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THE WELLNESS ECONOMY
AND THE BUILT ENVIRONMENT
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Wellness real estate, wellness hospitality and the rise of the wellness city

Market scale - return on investment - the new segments - capital - players - the operating playbook
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THE CORE THESIS

Wellness Is not an amenity.
It IS a valuation mechanism.

An investment typically below 1 to 2% of total project cost triggers price premiums, rental premiums, faster
absorption, longer leases, lower churn, higher revenue per available room and tighter exit cap rates, compounding
across every unit, every key and every year of the hold. Applied at the scale of a district or a city, the same logic
compounds again into tourism yield, talent attraction, healthcare savings and jobs.

And It IS now segmenting.

The generic wellness premium of the last decade is becoming a set of distinct businesses: longevity residences,

wellness clubs, medical-wellness hospitality, active-ageing communities, social wellness. Each has its own
economics, operators and capital.

The question is no longer whether wellness creates value. It is who captures it first.



. THE GLOBAL WELLNESS ECONOMY

A $6 8 tr|II|on economy doubllng every decade

Global wellness economy, US$ trillions
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. SCALE IN CONTEXT
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4x

the size of the global pharmaceutical industry

+30%

larger than the global green economy

2X

the growth rate of world economic output



.~ WHY THE GROWTH IS STRUCTURAL, NOT CYCLICAL

Seven forces, none of which reverses

Chronic disease . Ageing populations
Lifestylerelated disease will reach 56% of the .  Over60s pass 1.4 billion by 2030 and demand
global disease burden by 2030 (WHO) ; activelongevity design

The wealth transfer Post-pandemic recalibration
$68 to 84 trillion moving to the most : A permanent stegchange in how consumers
wellnesscommitted generations in history judge buildings and health

Sources: Global Wellness Institute: McKinsey & Company; WHO * *
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Mental health

The mental wellness market grew over 12%
annually from 2019 to 2024

Technology personalisation

Wearables and connected platforms make
wellness dataich, continuous and portable

Generational shift

Gen Z and Millennials drive 41% of wellness
spend from 36% of the adult population

GWI, McKinsey and every major

property research house now treat
wellness demand as a permanent
repricing, not a post-pandemic spike.




" THE 'CONSUMER -

-

~ Weliness has become identity

82%

United States

3%

United Kingdom

~-Share of consuirriers who cOnsidgf_weIIness a top o important-priority in their everyday lives

"Exercise more" is the single most-cited life priority in both the United States (29%) and China (28%),
ahead of eating better, reducing stress and improving sleep. Property that makes movement effortless is -
aligned with the modern consumer's top life goal. i

Sources: MéKinéey Future of Wellness, 9,000+ consumers; Ag i]ity Research & Stratéjgy‘



Meanwhile,
something strange
IS happening to
young people.



From barstools to barbells

e o e 35.5% i

of US “adults now drinkthe lowest clubs on-Strava after asurge in -~ gym membership among £84s
since-records began in 1939. . one year; run clubs up 36 ¢ the highest of any US age group

The great wealth transfer. Transferring from Baby Boomers to
younger generations through 2045, into the hands of the most

wellnesscommitted inheriting cohorts in history. That capital will
be deployed into homes, travel and cities that reflect those values.




- .GENERATIONAL DEMAND

~Every generation buys wellness, differently

GenZ

18 to 27

Datadriven and communityriented.
Twothirds rely on apps and wearables;
per-capita spend growing at twice the rate
of older cohorts.

Personalization, Journeys & Experiences

Millennials

28to 43

The dominant force. Most likely to choose
wellnessforward hotels for business travel
and to pay a premium. Entering prime
household formation.

Gen X

44 to 59

Leading wellness travel growth.
Experienceich, financially capable, strong
repeatvisit behaviour. The natural estate
living market.

Boomers & 75+

60 plus

Active longevity: strength, balance,
cognition, community. Over 60% rate
healthy-ageing products very or extremely
important.

Sources: McKinsey Future of Wellness 20025; McKinsey healtFgteing research’



"THE DEEPEST CURRENT

From lifespan
to healthspan

"Ifhe_consumér' ho longer'wants merely to live, Ipnger.'Théy want to five well
for longer. That re'fra}ning converts wellness from discr._etiohary indulgence
into preventive inVestment, and it.is. moving medigabde asséssment,
diagnostics:and longevity programming out of clinics’and into hotels,
estates, clubs and-workplaces. ' : ’

Exercise is the single most evidence-backed longevity intervention
available, and the built environment is its delivery system. Lifestyle
drives 80 to 85% of health outcomes; genetics only around 20%.

Sources: McKinsey 2024; Global Wéllness. Institute 2024 ' g = .
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‘GLP1: the feared disruptor became the acquisition channel

“Monthly fitness spend, US adults

13.2%

GLP-1 users

$449 ' Of US adults have now taken a GLH’oUgth. double fhree- years ago

+22pts

Non-users

120 ' : S ' ¥ . e _Net UK fitnesspend intention during treatment: 27% increased against

$ ' : ' ‘5% who cut back; 41% jomed a gym 20% shifted to strength, 16% hlred
: tralner

81% of GLR usershold a gym mem_b'er,shib,'against 43% ofusgrs. .+ - o +$6 . 8 B

9au7\YIuSR )\YONBIaS e GRS 1050 A
1 customers‘ '

" Sources:The Consumer Collective, August 2026; PwC UK éu'rv'eyr 2026: Inspire360 Q2 2026, Harrison Co . e el 18 v , ?



