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A note
from    the
Founders

We founded Sunwink with the mission to 
reconnect people to the healing power of 

the Earth. At Sunwink this not only means 
the products we create, but how we show 

up for our community, our industry and 
our planet. To better understand how we 
could do this as a business, we conducted 

a series of studies externally and 
internally. In this process, we found some 
insights that inspired us and others that 

highlighted gaps. 

Instead of keeping this information for 
ourselves we decided to publish it in hopes 

that other brands and industry leaders 
could use these insights too. We hope you 
find it useful, and join us on our journey. 

With Gratitude,
  

Eliza and Jordan



*Sunwink Independent Survey - Harris Poll
*Gallup National Health and Well-Being Index

Why is stress 
still skyrocketing 
when we have 
more options 
for health and 
wellness than 
ever? 

We are amidst a national health 
crisis. As mental health slips — 60 
percent of Americans are plagued 
by stressed — the $4.5T Wellness 
industry soars to meet the need to 
heal. We have more wellness 
products, methods, rituals, 
influences and media sources than 
ever, but the explosion comes with a 
nasty side e�ect: more stress. 

Over 3 in 5 Americans are 
overwhelmed by the health and 
wellness industry.  



Let’s talk
about 
the three 
reasons 
why

Endless choices and loose claims 
pull us further from nature.

Conflicting Information

Option overload
The industry rewards 

moreness vs. wholeness.

The health and wellness 
often presents an 
image of perfection - 
made up of idealized 
wealth, body weight, 
and beauty standards 
— that discourage 
many from starting 
their journey.

The image of 
perfection



The quest to achieve 
“ultimate wellness” 
requires a climb up 
the walled garden of 
perfection.

Wellness is often presenting an 
image of perfection — made up of 
idealized wealth, body weight, and 
beauty standards — that discourage 
many from starting their journey. 
62% of American population say the 
results portrayed by the health and 
wellness industry are unrealistic or 
unhealthy. 

51% of GenZ + Millennials are 
intimidated by what they see 
portrayed in health and wellness. 
50% of GenZ + Millennials are 
intimidated by who they see 
portrayed in health and wellness. 
When health and wellness needs to 
reach more diverse individuals than 
ever, the pressure of “perfectionism” 
and an image of exclusivity builds a 
barrier. *Sunwink Independent Survey - Harris Poll
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We asked 45 people across the country to write down 
their response to “Wellness Makes Me Feel” 

*Image created from DSCOUT word analysis. 
The larger words showed up more frequently.



In their
words I want to see someone that 

looks like me – not just a 
white woman who has the 

time and money to take three 
yoga classes, Peloton, make 
all her food and meditate… 

that is so not me.  

Kaylynn, 30, Texas 

The future of health and 
wellness needs to be inclusive. 
Our society is at a place where 

all people, of di�erent ages, 
ethnicities and body types are 

ready to see themselves 
reflected in the images of 

health.

Karen, 50, Washington

Every year there is an 
oscillating “hype cycle” of 
diet trends, from paleo to 
plant-based to cleanses and 
on and on. People are 
oscillating between extremes 
rather than doing something 
sustainable that works for 
them.

Ethan, 28, North Carolina

*Quotes from Sunwink Qualitative Interviews

There are so many di�erent
facets to health and wellness that 
it feels overwhelming. It takes a 
lot of dedication, research, and 
diligence – it’s frustrating.

Jennifer, 34, California



The nonstop stream of hype, 
trends, influences, and options is 
overwhelming. Over 3 in 5 
Americans feel overwhelmed by 
the health and wellness industry. 
The fast-paced wellness culture is 
conditioning people to race for 
more and more, adding stress to 
keep up.

We are 
constantly 
chasing for 
moreness, 
not wholeness.

The health and wellness industry has created 
its own mythology. Wellbeing is presented as 
complicated, complex and di�cult to achieve 
correctly. And turned what should be 
straightforward – a healthy lifestyle – into a 
complicated consumerist mess. 
  
Margaret McCartney, The Guardian 

*2021 Sunwink Independent Survey - Harris Poll
*The Guardian, 1/2/2020



*Quotes from Sunwink Qualitative Interviews

Wellness is often presenting an 
image of perfection — made up of 
idealized wealth, body weight, and 
beauty standards — that discourage 
many from starting their journey. 
62% of American population say the 
results portrayed by the health and 
wellness industry are unrealistic or 
unhealthy. 

51% of GenZ + Millennials are 
intimidated by what they see 
portrayed in health and wellness. 
50% of GenZ + Millennials are 
intimidated by who they see 
portrayed in health and wellness. 
When health and wellness needs to 
reach more diverse individuals than 
ever, the pressure of “perfectionism” 
and an image of exclusivity builds a 
barrier. 

