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Abstract: 

The topic of wellbeing is one which impacts all people, with its importance being constantly 

emphasized with extremely challenging events and circumstances occurring all over the world. 

However, past wellbeing research and emerging consumer research, such as Transformative 

Service Research (TSR), has lacked a focus on the wellbeing of typical people at the everyday 

level. This raises the question of what wellbeing is in the context of the daily lives of people and 

how it can be supported. Thus, the current study was aimed at gaining an understanding of what 

everyday wellbeing is to consumers, which was inclusive of the goal of identifying potential 

transformative resources to further support TSR.  

The empirical study focused on gaining insights to the consumers’ perspective of everyday 

wellbeing, the possible transformation they seek in their daily lives, as well as the potential 

influences on their everyday wellbeing. A qualitative approach was taken, producing insights 

from eight interviews, fifteen surveys and eight mind maps.  

The findings of the empirical study show wellbeing to be a central factor in consumers’ daily lives. 

Consumers were found to have various everyday wellbeing goals, relating to the achievement of 

positive feelings, the avoidance of negative feelings, and one’s personal capabilities. Moreover, 

various positive and negative influences in consumers’ lives were identified which included 

consumers’ actions, products, services, happenings, circumstances, relationships, and the 

environment. The state of one’s everyday wellbeing was found to be evaluated according to the 

feelings the consumers experienced, which could be a result of these influences, possibly 

resulting in further actions being taken by consumers to reach their everyday wellbeing goals. 

Thus, the achieving of everyday wellbeing was found to be a constant process in consumers’ lives, 

influenced by a multitude of factors some of which were in their control and others which were 

not.  

The findings of the study offer deeper insights to how consumers’ everyday wellbeing can be 

supported by companies offering services and products. Additionally, especially TSR is 

supported with insights to what potential transformative services can be identified in the 

everyday lives of consumers, as well as how services support consumers’ wellbeing in daily life.  

Keywords: everyday wellbeing, consumer wellbeing, consumer research, transformative 
resources, transformative service research 
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1 INTRODUCTION 

Wellbeing is something which we all consider in one way another, some do it consciously and 

actively and others do not. The topic of wellbeing is also increasingly being brought up in 

various contexts such as individual wellbeing, employee wellbeing, consumer wellbeing or 

societal wellbeing. Over the years the concept of wellbeing has evolved with certain types of 

wellbeing such as mental and spiritual wellbeing having become more acknowledged and 

prioritized with a certain type of stigma surrounding the topics slowly being lifted, allowing 

for a generally more accepted view of wellbeing that isn’t only limited to physical wellbeing or 

a lack of illness per se. 

If the topic of wellbeing was not on the radar of everyone before, then the exceptional 

conditions which the Covid-19 pandemic created through the disruption of routines and the 

emergence of a new norm has ensured that wellbeing has been on everyone’s minds. The 

pandemic has resulted in negative effects to various types of wellbeing. According to the World 

Health Organization, (n.d.) increases in stress and anxiety have been observed and increases 

in loneliness, depression and substance abuse among other things are expected effects of the 

pandemic. By only looking at the significant impact the pandemic has had on the mental 

wellbeing of people this certainly creates concern to how other types of wellbeing have been 

affected and the struggles that people face with possibly different types of wellbeing being 

affected simultaneously.  

Despite the pandemic challenging the wellbeing of everyone around the world and serving as 

a catalyst to the general discussion and awareness of the topic of wellbeing, (Mana, n.d.), it is 

important to remember that wellbeing is something which has been a part of our daily lives, 

currently is and will continue to be. Therefore, the need to continue understanding and 

prioritizing wellbeing of all people is of high importance, which is where the focus of this study 

comes in.  

A consumer is defined as “a person who buys goods or services for their own use” (Cambridge 

Dictionary, n.d.) and ultimately every single person is a consumer because we all purchase and 

consume a multitude of products and services every single day. Because consumers are 

increasingly prioritizing wellbeing (Callaghan et al., 2021), there is also growing interest in 

companies to meet this demand which can be either profit driven or in a perfect world driven 

by the genuine want to support their consumers’ wellbeing journey. Either way companies 

which take action to improve their consumers wellbeing have the opportunity to benefit in a 

variety of ways including a competitive advantage, more loyal customers, as well as employees 

who are more satisfied and productive (Rosenbaum et al., 2011).  
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Moreover, consumer wellbeing has been on the academic radar for a while now with various 

dedicated areas of research such as Transformative consumer research (TCR) focused on the 

study of consumers and wellbeing (The Association for Consumer Research, n.d.) and another 

called Transformative Service Research (TSR) focused on the study of services and their 

implications to the wellbeing of consumers, emphasizing the need for services to take 

responsibility of the effects that they have on people’s wellbeing (Anderson & Ostrom, 2015).  

Whether it be companies wanting to take a more active role in their consumers’ wellbeing or 

academic research highlighting the relationship between services and consumer wellbeing and 

identifying ways in which potential wellbeing outcomes can be achieved, each hold the 

assumption that it is understood what wellbeing is to consumers. Only then, by understanding 

the consumer, can truly meaningful services, products and relationships which support 

consumers’ needs be created. 

1.1 Research problem  

This study draws its inspiration from the ever-present issue of wellbeing and the field of 

Transformative service research (TSR) focused on creating positive change to consumer 

wellbeing through services. Especially since the emergence of TSR, an increasing amount of 

research papers have answered the call for further research to consumer wellbeing. However, 

because TSR is still a new area of research there is still great opportunity to gain further 

insights to how consumer wellbeing could be improved, despite the already existing research 

in both the fields of TCR and TSR. Furthermore, much of earlier TSR has been conceptional 

in nature, hence further empirical research in the field of TSR is of valuable contribution 

(Russell-Bennet et al., 2020). For both the fields of TCR and TSR the topic of wellbeing is 

central to the research. Yet, especially in TSR, the focus is on the identifying of transformative 

services, the effects of services on consumer wellbeing or the transformative potential of 

services, but with no explicit focus on what wellbeing is in the eyes of the consumer, the latter 

which also holds potential to the identification of potential transformative services.  

Moreover, the definition of wellbeing is one which has not reached a consensus (Centers for 

Disease Control and Prevention, n.d.) and to this day various fields of research continue to try 

to define, conceptualize and understand the concept. This is an indication that the concept of 

wellbeing certainly benefits from further study, especially in combination to other newer fields 

of research which might base their research on a limited understanding of wellbeing. Despite 

the lack of a single definition or a one true understanding of wellbeing, the one thing which is 

certain is that wellbeing is a topic which is important as it affects all people, which has become 

especially clear during the recent pandemic. Therefore, the understanding of what wellbeing 
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is to us, as people, as consumers, is crucial knowledge to any field of research studying 

wellbeing.  

Previous research on the individuals’ perspective of wellbeing can be found in research fields 

such as of food, health, and social care (Ares et al., 2015; Schickler, 2005). However, only a 

very limited number studies on the consumer perspective of wellbeing exist, including in the 

emerging field of TSR, and these as mentioned are more focused on uncovering the 

relationship between consumer wellbeing and services rather than its meaning to consumers 

(Ungaro et al., 2021). Understanding what wellbeing is to consumers, is especially important 

for a field such as TSR, as services and products are often utilized by people when trying to 

achieve wellbeing (Callaghan et al., 2021). If a better understanding of wellbeing can be gained 

from the consumer perspective, this also allows for a better understanding of what types of 

services and products they need in relation to their wellbeing.  

Even though wellbeing is something which is either consciously or unconsciously 

acknowledged by all of us in our daily lives, previous studies have lacked a focus on everyday 

wellbeing. Studies typically focus on what wellbeing is in general, wellbeing in extreme 

contexts, such as the wellbeing of people who are suffering from a medical condition, on the 

wellbeing of specific groups such as students or the relationship of one factor on wellbeing but 

push aside the need to acknowledge the wellbeing of typical individuals in regular daily life. 