" THE STATUS ECOI\tOMY" - ALy “ . e '
Health has become the ultimate luxury

From possessions = The longevity ' Longevity
to biomarkers o clinicboom ; residences

The discreet ring replaces the conspicuous . . Wellness real estate at ~20% growth and double

LA = . N o A e A US$5.4bn clinic market compounding above . . _ L :

gl UOKT x£hi YIE Aa aKI NBR : digit premiums: longevity is no longer a service
12%¢ and retreats approaching US$10bn. : - . .

once was. A = you visit, but a lifestyle you live in.

Health is the one luxury that cannot be purchased finished. It can be measured, guided and housed magnificently — but in the end it

must be trained.

: The South Afrlcan dividend: quury demand at the top of the market funds precisely the assessment and tralnlng mfrethtnttautmnatlon and rentaI economics extend
“to the communltles that need |t most j
18



WHO IS FUNDING “THE INbUSTRY

“HIX fch'ahn“els of capital, one thesis

Sovereign and state

Saudi wellness real estate compounding 85% a year since
2017; wellness as the organising principle of -gigaects;
city-states funding wellness research as strategy

Venture capital

Bathhouse $35m; Othership ~$20.6m; Remedy Place at a-
$60m valuation; Fountain Life $108m: consumer VC
treating wellness venues as scalable brands

REITs

VICI Properties: $150m+ into the Canyon Ranch growth -

partnership, funding resorts and membership clubs

Franchise and operators

Sauna House committing $9.6m to 3+ sites a year;

boutique recovery formats replicating below the venture

radar

Institutional real estate

~$70bn into hotel real estate in 2026; $14.8bn deployed
into amenityled buildto-rent for its retentionrdriven
income

Strategic and corporate

Every major hotel group active since 2023; Marriott x
Therme; platform ecosystems funding the operating layer;
buyer presales quietly financing longevity residences

"- When sovereign funds, REITS, institutional capital_‘ahd-tdm consumer VC fund the same thesis through different instrumeiﬂsﬁtutionatsentiment is settled.

Sources:GWI; VICl/Canyon.Ranch disclosures; JLL: 2026; SEC fiings-and f.u‘nding press as cited



WELLNESS REAL ESTATE

The fastesigrowing sector of the fastegfrowing consumer economy
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.~ WELLNESS REAL ESTATE

FrOm $151 biI'Iien to $18 t'riI'I'ion', '_.doubling every ,fo'u_r years

: * Global wellness real estate market, US$ billions
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Sources: GWI Méy 2026 data update;.Build Well to Live.Well: The Future, June'2025

., 2030

- 23.6%

Average annual growth from 2019 to 2025, roughly

double the wider wellness .economy

3.3%

Of global construction output today, end still rising ;

: Fastes{growmg wellness sector every year since GWI first

quantified |t in 2013.



"« MOMENTUM

Growing eight times faster than construction itself

Annual growth, % per year

25,

23.0%

19§5%

1

20-

1

o 15
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5.5%
3.0%

2019 102024 C 2024162025

™ \Wellness real estate * Overall construction

Sources: GWI Build Wellto Live Well2025; GWI May 2026 updaté* .

15%+

4x

faster than construction over 2019 to 2024,

widening to nearly 8x in the latest year

annual growth in every one of the top twenty
national markets since 2019. There are no
laggards at the top of this market

multiple in SubSaharan Africa too: 13.1% wellness -
real estate growth against 3.3% for regional ‘
construction, 2019 to 2023



-~ THE DEMAND SIDE

Demand exceeds supply In every
.measured market -

NO 1 e . sohiss Wellness is now the top purchase motivator in residential real estate. Many buyers
' ' would trade floor area o live somewhere that better supports headtherica at Home -
Study, 6,000 consumer's ' -

1) , T More that buyers are willing to pay for propertres featuring Wellneﬂented
Up tO 25% solutrons GWI 2024 :

58(y . ' .~ Of global companies are upgradrng or plannrng to upgrade to wellnesyrated
0 3 : office SpaceMarket reséarch 2025 . .

2.8090 - ' . Ofthe 550 Milliorsquaremeteér US office market carries a heaHyilding ._
soshs : certification, against documented rental premiums of 4 to-7.Z%nbridge / Envigilance
2025

'97% of the commercial market is leaving m_oney on the table.



The WELL Standard is a library of evidence-based building and organizational
strategies that can improve the health and well-being of your people.

m 0 B

THERMAL

MIND COMMUNITY  MOVEMENT WATER o NOURISHMENT SOUND MATERIALS
7,000+ 20,000+ 40,000+ 500+
peer-reviewed studies industry leaders and locations evidence-based
and citations practitioners enrolled interventions

© 2023. International WELL Building Institute pbe. All rights reserved



,Certlflcatlon became an mdustry twelve —fo_ld 'gr-thh since
j2020 TR | _ Fiee
-_6.4bn gt s :~4o,ooo+

countries, the first global certlflcatlon for healthier
homes :

Square feet now engaged Wlth the WELL Standard, acrossn assets shaped by WELL supported by nearly 30 000
100,000+ locations in ever 130 countries " credentialed professionals -

THE ARBITRAGE IS STILL OPEN

Certification is what converts wellness intent into the rental evidence lenders and acquirers underwrite: 4.4 to 7.7%apemeter in the MIT study, 4
to 6% in the 2025 peereviewed Cambridge analysis of 425 certified buildings ($55.26 against $41.82). Yet even aftefaddejvawvth, under 3% of
the most mature commercial market is certified. Finsbver certification advantage remains available in essentially every sliletnan earth, and
nowhere more so than in Africa and the Indian Ocean.

