy focuses on encouraging
customers to try out additional products already in the
company’s portfolio, subscription providers are also
partnering with third-party businesses. Such crossover
bundling brings in different services and content from
different businesses. Subscription providers can reach
new audiences through crossover partner bundles,
expanding their customer base while finding new
sources of revenue.

The bottom line: Customers will benefit from the variety
of options and discounted offers – and subscription
providers will be better equipped to compete against
tech giants like Apple who will soon be bundling their
fitness app with other subscription services.10

Melaleuca
With over one million shoppers and
$2 billion in annual sales, Melaleuca is
North America’s largest online wellness
shopping club, offering at-home shoppers
nutrition, personal care, home cleaning,
and cosmetics products.
Failed payments can have a devastating
effect on the health of online shopping
services. That’s why Melaleuca deployed
the Vindicia subscription lifecycle
management platform to cut passive
churn and drive higher customer lifetime
value by correcting failed credit and
debit card payment transactions before
shoppers even know there is a problem.

Vindicia for health and wellness subscription business success
To succeed in burgeoning stay-at-home economy, health and wellness providers need to view the subscription
lifecycle holistically, understanding how customer acquisition and retention are inextricably tied to the
customer journey, driving ongoing revenue streams and customer lifetime value. The Vindicia platform provides
comprehensive subscription management, monetization, billing and retention capabilities that simplify customer
engagement at all touchpoints in the subscription lifecycle. Vindicia’s subscription intelligence capabilities combine
real-time views of subscription data with expert guidance, turning data into actionable insights.
To learn more about health and wellness subscription success, or to schedule a product demo, contact us at
www.vindicia.com/contact-us.

Vindicia health and wellness clients include:
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ABOUT VINDICIA

Vindicia offers comprehensive subscription management solutions that help businesses acquire
and retain more customers. Providing much more than just a billing and payments system, the
company’s SaaS-based subscription management platform combines big data analysis, strategic
consulting and proprietary retention technology. Vindicia provides its clients with more recurring
revenue, more customer data, better insights, and greater value throughout the entire subscriber
lifecycle. To learn more visit www.vindicia.com.
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