This lack of focus can also be recognized in the studies of wellbeing from the consumers’ 

perspective. Therefore, this study takes on a fresh focus by specifically aiming to build an idea 

of what everyday wellbeing is to consumers. Shining light on the consumers’ everyday 

perspective of wellbeing is crucial as this understanding is what allows meaningful change to 

be brought to the daily lives of typical people and offers insight to companies and academia to 

consequently adjust existing strategies and views to not only improve consumer wellbeing but 

also to minimize unintended harm that could be caused to their wellbeing (Rosenbaum et al., 

2011). 

Moreover, to extend the insights to consumers’ everyday wellbeing, the study will draw ideas 

from the field of TSR by studying what transformation consumers need and look for in their 

everyday lives by aiming to identify potential transformative resources in people’s lives. The 

term transformative resources is one created for the purposes of this study and is used as the 

study is not only limited to services as in TSR but includes tangible things such as products, 

but also intangible things including services, actions, relationships or happenings that have a 

potentially transformative outcome affecting the everyday wellbeing of consumers.  
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1.2 Aim and research questions 

The aim of this research is to describe and understand everyday wellbeing from the consumers’ 

point of view. To deepen the understanding of the consumer perspective of everyday wellbeing 

the study also aims to gain an understanding to what transformation consumers seek in their 

everyday lives in relation to their everyday wellbeing. This will be done through the 

identification of influences on the everyday wellbeing of consumers’, which in turn indicate 

potential transformative resources in consumers’ everyday lives. 

RQ1 What is everyday wellbeing to consumers? 

RQ2 What are potential transformative resources which contribute to the everyday wellbeing 

of consumers? 

1.3 Delimitations of the study 

The study is specifically focused on gaining an understanding of everyday wellbeing, which 

refers to the wellbeing of consumers in their daily lives, rather than studying the wellbeing of 

extreme cases such as those who are ill, the wellbeing of specific groups such as students or 

elderly, or wellbeing in general which is a very broad concept. The study’s focus is not to define 

everyday wellbeing but rather look at what factors of wellbeing are key at an everyday level. 

Moreover, as the empirical data will be collected in Finland, the current study is limited to 

gaining an understanding of everyday wellbeing from individuals residing in Finland and does 

not include data of individuals residing in other countries. Furthermore, as the study aims to 

understand what everyday wellbeing is to consumers, it cannot limit itself to looking at how 

wellbeing is conceptualized in one research area, as it may become too restricted in its view to 

understanding the studied phenomenon. Therefore, the paper utilizes the knowledge of a 

combination of wellbeing discourses across various research areas in order to create an 

understanding of the concept.  

1.4 Structure of the thesis 

The thesis consists of five main chapters with the first chapter introducing the topic at hand 

and preparing the reader for the research paper through the elaboration of the research 

problem, research aim and research questions. The second chapter covers the central concepts 

of the current study and looks at existing literature which support the understanding of the 

topic and the possible findings of the study. Next the methodology of the study is discussed in 

the third chapter. The motivation for the chosen research design is presented, in addition to 

which focus is given to factors such as methods of data collection, sampling and ethical 

considerations for the chosen methods. The analysis of the data and the quality of the study 

are also covered in this chapter. The fourth chapter of the paper moves on to discuss the 
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empirical findings of the study. The final chapter will connect the findings of the study to 

existing research and discuss the implications of the study, as well as the study’s limitations 

and suggestions for future research.  
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2 LITERATURE REVIEW 

The following chapter will cover the central concepts and relevant literature which supports 

the study’s aim to understand everyday wellbeing from the consumers’ perspective. The 

chapter concludes with a chapter summary and a constructed framework that will be utilized 

as a tool for the empirical phase of the research. 

2.1 Wellbeing 

Wellbeing is a word which is commonly heard but despite the term being widely used, no one 

ultimate definition for it exists, making it difficult to give a short and simple answer to what it 

is. However, it is generally agreed that the concept of wellbeing includes at the least “the 

presence of positive emotions and moods (e.g., contentment, happiness), the absence of 

negative emotions (e.g., depression, anxiety), satisfaction with life, fulfillment, and positive 

functioning” (Centers for Disease Control and Prevention, n.d.) but is not limited to these 

factors.  

In some research wellbeing is found to be approached as something that exists and needs 

studying, but also some more critical views exist where wellbeing is argued to be a social and 

cultural construct, whereby the meaning of the term wellbeing cannot be permanently set as 

its meaning will differ according to world views, knowledge, and philosophical traditions 

(Ereaut & Whiting, 2008).  

The complex nature of the concept of wellbeing is further highlighted by the framework of 

Ereaut and Whiting (2008), which captures how wellbeing behaves in real life contexts and 

language. An adaptation of the framework can be seen in Figure 1. The framework presents 

different ways in which wellbeing can be understood or talked about. Certain observations 

made by the framework are especially useful to note for this study as they offer an 

understanding to how the concept of wellbeing can be expected to be found discussed in 

research, as well as gives ideas to how consumers might utilize the term themselves.  
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Figure 1 Behaviour of wellbeing in real life contexts and language. Adapted from Ereaut and 
Whiting (2008) 

 

Some useful take-aways of the framework for the current study include: 

▪ Wellbeing can be found to be a noun and is discussed as something which can be 

influenced, and as something which one can take action towards, which is described 

through wellbeing being able to decrease, increase or be improved. 

 

▪ There are different wellbeing types, such as emotional, social, and physical wellbeing. 

Hence, it should be noted that if a consumer speaks of their wellbeing, it is possible 

that they are speaking of a specific type of wellbeing rather than wellbeing as a general 

concept. Furthermore, different variants of wellbeing can be identified in research such 

as hedonic and eudaimonic wellbeing which will be discussed further on in the paper. 

 

▪ Instead of having a term to describe its opposite, typically a lack of wellbeing is 

described, or a person might be described as being in a negative state of some sort such 

as poor, ill or sad. For understanding consumers’ everyday wellbeing, being able to 

recognize the absence of wellbeing is as relevant as its’ presence.  

 

▪ Wellbeing is typically a concept which is perceived as something positive, and 

something which one can aspire to.  It is generally not seen as something negative. This 

indicates that wellbeing could be something which consumers aim for, hence there are 

also possible actions which they might do to achieve this ideal.  
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Wellbeing is a topic of study in various areas of research such as health, psychology and 

economics (Lewis, 2019), which attributes to the difficulty in reaching a consensus of one 

definition or conceptualization. Ereaut and Whiting (2008) state that a multitude of different 

wellbeing discourses can be found in research and identify five examples: the medical 

discourse, the operationalized discourse, the philosophical discourse, the sustainability 

discourse and the holistic discourse. Many studies on wellbeing can be found to combine the 

understandings of wellbeing from different fields, which is also a point made by Ereaut and 

Whiting (2008) who refer to this as an overlap of wellbeing discourses. Similarly, the current 

study also utilizes a broad range of wellbeing discourses in order to build an understanding of 

wellbeing, as this allows for a broader pre-understanding of the concept to be gained in order 

to then be able to gain an understanding of everyday wellbeing.  

It is relevant to note that since wellbeing is a concept which is discussed in various research 

areas which have different understandings of wellbeing, it is also possible that consumers’ 

understanding of wellbeing are related to a certain discourse of wellbeing. Hence, this is a 

factor that the study can explore in order to gain a better understanding of the consumers’ 

conceptual foundations of everyday wellbeing. From this point forward this study will refer to 

wellbeing discourses as wellbeing perspectives, referring to which wellbeing perspective 

consumers relate to. However, it should be expected that similarly to research it is possible for 

consumers to relate everyday wellbeing to multiple perspectives.  

Ereaut and Whiting (2008) identify each wellbeing perspective to have its own key attributes. 

The key attributes of these wellbeing perspectives can be identified across dominant wellbeing 

approaches and frameworks in literature that are discussed in the upcoming sections. Hence, 

the key attributes of each perspective will be briefly covered. Typically, physical wellbeing has 

been key to the medical perspective of wellbeing, however over time this wellbeing perspective 

has also grown to encompass psychological wellbeing and social aspects. Moreover, views of 

wellbeing which include spiritual wellbeing in addition to physical and psychological wellbeing 

can in turn be deemed to be a holistic perspective as most perspectives are not inclusive of this 

wellbeing type. The holistic perspective is said to extend beyond one’s physical and mental 

health.  Furthermore, the operationalized wellbeing discourse is identified through indicators 

and outcomes and equates wellbeing as something which can be measured. Moreover, the 

sustainability or environmental perspective is a more recent wellbeing perspective and is 

focused on the wellbeing of the environment which is related to the wellbeing of humans. 