*  Sources:IWBI, July and December 2025; MIT Réal Estate Ihho\/ation Lab; Journal of Environmental‘Management / Cambridge, 2025. g lae el B X : 5



WELL and Fitwel Certifications
Cumulative, 2016-2023

>
o)
o)
o

3,375  1op 10 in 2023

United States (1,870)
China (411)
2,607
Canada (298)
2,500
United Kingdom (134)
France (84)
Spain (77)
1,500 1,508 Australia (68)
India (63)
1,000 Netherlands (49)
700 Japan (45)
500 430 I
194
81
oL m N

2016 2017 2018 2019 2020 2021 2022 2023

These figures measure fully certified projects, and they are cumulative (showing the increase in the total number of
certified projects over time). Data compiled by GW!I using publicly-available online project databases from WELL and
Fitwel. Note that the data have been revised slightly since the previous version of the Wellness Economy Monitor, due
to changes in these underlying project databases.

Source: Global Wellness Institute
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Cumulative # of WELL/Fitwel Certified Projects




RET'URN 'ON INVESTMENT “BUILD-TO- RENT AND COMMERCIAL

The certlfled rental premlum and the gap owners are not
.prlcmg

4.4-7. 7% . 68% vs 52% - 31%

. - : : . ) i ) ] ] ‘ Higher average asking rents for LEteDified assets
Higher certified office rents per m2, independent of all BTR retention against traditional multifamily, with-15 across 20,000 US office buildings, after controls

other factors : 20% rent premiums and 97%+ occupancy

JLL Capital Markets 2024 t CBRE 2022

THE UNDER-VALUATION GAP

Owners self-estimate their healthy-building premium at roughly 1.9%, against a measured 4 to 7%. Amongownerstracking
the numbers, 73% report faster leasingand 62% higher assetvalues The investor willing to underwrite the published
evidencerather than industry intuition is buying a documentedincome uplift the sellerhas not priced Thisgap, not any
singleamenity,iswherethe excesgeturn lives

*  Sources:MIT 2020; Cambridge 2025;JLL 2024; Dodge Data & Analytics; HB_R; IWBI y . e LSRRt N : . ’



~ .« THE RETURN ON- INVESTMENT: _BUILD-.TO RENT

Build-to-Rent: Amenity-Led Perfofmance VS Tradifional Mulfifamily

Resident retention rate

80 -
68%
60 -
52%
40 1
20
0 ; .
Traditional Build-to-rent
multifamily (amenity-led)

$2,100-3,400

BTR premium and occupancy

100 1 97%+
80 -
60 -
40 1
20 - 15-20%
0 ;
Rent premium Occupancy
(up to) rate

i:igure 8: Buildo-rent amenityled performance veréus traditional multifamily. Sources: JLL Capital Markets 2024; Cavan €oa(h)iCRE Investment Analysis 2025.



THE RETURN ON INVESTMENT: BUILD-TO-SELL

A 10 to 25% price; premium, proven across 300+- studies

Serenbe, Georgia

30-55%

Premium versus Atlanta metro

comparables, sustained over two decades

and multiple cycles

THE BUILD-TO-SELL EQUATION

Masdar City, UAE

20%+

Apartment premiums within a
sustainabilityled master plan, attracting
end-users and investors

Lake Nona, Orlando

24,000

Residents, 44 miles of trails and a medical
city anchor: evidencéd wellness
urbanism

Avira Medini, Malaysia

Day 1

3,000 residences sold out on launch day in
2013. Wellness drives velocity, not only
price

Premium (10-25%) x faster absorption x incremental cost below 1-2% of budget. On a 206unit development at $500,000 average, a conservative 10%
premium is $10 million of incremental sales value against a wellness cost usually below 2% of project cost

Sources: GWI 2025, 300+ studies; CLtAD/GWI Sererbe; RIM 2024 Masdar; ULI developer survey



- . THE COST.QUESTION -

- The pr'emi'um |s self .--fundi._ng; the costis a roundihg error

~ Typical share of total project cost

O ~for comprehensive wellness .~
< 2 /O ~|ntegrat|on when designed in from
“inception. Latestage retrofits cost-

multiples more for less effect. -

) Sources: ULI; Dddge Data & Analytics; HBR; Johnson & Johnsoni WBI : : ; E . . ' : : 5 ; .