Instagram has made a “good 
looking body” or a “healthy 

looking meal” the currency of 
wellness. Rather than feeling 

good, or energized, or em-
powered, people are fishing 

for likes and feeling alienated.

Ethan, 28, North Carolina

Everything is about 
celebrities. They have chefs 
and personal trainers, not 
real life stress and problems.

Adrian, 57, New York

In their
words

The wellness industry today 
focuses on what you have as 
external things and gratification. 
I think that’s shortsighted.

Amina, 46, Indiana



“Because it’s a 
hyper-consumer, 
largely unregulated, 
$4.5 trillion market, 
there’s been a storm of 
baseless claims about 
pseudo-scientific 
products and celeb 
“wellness influencers” 
for hire.” 

The Future of Wellness 
Report

TRUST IN ALL INFORMATION SOURCES AT RECORD LOWS

Percent trust in each source for general news and information
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*Edelman Trust Barometer 2021

*The future of Wellness Report 2020, Global 

Wellness Subbit, January 2020

Trust in information
is at record low, leaving consumers 
hungry for truth and clarity.



In their
words

*Quotes from Sunwink Qualitative Interviews

I look for how something 
is made. 

Megan, 31, San Francisco

What comes to mind is BS — 
there are a lot of soft and 

false claims being made. 

Francine, 69, Philadelphia 

We’re just chemical soup. 
No other generation has 

grown up this toxic. 

Cynthia, 66, Wyoming



Recap

CHALLENGE 
The race to keep up is 

overwhelming.

OPPORTUNITY 
Focus on wholeness, 

not moreness. 

CHALLENGE 
The “perfect” image of 
wellness is excluding.

OPPORTUNITY 
Diversify to include 

every journey.

CHALLENGE 
Trust in information 

is low.

OPPORTUNITY
Provide transparency in your 

process and expertise.



One thing we 
heard over 
and over: 
In search of 
wellness, 
people turn 
to plants

If we could all just go back to some 
of our agrarian roots, if we found a 
way to be more connected with the 

earth, it would heal us. We would 
build stronger connections to one 

another.

Brian, 41, Pennsylvania

By tapping into the power of plants 
we all can become healthier people 
and better perople. And if everyone 
is becoming healthier and happier 
then in turn we’ll lift up humanity.

Jessica, 36, Indiana

They clear the air and give me 
something to nurture. Plants are 

full of vitamins, fiber, and nutrition. I 
grow berries and vegetables. Cer-

tain plants also provide healing and 
lesson anxiety.

Adrian, 57, New York

When I’m out in nature I’m less 
stressed – I’m in the moment. I’m 
reminded things are consistent. 
Things will always recover and 
come back to life. 

Sophia, 28, San Francisco

We need to be connected, actually
I would say reconnected, to the 
healing power of earth!

Marian, 31, California 

The power of plants is huge! 
Plants can heal, provide oxygen, 

create shelter, and energy. We 
need to care for and continue to 

grow plants.

Kayli, 27, Missouri



Take a 
moment 
and ask 
yourself the 
following. 

EXERCISE
Does your brand put out messages that feel 

achievable for the community you serve?

Does your brand make the community 
feel seen, heard and loved? 

Is your team and marketing 
diverse? 

How do you think about Earth in 
the equation?

How do you complete the 
circle of reciprocity?



We are committed to being a truly 
diverse and inclusive company. 

Your whole self and story is 
welcome, honored, and loved.

Seen, Heard, Celebrated

We are changing the industry 
for good. This means we will 

take risks and innovate.

Fail Fabulously 
and Fearlessly

Authentic human 
connections and 

uncompromisingly real 
ingredients.

Make It Real 

Leave every interaction 
brighter than when you found it.

Uplift and Empower 
Relentlessly

Do Right By 
Our Planet 
We use recyclable 

materials and organic 
whole ingredients.

Sunwink
Core
Values



Inclusion
At Sunwink we believe that in 
order to change the food and 
beverage world for the better 

we must make sure all 
communities are represented 

–whether that is our employees, 
marketing or board members.

Our
Impact

Sustainability
We are building a food and 

beverage company for a 
planet our grandchildren can 

live happily on. We are 
committed to ensuring we 
minimize our environment 
impact and maximize our 

environment potential.

At Sunwink we believe that we 
can use our business as a 
source for good. We are 

committed to giving 2% of our 
net sales annually to 

organizations chosen by the 
people who inspire our 

products. We also actively use 
our platform to speak out 

about social issues that are 
important to our community. 

