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Abstract 

Increasing attention has been placed on how perceptions of well-being differ across cultures. This paper 

explores perceptions of wellness and means of achieving it during Covid-19 among Gen Zs in the U.S., 

Finland, and Hong Kong – representing both Eastern and Western cultures. Qualitative data was collected 

from 266 respondents via questionnaires administered by Qualtrics. Findings reveal that wellness is 

related to social relationships, particularly in the East. Most respondents perceived wellness as physical 

and mental/emotional, highlighting the mind-body connection. Half of the subjects noted a shift in their 

perceptions during the pandemic; Americans and Finns were more likely to see a positive impact than 

respondents in Hong Kong. Regarding means of achieving wellness, products related to healthy eating 

were considered most important; for services, gym memberships took the lead. Global wellness-related 

brand leaders include Nike, Adidas, and Apple. Marketers are advised to adopt a holistic mindset to reach 

this segment.   
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