PART TWO

WELLNESS HOSPITALITY

The highesyield differentiator available to a hotel brand




. THE WELLNESS TRAVELLER

Fewer trips, far more money

$894B " 78% of trips

18.7% of spend

Wellness tourism ih 2024, up 13.8% in a.year and

30.3% over two; past $1.4 trillion by 20238
2 . . . ¢ o Wellness trips as a share of all tourism trips versus all

tourism expenditure

Spend premiurh of the international wellness tourist  Spend prémium of the domestic wellnéss tourist-over - §
-over the average international tourist : the average domestic tourist- -

The secondary wellness traveller, who folds wellness into an otherwise conventional trip, is the far larger group, which
makes wellness relevant to every hotel, not only destination spas.

Source: Global Wellness Institute, based.on Euromohitor tourism data




THE 12,000-HOTEL EVIIjENCE

‘The wellness premium, measured for seven years

“Total revenue per occupied room, H1 2025

Major Wellness hotels

Minor Wellness hotels

$335

A'67.5% premium per occubied roon, befdre the room itself.

Source: RLA: Global /' HotStats Weéllness Real Es'ta}te Repor.tﬁéz'@ﬁa MidYear‘ update, 12,000+ hotels

$561

+108%

Major Wellness TRevPAR agalnst No Wellness propertles (+56% agalnst \
Mlnor) 56% of it is anC|IIary spend beyond the room -

+84%

Luxury Major.Wellness TRevPAR over Upper Upscale Majol Wellness; a
* 49% leisure profit conversion; wellness demand also flattens the 13
- point seasonality swing of Aeellness hotels



SEASONALITY

' Wellness holds the occupancy floor through low: season

e
70.-
" 65 1
i L

SEEN

Annual occupaney of hotel assets, 2024, %

50 v s I : | I LI C |A 1 r 1
Jan Feb., . .Mar - “Apr May Jun Jul’

== \lajor Wellness ==Minor Wellness

Source: HotStats / RLA Global Wellness Real Estate’ Report

Aug

Sep

No Wellness

Oct

Nov

Dee °

Occupancy swing _betWeen the lowest and highest

months at No Wellness properties..Major Wellness
assets are the-least affected by seasonality

The executive needs a recharge in February as
much as July. For seasonal and reseetghted
portfolios, wellness positioning actively flattens
the troughs that force lowseason pricing

concessions.




THE 2026 FINDING EVER_Y'OPERAT'OR MUST HEAR

“For the first time, focus beat scale

ADR Minor Wellness $250 against Major Wellness $232: Minor overtook Major on rate for the first time
RevPAR and GOPPAR Minor Wellness led both, with RevPAR up 6% and TRevPAR up 5% year on year

US Major Wellness GOPPAR fell 14.7%: heavy payroll (35% of leisure income) met softening demand

Middle East and Africa Led global TRevPAR momentum; the Americas remained the strongest absolute market

This is not evidence against wellness. It is evidence about discipline: revenue without cost control does not convert. Choose the largest offer you can run
excellently, not the largest you can build.

Source: RLA Global /' HotStats Wellness Real Estate Reporf 2026; 2025 performance data



ATTRACTION, LOYALTY-AND REFE RRAL

The wellness guest books you, returns and recruits for you

0/ pe ' e : 0 : . of Millennials say fitness is a key feature when
52 /0 . o guests elxaml.ne gym QIUEENES SNES eSS ser\/lc&O /0 travelling; 77% favour interactive fithess experiences
- . .. when. booking TripAdvisor

Loudhouse/ Topdeék :

73% : | of consumers prefer hotels offering higgvel 35% VS 15% - r'eferral rate of wellnes®riented guests agairist

~ automated technology to persanalise.their stayel average guests: organic marketing no budget can buy
- Business-2024 o " . ' : ) GWI Wellness Policy Toolkit -

THE AGENTIC SEARCH SIGNAL

As Alassisted travel planning becomes mainstream, wellness content must be maddibie. A property whose running routes,dtiély menus and fitness facilities are not in
structured digital content will simply not surface when a traveller asks an Al assistant to find them. Being sfi@ivesssnov means being visible to algorithms as well as

humans.




DESIGN EXPERIENCES The guest we deS|gn for

One phllosophy, several need states. Thé de5|gn variable is what the guest needs to feel on departure

Cohort Primary need state The HIDDN promise The Technogym role

Connected training, wearables, Reformer, digital

30to 40 Performance, sleep, mental clarity, data Optimise without losing the feeling of escape continuity

40 to 50 Executive recovery, stress, energy Recover from the life you have built Schhicdk;pe), mobility, strength, breathwork, personalised
50 to 60 Healthy ageing, body composition, cognition Build the capacity you need for the next decade S(t)r:dnigghnip;rgservation, mobility, Checkup, low impac
60 to 70 Independence, confidence, mobility Move well, feel capable, stay connected Safe strength, balance, walking, family programming

.A generic.wellness programme fails'in both. directions: it intimidates the guest who has lost fitness and disappointg thietguiaims seriously. -

12



Five archetypes properties can actually use

Reeognisable in a conversation at arrival, without consulting & manual.

The Exhaler The Maintainer

High responsibility, low
bandwidth. Wants silence,
sleep and gentle movement. -
The risk is an ovdilled
schedule.

Trains at home and does not
want travel to interrupt it.

like a compromise.

The risk is a facility that feels *

The Rebuilder

Has lost fithess or
confidence, often after
illness. Needs a first session
that succeeds.

The Optimiser

Data literate and wearable
connected. Wants a
baseline, progression and
something to continue at
home.