Give Back



Our Annual Goal

Implement Positivity and 
safety internal study

Metric for 2021 Status as of March 29, 2021

Employee Demographics

Diversity, Equity & Inclusion 
Training Attendance

Completion of annual stakeholder surveys 
which includes employee, herbalist, vendor, 
advisor, customer, investor feedback

Board Composition

100 % completion, currently establishing metrics

Gender – 50 % Women
Race/Ethnicity – 50% POC

50 % of leadership roles held by women and POC

100% Attendance

100% Completion

50% repersenation by minority 
(women, non-binary, and POC)

Deployment June 2021

Gender – 92 % Women
Race/Ethnicity – 54% POC

100 % of leadership roles held by women 
and POC (25 % held by POC)

100% Attendance

Deployment April 2021

66% repersenation by minority 
(women, non-binary, and POC)

Our Impact – Diversity & Inclusion
Mission: At Sunwink we believe that in order to change the food and beverage world for the better we must make 

sure all communities are represented–whether that is our employees, marketing or board members.

One thing we 
heard over 
and over: 
In search of 
wellness, 
people turn 
to plants



West Coast Wildfire Relief Support - 100% of online sales 9/11/21 
and 9/12/21 donated to United Way Mid-Willamette and Sogorea 
Te’ Land Trust
Support of Black community - $5000 Donated May 30, 2020 to 
NAACP
Support of Pride Month - 100% of Sales of Hibiscus Mint Unwind 
Donated to Marsha P. Johnson Institute

Looking back at 2020 

Sakhi for South Asian Women - Turmeric Recover
Cure Alzheimer's Fund - Immunity Berry
Marsha P. Johnson Institute - Hibiscus Mint Unwind
Breast Cancer Foundation - Detox Ginger
Amazon Frontlines - Lemon Rose
Best Friends Animal Society - Cacao Clarity 
The Happy Organization - Berry Calm

Our 2% Non-Profit Organizations

Our Impact – Give Back
Mission: At Sunwink we believe that we can use our business as a source for good. We are committed to giving 
2% of our net sales annually to organizations chosen by the people who inspire our products. We also actively 

use our platform to speak out about social issues that are important to our community



Our Annual Goal Metric for 2021 and 2022 Status as of March 29, 2021

Achieve and mantain B-Corp Status

Mantain USDA Organic 
certification for all products

Reach Zero Waste

Carbon Neutral

All Vendors complete and pass Vendor
Assessment survey which assess 
social and environmental performance

Employee Wellness and Land Trust

Receive Approval

Receive Certification

100 % by 2023

100 % by 2023

100 % Completion

100 % of employees participate in quarterly
nature day, Sunwink to provide calculated 

land trust contribuition per employee.

In Process, target Q3 2021

All products to be USDA Organic by May 2021

Deploying Assessment.
All products currently packaged in glass or recycling.

All .com shipping uses fully recyclable materials

Deploying assessment April 2021

Deploying assessment April 2021

Q1 Complete, Donation provided 
to Sogorea Te’ Land Trust

Our Impact – Sustainability
Mission: We are building a food and beverage company for a planet our grandchildren can live 
happily on. We are committed to ensuring we minimize our environment impact and maximize 

our environment potential.



We wanted to take a moment to ask our friends and leaders 
across the Wellness and Beverage industry to take a stand and 

join us on a journey towards wholeness. While this research 
shows that we all have work to do, we encourage everyone to 
see the tremendous amount of opportunity to create products 
and companies that better serve the needs of people. Wellness 
and self-care requires doing everything you can to support one 
another and the planet. Thank you for taking the time to read 

through. We are always here to continue the dialogue and learn 
together. Email us at founders@sunwink.com anytime.  

Final Thoughts from Eliza and Jordan



Appendix



The Future of Wellness Report, Global 
Wellness Summit, January 2020

Gallup National Health and Well-Being 
Index 

McCartney, M. (2020, Jan). The wellness 
industry is selling you the myth that a 
healthy life is expensive. The Guardian.

Edelman Trust Barometer 2021

Secondary Research
Conducted through 
DSCOUT

Digital Interviews and 
Longform Journaling 
Online

N = 45 Adults 18+, 
even distribution

Qualitative Study

Harris Poll Nationwide Study

Online Nationwide Survey on 
The State of Wellness

N = 3,002 Adults 18+, even 
distribution

Quantitative Study

Report 
Methodology
Sunwink conducted bespoke studies 
and used industry research to 
analyze the state of consumer 
sentiment towards the health and 
wellness industry.




