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GLOBAL WELLNESS ECONOMY:

$4.5 Trillion Market

Physlcal Actlvity Market by Reglon, 2018

Expenditures on participation in recreational physical activities and supporting
products and services (equipment & supplies, apparel & footwear, technology)

Trad:ti o “a't:‘ North America Europe Asla-Pacific
Conmg?:& ry $1,345/participant $528/participant $176/participant
seob - (A Personal Care
staty
v Wellness Basity 2
Tourism S
" ; ; Anti-Aging
Praventive & A :
Personalized Sreeess Kitied $1’083b
Medicine and P = P .. LA .
Public Health ""..".:"‘. ":.--..:‘.:'. ......... .....'-:... 3
$575b pP - @&
Heﬁlt?ytgatigg‘ Physical
utrition . o
A Latin America
Weight Loss Activity -Caribbean %| - Sub-Saharan Africa Middle East-North Africa
$702b $82 8 b csvslpa rticipant c$45/pamclpa nt $181/participant

Global: $828.2b Expenditures ($306/participant) * 35% Participation Rate

now available to
download
or purchase

Projected Market Size Projected Average
G (USS billions) Annual Growth Rate
13- o
2017 2022 2017-2022
Wellhess Real Estate $134.3 $197.4 8.0 %
@ Workplace Wellness $47.5 $65.6 6.7 %
Y Wellness Tourism $639.4 $919.4 7.5 %
‘ woral e Spa Facilities $93.6 $127.6 6.4 %
- @‘ Thermal/Mineral Springs $56.2 $77.1 6.5 %
COMPLETE X
REPORT .



The slump has turned around somewhat since then. According to Tunis Afrique Presse (TAP), 2018 saw a
19 percent increase in tourism revenue compared to 2017, Today, there are around 8 million annual
visitors to Tunisia, the majority of whom visit Star Wars film sets during their time in the country.

Video Game Sales

$3,775,000,000 $2,900,000,000

Total Star Wars Franchise Revenue

$27,0
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Discover

G reece wmﬂﬁ - 8K 3D 360° VR Guided Virtual Travel | Relaxation in Oculus Quest 2

Visit

Athens Greece - 8K 3D 360° VR Guided Virtua Oculus 5t
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Balance Score card Theory
The first balanced scorecard was created by Art Schneiderman

@n independent consultant on the management of processes)in 1987

.zé.;';"c%ﬁseims
Robert S. Kaplan
Navid P. Norton

THE EALANCED SCORECARD

The balanced scorecard (BSC) is a strateqic performance
managementtool (http.,en.wikipedia.orgwikiBalanced_scorecard) ,,



http://en.wikipedia.org/wiki/Performance_management

Balance Score card Theory
Kaplan and Norton (1996 2008)

Financial
perspective:
the drivers of

shareholder
value

|ncrease shareholder value > G

| Revenue growth strategy | I '_ Productlvrty strategy | N

Become industry™ ; 'Ma?(irrlize use of
cost leader /o _existing assets _/ .

Increase customers ™ *

ey Revenue from
account share A

L\ pew customers /N

"Offer products and services that are consistent, timely\and low cost"”

Customer
perspective:
the
differentiating | To———— T i T T T

Innovate Customer relationships Operatlons Good neighbor

-/~ Lowest cost LN ~\\'/~ Appropriate
- supplier Perfect quality N ..Speedy purchas.e selection

Outstandmg '
supplier NN
relationships - -

rovide convenient
order handling
processes

Process _
+\_ innovation /:

Internal
perspective:
how value is
created and
sustained

—7_7 Provide

Provide desired A.service Lo .

variety of -7 Efficient, timely
products/services 7 | [\ distribution /- T

. Managei =
capital );
rojects_

Learning/growth A motivated and prepared workforce
perspective: |  competencies Techno!ogy ... . climateforaction.
role of intangible | = o e e e e T e D G e
assets: people,
systems, culture

Share process
knowledge
\_ Aacross units

' Facmtate knowledge
management and :
.process improvement_ "

Create electronic
supplier and custo- )
mer refaticnships_/~

Process
improvement
capabilities

15




Public Balance Score Card
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(Result Base Management: RBM)
iag OKRs (Objective Key Result)
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AVERETT

UNIVERSITY

SINCE 1859

Averett 2025

Vision: Averett University will be @ mode! for partnership and innovation in leaming,
assuring our graduates will be highly competitive in the workplace and creative and
agife leaders in their fields.

Innovative Enroliment Transfomational  Sustainabie
Parinerships ~ Growth & Visibility Leaming Foundations
Expenences
| | | |
Innovative 3
st oraitunities:tor Provide relevant Deliver high impact, Student-, faculty-,
udent . programs & relevant leaming = and staff-centered
Stakehdders . students &
flexible learning experiences facility
marketplace paths development
| | | | |
Increased Invest In Innovative
Finandal Ganarate sMin Investment In growth student Ravenue v
revenue strateglc priority
Resources strategies/Increased [~ |experiences/revenue
annually Investments
revenue from growth from retention
| | & ||
Re-align
Intemal University Aglltty for Optimize pathways | |Innovative strategies
Dennaccan . racmirnac far B MAXimum market W fram olagaranma to M far pricing and
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Importance Current Status §IUA9
(- % 1
o [~ (Y]
M22819 @MNINYU | (dnwdaguu) (Gap)
L99AIU)
1. 9@YUN®EIN9 (Business Plan) WN4N3@a1@ (Marketing Plan) | Mean | 3.70 | Mean | 1.70 2.00 (1%)
o o A 2 - . o : ,
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BAZATIIRAUAAAINNIITNY 1@ EE
1 =Y U = 1 L dl &/ dl Q | 1
3. daInliyaanIdnmdaluszaungsin iNanauaidunu Mean | 5.00 Mean | 5.00 0.00 (Lad)
uuslun3ai19asId Product 2aasdnslumdammeld
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