The Legacy Traveller

Often older, travelling with
family. Values mobility,
nature and experiences
shared across generations.

The same guest moves between archetypes within a stay. A Maintainer who arrives exhausted is an Exhaler by the secqred thersystem has

to be responsive rather than prescriptive.

13



Technogym Checkup is the centre point

O'ne assessment, six domains, one number the guest-understands immediately. Availablg-in Sandstone.

WELLNESS AGE Cardiovascular The strongest single predictor of-@huse mortality

The biological age of the body, derived

from measured performance rather than Strength Lean mass and force production, the second
self-report.

Mobility Range and quality of movement
A guest who arrives at a Wellness Age of
52 against a chronological age of 46, and
returns a year later at 47, has been given Balance The determinant of independence after sixty
proof.

Cognition Reaction and processing under load

Wellness Age display
Fat mass, lean mass, distribution, with DEXA validation in

Body composition
progress

Six measured domains converge into a single Wellness Age and a personalised programme.

16






The loop that creates the return -booking

This, and not the equipment,.is what pays for the investment:

MEASURE

A private baseline on arrival.
Six domains and a Wellness
Age. Fifteen minutes.

PRESCRIBE

The stay is shaped around
what the measurement
found: movement, heat,
cold, sleep, food and rest
sequenced deliberately.

PROVE

A departure summary in the
guest's name. What moved,
what did not, and what to do
for the next twelve months.

CONTINUE

The programme travels
home through Mywellness
and continues on
Technogym equipment
anywhere in the world.

RETURN

The guest comes back to be
reassessed. The reason to
rebook is now intrinsic
rather than emotional.




-Sell an outcome with a name - -

Five signature journeys, each combining movement, nature, spa, food, rest and optional measuremeht._

Stfess réduétion and nervous system reset
RESTORE Béco'fle.r_ehergy and physiéal ease
PERFORM A'IVIaintain fréiniﬁg while trav{elling.
REBUILD Re'éaih confidence after ina;:tivity o |

: Healthy ageing and future capacity

" Arrival ritual, digital disconnection, breathwork,‘gentle mobility; nature walks, massagé, ot

sleep support

Light Checkup baseline, mohility, Reformer, guided streté:hing, spa recovery, protein forvvard

nutrition TR ' :

Trailia_nd ride sessions, strength work, dutdoo_r conditioning, structured recdvery, wearable
integration : 3 '

Safe strength, balance, low impact.cardio, cooking education,-a progression plan'to take

home . -

Checkup with Wellnéss Age, strength presefvation, balance, nature experiences, a twelve -

week plan

.A journey.gives the guest a reason to choose, staff a Shared purpose, and the business something to-price and meastre.

14



A worked example: five days of EXHALE

White space is a designed feature of this journey, not an absence of programming.

Day one

Day two

Day three

Day four

Day five

Morning Afternoon

Arrival ritual, breathwork and intention setting Rest, a slow walk on the reserve

Optional light Checkup, then a personalised session Spa ritual, then unstructured time

Guided hike with breathwork at elevation Reformer or stretch session, recovery

Gentle mobility, guided by screen content in the Conservation participation or a slow game

pavilion experience
Short strength session, review of the talkeme Departure, programme transferred to
plan Mywellness

Evening

Restorative dinner, sleep protocol, devices
handed over

Nature drive at last light, early night

Cooking session focused on food the guest can
reproduce

Sound or meditation session, dinner

Continuation at home, reassessment on return

15



“Sandstone as the de_is'ig-ﬂ i.denti;ty'

A peressionaI environment tihét reads as.quiet, tactile-and highly désigned rather than commercial.

Eq uip'men't selected as part of a designed environment, not assem'bl,ed as a collection of
machines. Sandstone is also the visual language that makiesaaded retail coherentlater, >ed
from mats and rollers to the items sold in the boutique. : W

Sandstone was singled out in the meeting as the

identity that integrates with the architecture and
the landscape.

17






| "-DESIGN WITH INTENT FORI\/I & FUNCTION

Equment selected as part of a deS|gned |nter|or rather than assembled as a collectlon of machlnes
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.Left: a Sandstone watb-wall floor: Top right: ARTIS eardia in Sendstone.-Bottorﬁ right: Technogyrh Reform in Sandstonb, wathdafsame and.clay' upholstery. :



'WELLNESS CRMContent and Continuity

8. Rewarding 1. Health History

AN
7. Challenges 2. Assessment
: . TECHNOGYM
Al COACH
~ 6. Coaching 3. Booking .
5. Tracking 4. Programming .. -
Mywellness

Carries the gu_eét from prarrival profiling through irstay. programming to

continuation at home, including activity recorded on'the reserve through.Garmin; .

Apple Watch or Strava.

1,400+ hours :

Trainer. led content acrdss Pilétes Reformer, yoga, mindfulness, mobility and
conditioning, with roughly 300 new hoeurs.a year. World class instruction without

~every specialist I|V|ng on a remote property.

Bespoke HOTEL content
In time,each propertyrecords its-own pract|t|oners so the content becomes a
brand asset and the guest ca'n contlnue with the m_structo_r they connected with.