Lastly, the philosophical perspective revolves around the view of wellbeing as an ideal or 

aspiration instead of something that is attainable or measurable, the eudaimonic and hedonic 

wellbeing approaches reflect this perspective and are further discussed in the following 

chapter.  
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2.1.1 Wellbeing approaches 

Multiple approaches can be found throughout wellbeing literature. Before moving on to the 

discussion of some dominant wellbeing approaches, it is relevant to note that there is overlap 

and relationships between the various approaches but also differences, which is why they will 

be discussed separately. A separate discussion of each approach allows for a more 

comprehensive understanding of the various details which each wellbeing approach 

encompasses.  

Subjective and objective 

Common approaches to discussing wellbeing which can be found in literature are the 

subjective or objective approaches (Lewis, 2019; Western & Tomaszewski, 2016). Subjective 

wellbeing is said to comprise of one’s evaluations of work and life satisfaction, which can be 

either positive or negative, as well as one’s reactions to life events such as happiness or 

unhappiness (La Placa et al., 2013; Western & Tomaszewski, 2016). Furthermore, La Placa et 

al. (2013) add subjective wellbeing to include one’s experiences in relation to their financial, 

physical, psychological, spiritual, and moral wellbeing. Hence, the subjective approach reflects 

key attributes of wellbeing perspectives such as the medical perspective through 

encompassing factors such as physical and psychological wellbeing and the holistic 

perspective through recognizing spiritual wellbeing. As the current study is focused on the 

consumers’ perspective of everyday wellbeing it therefore takes on a primarily subjective view 

of the topic. However, as stated earlier, relationships and overlap between wellbeing 

approaches exist which is why the knowledge of other wellbeing approaches should be 

considered in this study in addition to the subjective approach. 

The objective approach defines wellbeing through various quality of life indicators “such as 

material resources (e.g. income, food, housing) and social attributes (education, health, 

political voice, social networks and connections)” (Western & Tomaszewski, 2016, p. 2). 

Debates for the objective approach to wellbeing have highlighted its ability to allow wellbeing 

to be measured (La Placa et al., 2013; Lewis, 2019). This indicates that the objective approach 

reflects the operationalized perspective to wellbeing. Dodge et al. (2012) also take an objective 

approach to conceptualizing wellbeing through their framework which views wellbeing as a 

state of equilibrium, where an individual’s psychological, social, and physical resources can 

balance out psychological, social, and physical challenges that they face. Hence, if an 

individual has less resources than is required to meet the challenge, their equilibrium or 

wellbeing is affected. This is also in line with the previously discussed findings of Ereaut and 

Whiting (2008) who found that wellbeing can be found to be a noun, which can for example 

be increased or decreased. 
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Eudaimonic and hedonic 

In addition to the subjective and objective views of wellbeing in literature, wellbeing can also 

be found in research via the terms eudaimonic and hedonic wellbeing. Eudaimonic and 

hedonic wellbeing stem from the philosophical perspective of wellbeing, which have also given 

rise to the study of wellbeing in the field of psychology (Lent, 2004) that in turn relates to the 

medical perspective of wellbeing (Ereaut & Whiting, 2008). The eudaimonic and hedonic 

wellbeing approaches can be related to the subjective and objective wellbeing approaches in 

terms of the subjective and objective factors which they utilize to determine wellbeing 

(McMahan & Estes, 2011). This is further explained in the work of McMahan and Estes (2011) 

who cite Kagan (1992) “the hedonic approach focuses on subjectively determined positive 

mental states, whereas the eudaimonic approach focuses on experiences that are objectively 

good for the persons wellbeing” (McMahan & Estes, 2011; p. 4).  

Eudaimonic wellbeing is sometimes referred to as psychological wellbeing (Ryff & Singer, 

2008). The eudaimonic wellbeing approach is rooted in the idea of the realization of human 

potential (Ryff, 1989) and is also defined as “the type of happiness or contentment that is 

achieved through self-actualization and having meaningful purpose in one’s life” (American 

psychological Association, n.d.-a). Lent (2004) adds to this by stating that the eudaimonic 

approach emphasizes what one does and thinks, instead of what one feels. This type of 

wellbeing is said to be reflected by wellbeing indicators such as “access, literacy, better decision 

making, individual and collective health, decreasing health and well-being disparities, 

consumer involvement, harmony, power, respect, support, and social networks” (Anderson et 

al., 2013, p. 1206).  

Hedonic wellbeing on the other hand is related to the ideas of happiness, pleasure, and pain 

avoidance (Diener & Lucas, 1999; Ryan & Deci, 2001). The hedonic wellbeing approach is 

sometimes also referred to as subjective wellbeing as it includes one’s own evaluation of 

satisfaction (Di Fabio & Palazzeschi, 2015) and subjective evaluations of one’s mental state 

(McMahan & Estes, 2011). According to Kubovy (1999) hedonic wellbeing is inclusive of both 

the pleasure of the mind and body. In other words, hedonic wellbeing emphasizes positive and 

negative affect and their balance (Lent, 2004). Indicators of positive hedonic wellbeing include 

happiness and satisfaction, and indicators of negative hedonic wellbeing include factors such 

as fear and stress (Anderson et al., 2013). Important to note is that eudaimonic and hedonic 

wellbeing are not mutually exclusive which Giraldo et al. (2020) explain via an example of a 

person realizing their potential (eudaimonic wellbeing) which in turn can affect their 

emotional wellbeing (hedonic wellbeing). 

 

https://dictionary.apa.org/self-actualization
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Domain and role specific 

Wellbeing can also be found in literature as being domain-specific and role specific (Lent, 

2004). Subjective wellbeing can for instance be domain-specific through one’s satisfaction 

with work, school, family, social life, leisure, health, or finances and role-specific through 

satisfaction in one’s role as an employee, consumer, student, family member, or friend 

(Campbell et al., 1976; Diener et al., 1999; La, Placa et al., 2013; Robbins & Kliewer, 2000). 

The importance of highlighting domain specific wellbeing is notable through the correlations 

between one’s life satisfaction and domain-specific satisfaction, which studies have discovered 

(Kozma et al., 2000; Schwarz et al., 1991, as cited in Lent, 2004). Rahman (2021) elaborates 

on this by stating that one’s domain-specific wellbeing therefore is an indication of how 

satisfied one is in an certain area of their life.  

Role-specific wellbeing can be better understood by looking at an example of a specific role, 

such as that of a consumer. Lee et al. (2002) identified the satisfaction of a consumer to be a 

result of the acquisition, possession, consumption, maintenance or disposition of the products 

or services. Even deeper insight to how consumer satisfaction can be influenced by services is 

offered from the field of TSR. A framework in the works of Anderson et al. (2013) demonstrates 

how consumer wellbeing can be affected through the interaction with various service entities 

(sector, organization, offering, process, and employee) at the individual, collective and 

ecosystem levels. The authors identify the collective level to include families, neighborhoods, 

communities, social networks, cities and nations and the ecosystem level to include the natural 

environment and individuals residing within it. The framework also encompasses the 

macrosystem within which the interaction between consumers and services occurs. The 

macroenvironment is viewed to consist of factors such as public policy, cultural, economic, 

and technological environments. This allows for the consideration to be made that one’s 

satisfaction in different roles can be the result of a complex combination of different factors 

stemming from the interacting parties themselves, as well as their macroenvironment. 

This example of how role-specific wellbeing can manifest, highlights the importance of paying 

attention to the specific details in consumers’ lives, and to look beyond the obvious in order to 

understand what it is that their everyday wellbeing comprises of. This is also relevant to 

consider for the studies objective to identify potential sources of transformation in consumers’ 

lives which are important for their everyday wellbeing. 