20



-WELLNESS CRM Arelatlonshlp notastay

The dlgltal Iayer eX|sts to extend the guest relatlonshlp in-both directions,

Pre- arrlval _ Arrival- ' In- stay Departure , . Post-stay = - Return

I‘ntention', routine; , e Reflection and a

" Personal but‘automated Reassessment, progress and
follow up ‘and content . the:next journey

Welcome ritual,-optional = Personalised programming

SR, ¥ g salt s ' recommended continuation
baseline,"journey confirmed . . participation notes only

plan

preferences, optional
wearable

Technogym equipment sits in a substantial proportion of the premium hotels this clientele already frequents, so a guedincenacprogramme

created atthe hotelwhile training somewhere else entirely.
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PART THREE

The New Segments

Longevity residences - longevity centres - active ageing - social wellness - branded residences




SEGMENT ONE: THE CAfEGORY OF THE YEAR

‘Longevity residences: formallyhémed'.in April 2026

Canyon Ranch Austin The Estate . SHA Costa Mujeres
$500m resort, 134 residences, homes-fiteed with 25 hotels, residences and urban centres by 2030; Fountain 31 residences from $2.4m: the clinic brand extending into
al dzyl 2 O2f R LJ dzy3S I yR OAN Lifeand Clinique La Prairie clinical stack; $35,000 . T 9
. ownership
wellness focus memberships
Continuum 12000, Miami THE WELL Coconut Grove ~ Aman
263 residences from $1.5m; the developer as its own 194 residences from $1.5m; rdigiht therapy built into the Briefing brokers on longevited design of its next three
operator with al4 000 m2club ~ specification " residence projects

Longevity is no longer a service you visit. It is a lifestyle you live in, and the home is becoming the most powerful tgrigelof all.
(Global Wellness Summit, 2026)

Sources:GWS Future of Wellness 2026; GWI April 2026; Biodmberg; compény disclosures ' L s ) : .



e SEGMENT TWO THE CLINICAL LAYER

Longewty centres a$5 11 bllllon serwc'es market at 12 13%

growth i

‘4. . 2025 market estimates. by definition, USS billions

“Clinic services (Marketintelo

$27.6B -

. Longeuvity clinics (R&M
- Clinic-chain i‘nfra_structuref(FMl
R SRl TR | RO S IV [ RO

“Definitions vary materially across research houses, 'L'Jnderwri'té ranges, not pbints. .

-

Sources-:-‘R_éAsearch and Markets; Marketintelo; FMI;'SNS Insidér2@pRmding press as cited

THE REFERENCE OPERATOR

Fountain Life

$108m raised; ~$21,500 annual memberships around
whole-body MRI, genomics and advanced blood panels;
scaling into Houston, LA and Miami; embedded as the
clinical layer of The Estate;¢ddz6 t A a KSa D2 L Q&
research. Membership programmes are the leading clinic
service model at 44% share, and wHibel clinics are

now opening inside fithess clubs.



SEGMENT THREE: “TH.E VOLUME STORY

Active ageing: the largest quret market |n
‘Weliness real estate

"$6'61B L neg

US active adult (55+) community market in. 2025 heading Of all US senior I|V|ng revenue S|ts in this Ilfestylia
for $906.6 brllron by 2033° : ; - segment .

1;\_4bn-._'. £) 52;--'8%

; People O\rer 60 globally by 2030; trle,longevity economy - Of segment revenue comes from women, the majority
_spends disproportionately on-healthy.living - buyer , ~

Del Webb, The Villages, Latitude Margaritaville and Trilogy are themaakst expression of the wellness thesis,
and their design brief is converging on active longevity: strength, balance, cognition and community.

Sources:Grand.View Research 28R33; UN projections




SEGMENT FOUR: WHERE LUXURY HOSPITALITY CAPITAL IS GOING

.WeIIness anchored flags own the fastest plpellnes

+#233% . o +214% T .~$7OB
Six Senses brandeé&dence plpellne growth the fastestin Mandarm Oriental pipeline growth both flags are epr|C|t|ynst|tut|onaI capital flowmg mto global hotel real estate

the sector : : - wellnessanchored . in 2026

THE MOVES OF 2025-26

IHG is scaling Six Senses in the US, including the-a¢c20®RiverStone Estate with 40 branded residences. Equinox is blaldesgrt and residences at

lal [ ! 2y {FdzRA ! N} 0AlI Qa wSR {SI® alNNA2GG KIa&a LI NIy S NSRS 203 aKts fitskUSNMES - D NP
Hilton, Accor, Hyatt, Marriott, Radisson and Four Seasons have all made wellness acquisitions or launched dedicated #028.sWellness has become the | '
pipeline strategy of luxury hospitality, not a feature of it.

" Sources:JLL 2026 Global Hotel Investment Outlbok; IHG; GWS Global Glir‘hpse via Forbes, June 2026; Dallas Morning-News . BRG o B X : :



PART FOUR

Africa, South Africa
and the Indian Ocean

The thesis is no longer arriving in this region. It has arrived, with published numbers




gty SOUTH AFRICA WELLNESS REAL ESTATE PLAYING OL;T IN PUBLIC ¢ ‘ - s ' ‘ i i o e e "z _ ._
A vpiinial s i [S t Cgliorbrask Ay iracn ko eld:
GWI 2026 WELLNESS REAL ESTATE ATLAS

Val de Vie: top 15 in the world

The only African development at that tier, scored across six wellness pillars with its highest marks for

physical wellness and social design; Val de Vie Evergreen separately ranked irestat8kecond tier.
[AadAy3a G2 wwmnn YAtTEA2yT Oft2aS G2 om: 2F Ydzy AOALJ €
economic engines for regional growth.