2.1.2 Definitional frameworks of wellbeing 

The lack of consensus for the definition of wellbeing and its conceptualization, continues to 

fuel research for defining and better understanding the concept of wellbeing. One example of 

such a study is the earlier mentioned work of Dodge et al. (2012) who proposed a new 
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framework for defining wellbeing where one’s wellbeing is presented as a level see-saw which 

is put into motion depending on the weight of one’s resources and challenges. However, this 

framework is not very inclusive nor as elaborate when compared to other existing frameworks, 

which is especially noticeable through the framework only including the psychological, social, 

and physical wellbeing domains. Many studies recognize a multitude of other wellbeing 

domains such as Pollard and Lee (2003) who in their study identified cognitive and economic 

wellbeing in addition to physical, psychological and social wellbeing.  

Knight and McNaught (2011), present a much broader framework (Figure 2) for defining 

wellbeing that is inclusive of various definitions and conceptualizations that exist, which is 

prevalent through its encompassing of both the objective and subjective factors of wellbeing 

and many different wellbeing types (La Placa et al., 2013). Their framework recognizes 

physical, psychological, social, and spiritual wellbeing as central to individual wellbeing. 

Moreover, economic wellbeing is reflected in their framework through their identification of 

four larger and interrelated wellbeing domains: individual wellbeing, family wellbeing, 

community wellbeing and societal wellbeing. More specifically, wellbeing is viewed by the 

framework “as dynamically constructed by its actors through an interplay between their 

circumstances, locality, activities and psychological resources, including interpersonal 

relations with, for example, families and significant others” (La Placa et al., 2013, p.118). This 

statement is somewhat more insightful and clearer in comparison to other wellbeing 

definitions such as that of the World Health Organization which is often found in research, 

who previously defined wellbeing as “a broad ranging concept affected in a complex way by 

the person’s physical health, psychological state, personal beliefs, social relationships and 

their relationship to salient feature of their environment” (World Health Organization, 1997). 

The framework of Knight and McNaught (2011), also features the key attribute of the 

sustainability perspective of wellbeing, which is reflected through its inclusion of ecology and 

the environment in its wellbeing framework. 
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Figure 2 Framework for defining wellbeing. Adapted from Knight & McNaught (2011) 

As the study at hand looks to understand the consumers’ perspective of wellbeing, especially 

how individual wellbeing is seen to be affected and understood by the framework of Knight 

and McNaught (2011) is relevant. In their article the authors describe individual wellbeing as 

“multi-dimensional, incorporating, for example, subjective experiences of career and financial 

wellbeing, and physical, psychological, spiritual and moral experiences, further conditioned 

by those wider structural conditions and objective circumstances of an individual’s life which 

are capable of external observation and measurement” (La Placa et al., 2013, p. 118). 

Furthermore, La Placa et al. (2013) state that the framework recognizes individual wellbeing 

to include one’s subjective evaluations of domain-specific satisfaction and life satisfaction, as 

well as their feelings towards events. An important point made in the article of La Placa et al. 

(2013) is that even though wellbeing is able to be created and interpreted by an individual, it 

is also able to be affected by definitions of wellbeing promoted by society that can for instance 

promote certain ideals to individuals. Therefore, in relation to this study it should be 

considered that consumers’ understanding of the concept of everyday wellbeing, as well as the 

actions they take in relation to their wellbeing can vary as a result of the differences in their 

lives and the influences that surround them.  

An important similarity of the frameworks of Knight and McNaught (2011) and that of 

Anderson et al. (2013) is that despite looking at wellbeing at very different levels, one being 

more general and the other in a specific narrower context, both identify that wellbeing is a 

construct can be applied to broader and larger concepts beyond the individual, such as family, 

friends, the environment, or society. 
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The definitional framework by Knight and McNaught (2011) will be utilized as a tool in this 

study to make sense of what everyday wellbeing is to consumers. The inclusive nature of the 

framework is important for this study because when trying to understand what everyday 

wellbeing is to consumers, it is important to be aware of the broader context and be open to 

the many possible ways to how this wellbeing is constructed in consumers’ lives, which is not 

possible if the study were to solely rely on a narrow view or definition of wellbeing thereby 

limiting the ability to get a true understanding of the concept.  

2.1.3 Past findings on wellbeing from the subjective point of view 

The following section will look at a variety of existing studies on wellbeing from a subjective 

point of view, such as that of a consumer or individual depending on the field of focus. This 

section aims to offer some knowledge and insight to what wellbeing is from the consumer point 

of view, which could be beneficial to gaining an understanding to the consumers’ view of 

everyday wellbeing. A summary of the discussed studies can be seen in Table 1. 

Wellbeing has been studied in various fields of research and some studies can be found from 

the individual and consumer perspectives. A study by Ares et al. (2015) studied consumers’ 

associations with wellbeing in relation to food. The study involved an experiment which asked 

consumers to write down their word associations with wellbeing, which found that the most 

common words consumers associated with wellbeing to be health, comfort, happiness, calm, 

peace, and family. The study was conducted in multiple countries, which resulted in the 

interesting discovery that word associations were indeed different between countries, with 

health being the most common word mentioned throughout. Furthermore, word associations 

in relation to the influence of food on wellbeing showed that cholesterol, health, obesity, 

diabetes, mood, and energy were the most frequent word associations. Overall, food was found 

to be linked in various ways to physical, psychological, and social wellbeing. 

An earlier study focused on capturing individuals’ perceptions of wellbeing as well as the 

factors which they found to either positively or negatively affect their wellbeing was conducted 

by Schickler (2005). The findings of the study found the term wellbeing to be used to describe 

enjoyment, vitality, control of one’s life and ethical congruity. Furthermore, individuals were 

found to use wellbeing to describe existing via feeling, doing or being. A key finding of the 

study were the various ways which individuals found were key to maintaining their wellbeing, 

recovering their wellbeing, as well as the ways in which they perceived to lose their wellbeing. 

The study found that key factors for maintaining and attaining wellbeing included: various 

lifestyle factors such as diet, exercise, sleep, medicine, supplements; their environment; 

knowledge; self-esteem; mental health; therapy; ‘cocooning’ which included factors such as 

quietness, relaxation, meditation, and calmness; religion or spirituality; control; 
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relationships; goals; positive emotions; and thoughts. Additionally, the study found that when 

individuals perceived wellbeing to be lost, it would be described as a result of stress or disease 

with their state described as either unwell or suffering. Individuals would however not 

necessarily refer to a loss of wellbeing in cases of more minor illnesses but rather used 

wellbeing as a way to recover. Furthermore, loss of wellbeing was described in relation to 

negative social situations such as inconsiderate customer service encounters or the death of a 

person. When wellbeing had been lost the steps to the recovering of wellbeing were found to 

be quite similar to how wellbeing would be maintained, however a higher motivation to take 

action to become well was identified. 

Moreover, a more recent study on the consumer perspective of wellbeing in relation to services 

was conducted by Ungaro et al. (2021). The study found that consumers related their 

individual wellbeing to psychophysical and economic stability as well as the simplification of 

their daily lives. Collective wellbeing on the other hand was found to be related to the wellbeing 

of future generations as well as political and economic stability. Furthermore, the study 

identified the safeness, transparency, and reliability of services to be significant for the 

wellbeing of consumers. This study also incorporated a specific focus on sustainability, which 

allowed for the identification of the theme of environmental wellbeing, which connected 

factors such as environmental preservation to consumer wellbeing. Consumers also found 

companies to play a significant part in the wellbeing of consumers and employees, but also 

specific factors through which companies were expected to foster wellbeing were covered such 

as communication, education, innovation, and technology. 

Table 1 Past studies on wellbeing from the subjective point of view 

Study Field Context Findings 

Ares et al. (2015) Consumer studies  Word associations with 
wellbeing 

Most frequently mentioned 
words were categorized 
under psychological, 
physical health, social, 
foods, environment, and 
economical. 

Schickler (2005) Health and social 
care 

Individuals’ views of 
health and wellbeing, 
what individuals do to 
maintain wellbeing, how 
wellbeing is lost 

Wellbeing was used to refer 
to enjoyment, vitality, 
control of one’s life and 
ethical congruity. Wellbeing 
was described to exist via 
feeling, doing and being. 

Various ways of 
maintaining and attaining 
wellbeing were described, 
as well as ways in which 
wellbeing could be lost. 
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Ungaro et al. (2021) Consumer studies  Consumers’ views of 
individual and collective 
wellbeing. 

Identified factors for 
individual wellbeing 
included psychological 
stability, economic stability, 
and simplification of daily 
life. 

For collective wellbeing 
consumers identified future 
generations, political and 
economic stability. 

2.2 Transformative resources  

To support the aim of this study of gaining an understanding of everyday wellbeing from the 

consumer perspective, the study aims to gain an understanding of the transformation which 

consumers seek in relation to their everyday wellbeing, that will be more specifically done 

through the identification of potential transformative resources in consumers’ lives. The 

concept of transformative resources was formed for the purposes of the current study and is 

based on the concept of transformative services from the field of TSR that is specifically 

focused on the study of services and their impact on wellbeing. In TSR the key trait of such 

transformative services is that they facilitate transformative value through creating uplifting 

change to individual or collective wellbeing (Blocker & Barrios, 2015; Ostrom et al., 2010), or 

that they are able to transform consumers’ lives (Rosenbaum et al., 2011). However, in this 

study it is not possible to evaluate what is truly transformative to the consumer, hence 

transformative resources refer to potential sources of transformation, that are more 

specifically identified through factors which positively influence consumers’ everyday 

wellbeing. Furthermore, as it is noted in TSR literature, the transformative value which 

services possess is not equal to wellbeing, but rather acts as support to advancing wellbeing 

(Blocker & Barrios, 2015). This is also applicable to the transformative resources in this study. 

As TSR is limited to the study of services with transformative potential, the current study 

instead expands on this and looks at the possible sources of transformation in a wider context 

which are central to consumers and their everyday wellbeing. For the purposes of the current 

study transformative resources encompass both the tangible and intangible. For instance, 

tangible transformative resources could be products, and intangible resources could be 

relationships, services, circumstances or happenings.    

TSR offers valuable knowledge for the identification of transformative resources. For instance, 

services are found to influence consumer wellbeing through the interaction between consumer 

entities and various levels of service entities (Anderson et al., 2013); transformative services 

can be either wellbeing focused or not wellbeing focused (Anderson et al., 2013; Rosenbaum 

et al., 2011); and services can foster activities which support wellbeing (Cowen, 1982; 
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Rosenbaum, 2006; Rosenbaum et al., 2016). It is certainly no surprise that in the list of 

services which TSR has found to have the potential to influence wellbeing include those which 

are wellbeing focused such as healthcare, financial, education and social services (Anderson 

et al., 2013; Rosenbaum et al., 2011). However, in addition to these, TSR has also discovered 

an array of services which are not wellbeing focused yet have a significant impact on wellbeing 

or have the power to impact wellbeing (Rosenbaum et al., 2011). Examples of such services 

include restaurants, diners (Rosenbaum, 2006), hairdressers and bars (Cowen, 1982).  

Furthermore, services are found to influence wellbeing through the activities, rituals, or 

happenings which they enable. A good example comes from the study of Rosenbaum (2006) 

who in their study explored third places in consumers’ lives and how these are able to fulfill 

their wellbeing needs. The findings of the study showed that third places such as cafes, stores 

and gyms allowed for consumers to fulfill their needs in terms of companionship and 

emotional support through the interaction with other consumers or employees of the 

establishments. The finding was especially significant as third places were found to foster 

transformative social interactions with other people than friends or family, therefore offering 

consumers the possibility to find social support from new social relationships. Further 

examples identified from past literature can be seen in Table 2. Rosenbaum et al. (2011) argue 

that especially services which are not transformative by design possess unidentified power to 

influence consumer wellbeing through the consumption of these services in consumers’ daily 

lives. Examples could be the act of socializing with people in a service location or reading a 

newspaper on one’s own (Rosenbaum et al., 2011). 

Table 2 Activities, rituals and happenings which services facilitate that influence wellbeing 

Study Context Findings 

Cowen (1982) Study of four informal helping 
groups 

Hairdressers and bartenders offer 
people social support, by listening 
and supporting consumers. 

Rosenbaum (2006) Social supportive role of third 
places for consumers 

Third places can fulfill 
companionship and emotional 
support needs of consumers; and 
offer comfort as “home-away-
from-home 

Rosenbaum et al. (2016) Shopping malls enhancing 
consumer wellbeing 

Greenery in shopping malls offer 
place for social interactions and 
relaxation. 

 

In addition to services which hold transformative potential, studies have looked at the 

activities which individuals carry out on their own in order to maintain or achieve wellbeing. 

Schickler (2005) identified in their study various lifestyle related activities individuals did to 

stay well such as dieting, exercising, sleeping, reducing substance abuse and stress. Individuals 
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were found to maintain wellbeing through psychological activities such as staying positive, 

calm, optimistic and happy. It was also found that if individuals were feeling negative the 

company of other people and the avoidance of thinking of one’s problems was able to aid with 

such feelings. An activity that the study discussed both as a way to maintain wellbeing as well 

as an activity which could be done when wellbeing was perceived to be lost, was the act of 

‘cocooning’ or curling up, which both refer to ways of taking time to relax and focus on oneself 

in a comfortable setting. Moreover, reading a book or watching a movie were also activities 

which were able to support the wellbeing of individuals. The study also included findings of 

preventative actions which individuals were found to take in order to protect their personal 

wellbeing, these included vitamins, acupuncture and meditation. Despite the study not 

specifically stating so, acupuncture and meditation could be considered as activities which 

were done to enhance or protect mental wellbeing, and to aid in staying calm and happy as 

well as in reducing stress, which in turn was discussed in the study.  

Furthermore, Schickler (2005) identified different types of relationships important for the 

wellbeing of individuals. It was found that the wellbeing and happiness of family and friends 

was important for individual wellbeing. The relationships with one’s intimate partners was 

also identified as important. Another type of relationship was identified for more religious 

individuals, that being the relationship between them and their God. Furthermore, the 

identification of the negative influences of relationships and social encounters also allows for 

the further recognition of potential transformative resources. The study found negative 

encounters with health professionals to negatively affect wellbeing, indicating the possibility 

of a positive encounter having the potential to have the power to positively affect wellbeing. 

Lastly, the study also found that the outdoors was able to support wellbeing with nature and 

fresh air being mentioned. 

In their study of consumers’ word associations with wellbeing and food Ares et al. (2015) found 

that food affected wellbeing in various ways, which were categorized into three dimensions: 

physical health, psychological and social. The study does not go into detail about how much 

the identified factors were found to influence wellbeing, therefore making it difficult to 

pinpoint which were specifically transformative to the consumers. However, the findings will 

be covered as they are examples of how food could be a potential transformative resource for 

consumers. The physical health dimension which from a more traditional view could be the 

most expected, included words such as health, nourishment, diseases and weight 

management. The psychological dimension in turn identified words such as pleasure, mood, 

relax, equilibrium, happiness, anxiety and vitality in addition to which the social dimension 

included words such as socialization, sharing and relationships. The identification of the 

psychological and social dimensions of the effects of food on wellbeing, gives important insight 
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to how something as simple as food can have unexpected influences on various types of 

wellbeing of individuals. This is important to recognize as for the current study it is important 

to look deeper into the simple items or occurrences which might come up in order to truly be 

able to identify sources of everyday transformation in consumers’ lives.  

2.3 Summary of the literature review 

The literature review covered the theories and concepts central to the current study. It was 

found that as a concept wellbeing is one that is complex in nature, which is prevalent through 

the lack of a single definition or conceptualization for wellbeing (Centers for Disease Control 

and Prevention, n.d.), as well as the various ways which wellbeing can be found to behave in 

language (Ereaut & Whiting, 2008). Various approaches to the discussion of wellbeing were 

identified as well as their different key attributes. Especially by looking at role-specific 

wellbeing, an understanding of the intricate details of how wellbeing can manifest was gained.  

The clearest indication of a lack of understanding and consensus for the wellbeing concept 

comes from the ongoing research on defining and conceptualizing wellbeing of which the 

framework of Knight and McNaught (2011) was a good example. Due to there being various 

wellbeing approaches, such as the objective and subjective; eudaimonic and objective; domain 

and role-specific approaches this particular framework offered a more clear idea and a broad 

range of factors for understanding wellbeing, which is helpful for the study’s aim to 

understand everyday wellbeing.  