150,000 HhE et VI g B e A B0k | |
Peopleayear semigrating’ to the Western Cape, |nclud|ng HNW _ s ¥ 2/ - LINAOS 3INRGUK: Qa DFdzi Sy 3z t134S
retrrees and forergn buyers : ' top performer . v : g

THE DEVELOPMENT RESPONSE

Evergreen Lifestyle has more than R3 billion of Western Cape developments under way against laigetydalges. Steyn Gitompletes 760 residences in Q4 2026 with -
a Saxofbranded hotel and spa. Munyaka carries the model into the mass market; Brooklyn House into student living. Thepregaunad evidence, roughly 40% over
comparable freehold with a 3 to 7% wellness rental premium, now has a globally benchmarked flagship attached.

Sourceé: GWI 2026 Wellness Real Estate Atlas; 'B_usinessTec'h'May 2026; Stats SA; Lighfstohe; Seeff; developer disaEbystEgers I%araarch,20_2_6 . i ’ Ry . k . '



SOUTH AFRICA: THE SOCIAL WELLNESS CLUB THESIS EXECUTES

- The Cape Town proof a soual wellness club with publlshed
returns

S Sk e ohe o ¥ ' : -~ - this might be my ne favourite place
R1oom+ . BT%ROIC . .. A
t 7\ NEAY 1 OUADS Qé /A 2 f f SOGA 2 Yo BolarastMEmatlinty dadtEa Zz?eHrﬁ)aé/bfackfféij?\ )/U Y p2 p

sg m of training, recovery, contrast therapy, padel, HYROX, further SA clubs planned in a-8ib premiumisation
health food and cavorking, opened February 2026 -. programme funded by a-£175m rights issue

R 5.0:05 SR 254,799
Monthly membership repricing; with the base halding at |
8,900 members against 9,300'p1refurbishmlent. '

WHY THIS CASE MATTERS BEYOND ONE OPERATOR

This is the first African data point proving the global club findings locally: premium wellness positioning carrighiedtice increase with minimal member loss, and the .
L &ol Ol YrIGKa 2Ny & Fd /FLIS ¢26y LINAOS LRAyGad {2dzZi KSNY ! FNAOF &dzZJX AS& cHoOZAN

For every estate clubhouse, hotel wellness floor and island resort in the region, this is now the benchmark of what méhgegrdon.

" Sources:Bizcommunity; Moneyweb; 1OL; Billionaires.Africa; Brait/Virgin Aétjve disclosures, February to July2026 e A T S



PART FIVE

THE WELLNESS CITY

The model at full scale: urban wellness as economic strategy




Lifestyle drives the outcomes; cities shape the lifestyle
_\‘Nﬁatd'e.te'rmines. heal‘th outcomes . o e . "Five reinforcing ret;xrnsfor éity Iea,ders;mip' |

. Tourism yield the traveller who s'pends 41to 175% more

Lifestyle and environment 80-85%

Real estate invéstm'ent the 10 to 25% premium applied at precirict scale* '

e

_ Genetics ~20%

Talent attraction wellness cities ‘are magnets for mobile; skilled
professionals '

- 70% of the world's population will Iivé in cities by 2050. Chronicdisease
already absorbs roughly 70% of healthcare spending in advanced
economies. Urban design is now a public hea’lth and fiscal question.

Job creation ‘acfoss:the whole wellness value chain

0006000

Healthcare cost avoidance a méasurably-healthier, more produétive
. population*.’ . :

Sources: Global Wellness Institute 2024; WHO; UN drbanisation projections : . y L e ' g o .



k < THE ‘PR.C.)'VE;N I.\.IIODI.EAL", r-V\rENTY \AI‘.EA'RS ,oF 'DAa_TA
Wellness Valley, Emilia -Romagna: the definitive evidence base

e ~S,VV/

Wellness WellnessValley

55 6% vs 48.3% Ty Populaﬂon meetmg WHO activity recommendatlons Valley'
. " - G _versus Italy :

Bk

15.6% vs28.1% _ Sedentary population:-roughly half the national average -
- 15.6% vs 20.6% “ " S Dlabetes prevalence among o%s dlsablllty rlsk 10.5% vs' ’
. . : X : 17.0%- :
+50% - Uy " Growth in the wellness mdustrys value, from EUR 1. 15bn

Wellness\Valley

Report

. (2011 to EUR 1.73bn (2022)

Palazzo Romagnoli EUR5.86 ' S o Returned in national health service savings for every euro
; .. -investedin sport (CONI, 2024) .