Next, the literature review discussed some existing studies on wellbeing from the subjective 

point of view covering works from different areas of wellbeing research. This offered insight 

to a multitude of factors which the current study could possibly also recognize in its findings 

such as how consumers maintain, attain, and lose wellbeing (Schickler, 2005); and what 

consumers understand wellbeing to relate to (Ares et al., 2015; Ungaro et al., 2021). Moreover, 

the studies offered further help on how to possibly interpret the findings which the study will 

gain from consumers. 

Lastly, the literary review progressed to the topic of transformative resources and more 

specifically the identification of potential transformative resources from existing literature, 

which could aid in understanding consumers’ everyday wellbeing. Various kinds of services, 

activities which services facilitate, activities of individuals, the environment, and relationships 

which were connected to individual or consumer wellbeing were identified (Ares et al., 2015; 

Cowen, 1982; Rosenbaum 2006; Rosenbaum et al., 2016; Schickler, 2005). Furthermore, 

especially the findings of food influencing the social and psychological dimensions of 

wellbeing (Ares et al., 2015) further emphasized that possible influences on wellbeing and 

sources of possible transformation can be surprising and not always expected. 
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The following section provides an overview of how the current study aims to reach its objective 

to describe and understand everyday wellbeing from the consumers’ perspective through the 

concepts discussed in the literary review.  

The constructed framework (Figure 3) shows the concepts which will be utilized to gain an 

understanding of consumers’ everyday wellbeing. As the literary review has demonstrated, an 

understanding of everyday wellbeing will be derived through the knowledge of the broader 

concept of wellbeing. Yet, as established a lack for a single definition and conceptualization for 

wellbeing exists, hence, choosing one main understanding is useful for the clarity for this 

study. Therefore, the definitional framework of Knight and McNaught (2011) and its 

understanding of wellbeing was selected as the base for the framework, as it is inclusive of 

many views and components of the concept of wellbeing, which gives useful information to the 

possible factors required for an understanding of what everyday wellbeing is to consumers. 

However, it should be noted that not all aspects of the original framework are included, and 

the constructed framework has been modified to suit the current studies objectives as well as 

adjusted according to the resources which are available. 

The constructed framework is split into two main parts 1. The consumers’ subjective view of 

everyday wellbeing and 2. The broader links to wellbeing. The empirical study will focus on 

gaining answers to both, however the main focus will be on the consumers’ subjective view, 

whereas the broader links are recognized beforehand but not factors which will all necessarily 

be identified from the data. The broader links will also be used to guide the discussion chapter 

of this paper and connect the more specific findings to the broader existing theories on the 

topic.  

Part one of the framework  

In line with Knight and McNaught (2011) the constructed framework recognizes an 

individual’s subjective wellbeing to be formed through one’s own experiences in relation to 

their own wellbeing, which the current study will focus on at the everyday level. Moreover, the 

consumers’ feelings in response to events are included in the framework (Diener, 2006), which 

in the everyday wellbeing context can refer to a consumers’ feelings in relation to events in 

daily life. Furthermore, when a consumer reflects on their experiences and feelings, it is 

possible that they feel the need to either maintain or attain wellbeing, as noted from the study 

by Schickler (2005). Hence, the constructed framework also includes the identification of 

activities and behaviors for maintaining or attaining everyday wellbeing as this can give deeper 

insights to what everyday wellbeing is by looking at the actions and goals of consumers.  
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Part two of the framework 

Knight and McNaught (2011) recognize individual wellbeing to be of different types: financial, 

physical, psychological, social, and spiritual/moral wellbeing. Thus, links to these broader 

types of wellbeing are included. The constructed framework also includes the four connected 

wellbeing domains identified by Knight and McNaught (2011): societal wellbeing, community 

wellbeing, family wellbeing, individual wellbeing. Even though the focus is on understanding 

the consumers’ hence individuals’ perspective of everyday wellbeing, as Knight and McNaught 

(2011) suggest, individual wellbeing is connected to and influenced by the three other 

wellbeing domains. Therefore, consumers’ everyday wellbeing, which is equivalent to the 

individual wellbeing domain, should be expected to be subject to the possible influences of 

these domains also, which can differ according to the circumstances, locality, activities, and 

resources which are present within the domains (La Placa et al., 2013).  

Moreover, for a better understanding of the conceptual background to which consumers relate 

everyday wellbeing, the wellbeing perspectives identified by Ereaut and Whiting (2008) are 

included in the framework. These will however only be identified for the purposes of the 

discussion section of this paper, allowing for the findings to be better linked to the existing 

theory. The framework of Knight and McNaught (2011) is also inclusive of domain-specific 

satisfaction, such as work or social life satisfaction, however due to time and resource 

restrictions these will not be included in the framework and separately focused on. 

Lastly, the constructed framework features the identification of potential transformative 

resources as a method of understanding consumers’ everyday wellbeing. The framework views 

the identification of such resources as something which can be done in various areas when 

trying to understand everyday wellbeing. This is possible through learning about what actions 

consumers take in relation to their wellbeing, through learning about their experiences, or 

feelings. Additionally, the possible relationships to other wellbeing domains and other links to 

broader areas of wellbeing can reveal potential transformative resources.  

The purpose of the constructed framework is to offer structure to the researcher for gaining 

an understanding of the studied phenomenon. It is however important to note that the 

constructed framework does not include every aspect of wellbeing recognized in literature, 

which is due to the restricted time and resources of the study. Hence, a selection of factors 

deemed appropriate to reach the aim of the study have been selected. Similarly, the concept of 

everyday wellbeing is not necessarily limited to the constructed framework nor inclusive of all 

its factors but is as a concept one that will be further understood through the insights gained 

from the empirical study. 
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Figure 3 Framework to gaining an understanding of consumers’ everyday wellbeing 
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3 RESEARCH METHODOLOGY 

The following chapter presents the research methodology of the study. To begin the general 

research design is introduced, after which the study’s data collection methods, sampling 

methods, interview and survey design and the ethics of the research are explained. Next the 

data collection process and data analysis process are discussed. The chapter concludes with a 

section on the quality of the research. 

3.1 Research design 

The goal of this research was to be able to describe everyday wellbeing from the consumer 

perspective. Hence, to achieve this goal, an in-depth understanding needed to be obtained 

which required the gaining of insight to the ideas, feelings, goals, actions, thoughts, behaviors, 

knowledge, and experiences of consumers’ making a qualitative approach suitable for this 

study (Patton, 2002).  

Qualitative interviews were deemed an appropriate method of the primary data collection as 

this kind of insight cannot be gained through methods such as observations or without asking 

questions (Patton, 2002). Because the research was focused on the consumers’ view of 

wellbeing, interviews were highly recommended, as interviews truly prioritize the person and 

what they have to say (Patton, 2002). The topic of wellbeing can be quite personal and 

sensitive as it requires deep insight to the persons’ personal life and opinions. Therefore, 

individual and personal interviews were more suitable for this study in comparison to group 

interviews, as they allowed for a more comfortable setting for the interviewee, more 

confidentiality, as well as the opportunity to gain deeper insights by asking more individual 

questions.  

Semi-structured interviews were deemed the most appropriate method of interview for the 

current study as this allowed the interviewer to use an interview guide with prepared themes, 

which however did not limit the conversation to those questions but allowed the use of probing 

in the form of follow-up questions which could in turn provide deeper and more insightful 

data (Patton, 2002).  The choice of qualitative methods in the form of semi-structured 

interviews was further supported by the successful implementation of such methods in various 

studies similar to the one at hand. First, a study by Ungaro et al. (2021) which aimed at gaining 

insight to the consumers’ perspective on the relationship between services and wellbeing. This 

study applied a qualitative approach in the form of 30 semi-structured interviews. The authors 

argued in favour of this approach as the study was aimed at finding out about customers’ 

feelings, thoughts, experiences, and interpretations towards a specific matter. Second, a 

qualitative interview approach was also implemented in a study by Schrank et al. (2015) which 

explored the views of employees and how their wellbeing and the wellbeing of users of the 
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service were affected. Here the focus was also on understanding individuals’ perspectives and 

gaining detailed and descriptive answers. This research method included 14 semi-structured 

interviews. Third, a study that utilized qualitative interviews is that of Sharma, Conduit and 

Hill (2017) which studied the wellbeing outcomes from co-creative roles. The authors argued 

for the suitability of qualitative interviews as it was critical for their interviewees to be able to 

construct a picture of their experiences which is also the case for the proposed research.  

3.2 Triangulation of data collection methods 

Due to the time constraints of the current study and in-depth interviews being a type of data 

collection which require a lot of time therefore limiting the number of interviews which can be 

conducted, the study took on a multi-method qualitative approach. This allowed for the 

triangulation of data sources to be done, which in turn allowed for an increased amount of 

data to be obtained from independent sources, that could boost the credibility of the collected 

data, as well as the analysis and interpretation of data following the data collection (Saunders 

et al., 2015). Therefore, in addition to the semi-structured interviews, the study utilized 

qualitative surveys, as well as documents in the form of mind maps as additional methods of 

data collection. Through utilizing qualitative surveys this allowed for additional data to be 

collected in an ‘inactive’ manner having allowed the researcher to focus on the conducting of 

the interviews. Qualitative surveys typically feature open-ended questions, which in the case 

of this study aimed to gain insights to the respondents’ interpretation of everyday wellbeing 

as well as how it was present in their daily lives (Saunders et al., 2015).  

Moreover, the study collected documents in the form of mind maps. A visual component 

enhances the verbal component of the interview (Brailas, 2020). The mind maps were 

collected from the interview respondents at the end of the interview as the discussion prepared 

the interviewee for the mind map (Brailas, 2020). After the interviewee had produced the 

mind map, as recommended by Brailas (2020) a follow-up interview was conducted where the 

interviewee was asked to explain their mind map and any further questions which arise in 

relation to the mind map was asked. The aim was to gain further understanding to everyday 

wellbeing through the collected documents which allowed for people to use words, as well as 

draw and present possible relationships of how everyday wellbeing was understood from their 

point of view.  

3.3 Sampling strategies and sample size 

As the study included qualitative interviews as a form of data collection, it was important to 

be able to choose a reliable representative sample as it was not possible to interview an entire 

target population, which in the case of this study were consumers and individuals in general.  
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Because the study’s aim was to gain an in-depth understanding of the consumer perspective 

of wellbeing, purposeful sampling was used as this allowed the focus on gathering data from 

purposefully chosen cases from whom the richest information could be obtained, such as 

individuals who utilized wellbeing services (Patton 2002). Purposeful sampling was observed 

in the earlier research of Sharma, Conduit and Hill (2017), for whose research the number of 

interviews that could be conducted was also limited and therefore the selected sample had to 

include interviewees who could offer the richest information. The chosen units of analyses and 

types of purposeful sampling strategies found most beneficial for this study can be seen in 

Table 3.  

Table 3 Sampling strategies of the study 

Interviews 

Classification 

 

Unit of analysis Sampling strategy Justification 

People focused 

 

 

A typical individual 

 

Typical case sampling To understand what 
wellbeing is to a typical 
person who is aware of 
their wellbeing. 

Perspective focused Common experience 
of using wellbeing 
services 

Homogeneous sampling To increase the reliability of 
the study, simplify analysis 
and to decrease variability. 

 

  Surveys 

People focused An individual Purposeful random 
sampling 

To gain an understanding 
of wellbeing from 
consumers in general, not 
limiting the responses to 
those who are viewed as 
being aware of their 
wellbeing. No 
generalizations can be 
made, but credibility is 
increased due to 
elimination of potential 
selection bias. 

Mind maps 

Documents Mind maps with 
words and pictures  

Illumination sampling Serves to illuminate or 
elaborate on possible 
findings, allowing for an 
even deeper analysis.  

 

Typical case sampling was used to gain an understanding of what is typical or usual of a given 

group, which in this case were individuals that were aware of their own wellbeing (Patton, 

2002). The chosen subjects were people who were not extreme or unusual cases, such as 

people suffering from severe medical conditions or individuals who showcased very negative 
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or positive outlooks on the topic of wellbeing, which could have impacted the validity of the 

sample. 

Homogeneous sampling was chosen to minimize variation and to simplify analysis through a 

focus on a smaller, homogeneous sample (Patton, 2002). By having reduced the sample to 

those who used wellbeing services, such as mindfulness apps, cosmetic salons, or gyms, this 

allowed for the obtaining of more in-depth and relevant information for the study, as it was 

then ensured that some sort of actions were actively taken in terms of wellbeing by the subjects 

and that they were indeed aware of their wellbeing. 

Purposeful random sampling was chosen as a suitable sampling method for the surveys as 

this allowed the study to gain information from consumers in general rather than those who 

were selected based on their usage of wellbeing services or based on their state of health. This 

offered the possibility to see whether anything relevant was missed from the chosen sample 

for the interviews, as well as to see whether there were any differences or similarities in the 

data. Through purposeful random sampling it was possible to study the larger population of 

consumers, which was relevant as wellbeing is a concept present in the lives of all individuals. 

Even though no generalizations can be made, the credibility of the results was able to be 

increased through purposeful random sampling as selection bias was eliminated, which was 

important for gaining accurate insights (Patton, 2015).  

Illumination sampling allowed for additional documents to illuminate or elaborate the 

findings of the study. The documents in the study were mind maps that were made during the 

interviews. Interviewees were asked to create a mind map of what everyday wellbeing was to 

them, which allowed for the possibility of gaining some additional information on their 

perspective of everyday wellbeing that they might not have thought of or have wanted to say 

out loud. 

Because the objective was to gain rich information which required longer in-depth interviews, 

the sample size could not be very large due to time constraints of the study. However, the 

validity of a sample size despite it being smaller in size is dependent on the saturation of a case 

and the contribution that it offers to the study (Gummesson, 2000). The chosen sample size 

of the interviews was 8 people.  

According to the recommendations made by Braun et al. (2021) the sample size of qualitative 

surveys is quite tricky and can vary greatly in studies. Similar to Gummesson (2000), they 

emphasize the importance of the detail and saturation of the data which is collected, which is 

not possible to determine beforehand. Braun et al. (2021) identify the lowest sample sizes from 

studies to be between 20-49 responses. Because the current study utilized surveys as an 

additional source of data collection rather than a sole and primary source, the target sample 
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size for the survey was set at 15 responses. Restricting the sample size was also necessary due 

to the limited time of the current study as the analysis of qualitative surveys was expected to 

take time and the study required the analysis of two additional types of data. 

3.4 Interview guide 

An interview guide was utilized for the semi-structured interviews (Appendix 1). A guide was 

a beneficial tool to have during the interviews as it was possible to pre-determine the topics 

and questions which one wanted to cover in an interview, which was helpful to ensure that all 

the required bases were covered during the interview in an efficient manner (Patton, 2002). 

The themes which were covered in this interview can also be seen in Appendix 1. The themes 

ensured that each factor of the constructed framework (Figure 3) was considered. Despite the 

predetermined themes of an interview guide, one was not limited to a set structure or specific 

wording of questions (Noaks & Windcup, 2004; Patton, 2002). This was important as it was 

then possible for the interviewer to focus on what seemed the most appropriate during the 

interview and allowed one to utilize wording, sequencing and language in a manner which 

promoted a natural a conversation between the interviewer and interviewee.  

The interview guide was prepared in English and Finnish allowing for the interview to be 

carried out in the language which the interviewee felt was the most natural for them. This 

choice was made to promote as in-depth answers as possible, as well as to reduce any possible 

unclarity in the interviews due to an inappropriate choice of language.  