‘The world's flrst weIIness dlstrlct Iaunched by Technogym founder Nerio AIessandrl in +31. 5% e v - Wellhess employment growth 20;1)23 against2.8% across

2002: 75 mun|C|paI|t|es 63 healthcare facilities, 124 gyms. and sports centres, 30 schools S oo aII other sectors :

e ?) unlverS|ty departments and 24 certified hotels and beaches "measured annuaIIy by an ’ ; : 3 ' e £ 22t g . ;
-'|ndependent observatory v e (L

Sources:Weltness Valley.Report 05, Wellness'Valley Study Obse'r\'/atory;CONI'2024 e . RIS : y ] " 2 S " _' S v



~.THE MODEL SCALES

From Romagna to Milan to the Gulf

Milano Wellness City 2030

Milan is applying the model at metropolitan scale,
anchored to the MilaneCortina 2026 Olympic legacy. A
coalition spanning Bocconi, Politecnico, San Raffaele,
Human Technopole, the hotel association and the city's
great sports institutions, with green space per inhabitant
already up from 16.9 to 18.8 square metres since 2011.

The Gulf programmes

Wellness is the organising principle of trillidallar

national development plans. Saudi Arabia's wellness real
estate market has compounded at 85% annually since
2017, the fastest in the world, with the UAE at 21%.
When sovereign capital reorganises around a thesis,
institutional sentiment has spoken.

The wider wave

Governments, tourism boards and investors now plan
wellness at destination scale. Dense cities from Bangkok
to New York and London are converting themselves into
accessible wellness hubs built around recovery,
diagnostics and longevity programming.

The first credible mover in each region captures a positioning that followers cannot easily replicate.

Sources: Wellness Foundation; Il Sole 24 Ore 2026; 'GWI Build Well to Live Well case studies
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NATURAL ASSETS BUILT INFRASTRUCTURE EVENT CALENDAR AS INFRASTRUCTURE

Table Mountain National Park with 135+ marked trails across  One of SA's highest fitness participation rates, 27 Virgin Active Cape Town Cycle Tour, Absa Cape Epic; TiieCape Town,
70km of peninsula, two oceans, wowdthss surf, and the Sea clubs, the Sports Science Institute, 35+ public pools, 200+ Two Oceans Marathon and Red Bull King of the Air, drawing
Point Promenade as a free sevkiftometre outdoor gym municipal sports facilities and 60+ figéar properties global participants and broadcast attention annually

The Wellness Valley precedent shows the model requires coordination, measurement and patience more ttapitabgafoundabn structure, stakeholder alignment and

measurable annual outcomes.



WHERE F;RIE.MI'U MS ARI;:‘ tﬁREATEﬁ AND :SU.STAINED

The building is the hardware; the premium lives in the operating layer

Certification |

WELL and Fitwel convert intent into priceable Unden/\rritable evidence: 7,000+ studiesydalda;erecertificatidn and

under. 3% of stock certified in even the most mature market. frirster advantage rematns available in essentially every
submarket on earth

The connected p'Iattorm

A MyWellnesglass digital layer across the guest or resident journeyt 1,400+ hours of content, equipment and wearable
connectivity, CRM and loyalty integration, and pstty engagement that keeps the brand in-daily life after- checkout.

Assessment and measurement

SN stagnant amenity earns no premium the undehsed e } Baseline testing, structured programmes and visible progress convert a facility user into a retained member and a guest-
residential gym is.the canonical failure mode. The premium- . ' |nto areturning advocate.. Engagement is an operatlons discipline, not aflmofeature.

attaches to activated, programmed, measured wellness.

Sources: GWI; International WELL Building Institute;‘Technogym' e ; ; . ; ik ie ' _' : : !



“Five commitments of a serious player

" ‘Design weIIness in from the masterplan :
" The sub2% cost bench mark holds onIy from inception; late retroflts cost multiples for less. effect

Certlfy so the market can price it - RERE
. -Certification.converts |ntent into the 4-4.7% evidence Ienders underwrlte and ‘under 3% of stock has clalmed it

Build the operating layer before the ribbon-cutting . _ e e AR ¢
Connected platform, content, peoplg, pregramming;‘a stagnant amenity €arns no- premium : o

Anchora_reCUrring-revehuemembership : : . sy : . ; RN
CNRY J:'yg2y. whkyOK Ofdzoa {i2 popl dNDBLY YSYISNEKAL® G2 [-AFS-'¢XYSQa- byyH L wt

Measure outcomes and publish.them LT
Assessment, structured programmes, Visible progress: retention for members; durable pre_miufn against copycats




CONCLUSION

Who captures it first?

Developers and investors

Design wellness in from master planning. Certify so
the market can price it. Activate it with a credible
operating layer. Underwrite the evidence, not the
industry's lagging intuition: the undefluation gap is
where excess return lives.

Hotel groups and operators

Choose a lane on the wellness spectrum and drive in
it. The Minor Wellness data proves the entry barrier is
low; the Major Wellness data proves the ceiling is
high; the seasonality data makes this existential for
resort portfolios.

City and regional leadership

The wellness city is a proven twerftgar model with
measured health, economic, tourism and fiscal
returns. It needs coordination, measurement and
patience more than capital, and the first credible
mover captures the position.

Three hundred studies, a decade of GWI quantification, MIT, Cambridge, CBRE, JLL, ULI and twenty years of Wellness1allegveus ettled whether
wellness creates value. Those who build, operate and govern well will capture a documented, compoundigyenuéiurn. Thee who do not are
choosing to compete on price alone in the one market that most richly rewards differentiation.

T



LET'S MOVE
FOR A
BETTER
WORLD

Tony Payne
Co-CEO, Technogym Southern Africa
PentaSystems Group

tony@pentasystems.co.za
+27 82 610 0351
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