Even though semi-structured interviews allow for flexibility in the order in which questions 

are asked (Noaks & Windcup, 2004; Patton, 2002), according to Patton there are still some 

recommendations to the order in which questions are asked.  In the beginning Patton suggests 

inquiring about experiences, activities and current behaviors of the interviewee, such 

questions should aim to motivate the interviewee to provide clear, simple and descriptive 

answers. Next, Patton recommends opinion and feeling questions, which can also serve as 

probes to earlier questions. At this stage when a good number of questions have been asked 

Patton recommends asking factual questions, as they seem less out of context and can seem 

less intimidating when asked later on in an interview process. Furthermore, if questions are 

asked in different time frames, Patton recommends to first ask questions about the present, 

then the past and lastly about the future. Lastly, Patton does not recommend asking 

background or demographic questions in the beginning of an interview to avoid discomfort of 

the interviewee and should preferably asked throughout the interview or at the end of the 

interview. Regardless, it is recommended to keep questions of this nature to a minimum. These 

recommendations were utilized when creating the sequence of the questions in the interview 

guide.  
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Moreover, wording of the questions was paid attention to when creating the interview guide, 

as even though there was flexibility in the wording of questions in a semi-structured interview, 

the wording of questions determined the response which the interviewee provided (Patton, 

2002). Therefore, the questions which were pre-determined in interview guide, were 

formulated to be open-ended, neutral, singular and clear which Patton recommends. Despite 

the interview having focused on only utilizing open-ended questions, in order to get the most 

out of each question which was asked, ‘why’ questions were avoided, as these types of 

questions presumed that an interviewee had an answer to the question, as well as created the 

risk of receiving varying answers from different interviewees due to the various levels of 

answers that the questions left room for (Patton, 2002). 

3.5 Survey design  

As the research was exploratory in nature and the choice of data collection methods were 

qualitative, open-ended questions were utilized in the survey (Saunders et al., 2015). Due to 

the survey having been a supporting form of data collection, to go alongside the interviews the 

surveys were short and therefore only five open-ended questions were asked. The five 

questions which were included in the surveys were identical to the interview questions. This 

allowed for more insight to be gained to certain questions, as well as for comparisons to be 

made between the interview and survey data in order to support the final interpretation of the 

data. The choice to keep the surveys short in terms of the number of questions which were 

presented allowed for the respondents to put their energy to carefully answering those few 

questions well rather than losing motivation due to there being many questions presented 

(Braun et al., 2021). 

The survey design was otherwise considered in terms of an appropriate introduction to allow 

the respondent to fully understand the purpose of the survey, as well as to draw the interest of 

the respondents as Saunders et al. (2015) recommend. Furthermore, it was important to make 

it clear at the beginning how the survey should be completed (Braun et al., 2021). 

3.6 Ethics of the study 

In terms of ethical matters which needed to be taken into consideration in this research the 

matter of confidentiality was important as interviewees were sharing information which was 

personal to them. Therefore, it was important that confidentiality, sensitivity, and respect 

towards the interviewee are maintained throughout the research process. 

Prior to the interview it was made clear to the interviewee that the interview was being 

recorded and the consent for the recording was ensured. Moreover, it was made clear that they 

were not obliged to answer any questions that they did not feel comfortable with, in addition 

to which it was stated that their confidentiality would be respected and maintained. A consent 
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form (Appendix 3) was signed by each interview respondent, in addition to which an 

additional form explaining the further details of the data management which they were 

consenting to was presented. Even though the respondents were interviewed in Finnish and 

the forms were in English, both forms were translated and explained when necessary to the 

interviewees in order to ensure their complete consent to the study. 

3.7 Data collection process 

Data collection began in April 2022 with the conducting of interviews and the sending out of 

the survey.  

The interviews were mostly held in person in various locations, such as the interviewees own 

home, or somewhere where the discussion could occur undisturbed. One interview was held 

via Teams, but both the interviewer and interviewee were in a location which allowed for a 

private conversation. This was important as the interview handled a sensitive topic therefore 

making it important for the physical setting of the interview to be one where the interviewee 

felt comfortable. Each interview was conducted in Finnish as this was the preferred language 

of all interviewees, allowing for a conversation which was as natural as possible.  

The Microsoft Office Word transcription tool was used for each interview, in addition to which 

an audio recording was made, to ensure that during the interview the interviewer could focus 

on the conversation instead of making notes. This also ensured that in the end there would be 

an accurate set of data, the audio filling in the gaps where the transcription might fail. 

Prior to the interviews, a written consent form (Appendix 3) was filled by the interviewees 

stating their understanding and complete consent to the participation in the study, as well as 

to the use of the data which the interviews and mind maps would produce. Consent was 

ensured for the recording, and it was clearly stated when the recording began and ended. 

Moreover, the interviewees were reminded of there being no obligation to answer any 

questions which they might feel uncomfortable asking and that they could end the interview 

at any time. 

During the interviews the interview guide was used to ensure that each theme significant for 

the study was covered. Probing was implemented to extract deeper insights when the situation 

seemed appropriate. Furthermore, the order of the questions was adjusted if during the 

interview the interviewee had already provided answers or in the case that another question 

felt more natural at that point. In some instances, new questions were introduced if the 

conversation took an unexpected turn and there was opportunity to discover some new 

information. The goal was to aim for a fairly natural conversation between the interviewee and 

interviewer, and it was made clear that the interviewee could add any points which came to 

mind therefore sometimes unexpectedly changing the structure of the conversation.  
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After the first phase of the interviews, the second phase involved asking the interviewees to 

draw a mind map representing their view and understanding of everyday wellbeing. The mind 

maps were introduced after the main interview as this elicits the drawing (Brailas, 2020). 

Beforehand the interviewees were asked whether they knew what a mind map was and if not 

the concept was explained to them. After the interviewees had produced the mind maps, a 

follow-up interview was conducted where interviewees explained their mind maps (Brailas, 

2020). If some parts were unclear the interviewees were asked to elaborate on those parts, as 

it was important that the mind maps would not be interpreted in a wrong manner later on 

during analysis. The interviews concluded after this. A table of the details of the interviews and 

interviewees can be seen in Table 4. 

Table 4 Interview details 

Interviewee Gender Age Occupation Date of interview Length of interview 

Respondent 1 Male 28 PhD candidate 16th March 2022 30 minutes 

Respondent 2 Female 58 Psychotherapist 17th March 2o22 30 minutes 

Respondent 3 Female 27 Early childhood childcarer 20th March 2022 35 minutes 

Respondent 4 Female 24 Service advisor 20th March 2022 25 minutes 

Respondent 5 Female 78 Retired copywriter 19th May 2022 32 minutes 

Respondent 6 Male 54 Researcher 20th May 2022 18 minutes 

Respondent 7 Female 23 Student 23rd May 2022 37 minutes 

Respondent 8 Female 59 Sales coordinator 24th May 2022 47 minutes 

 

The qualitative surveys were created on Google Forms (Appendix 2). A choice of two languages 

were given to the respondents, English and Finnish. The surveys were collected between May 

16th-June 6th. It was sent out to persons which the researcher knew and in some cases the 

survey was sent forward to persons that these persons knew. Information of the survey 

respondents can be seen in Table 5.  

Table 5 Survey respondent details 

Respondent Gender Age Occupation Illness or undergoing 
treatment 

Survey Respondent 1 Female 45-54 CEO No 

Survey Respondent 2 Female 65 or over Retiree/Specialized doctor No 

Survey Respondent 3 Male 25-34 Student Yes 

Survey Respondent 4 Male 25-34 Student/Customer service No 

Survey Respondent 5 Female 18-24 Salesperson No 

Survey Respondent 6 Female 65 or over Retiree Yes 

Survey Respondent 7 Male 25-34 Marketing coordinator No 
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Survey Respondent 8 Male 35-44 Playground instructor No 

Survey Respondent 9 Female 18-24 Baker No 

Survey Respondent 10 Female 45-54 Product manager No 

Survey Respondent 11 Female 35-44 Salesperson No 

Survey Respondent 12 Male 25-34 Strategy consultant No 

Survey Respondent 13 Female 25-34 Student/Marketing coordinator Yes 

Survey Respondent 14 Female 25-34 Salesperson No 

Survey Respondent 15 Male 25-34 Freelancer/Model No 

3.8 Data Analysis 

The data which was to be analysed included the transcribed and recorded interviews, the mind 

maps produced by the interviewees, and the survey responses. Analysis of the data began once 

the first interview had been conducted and it was an ongoing process overlapping with the 

data collection itself.  

According to Patton (2002), there is no one correct way to conduct an analysis and the process 

can ultimately have significant differences between researchers. Therefore, despite the chosen 

approach this study took for the analysis it was not the one and only appropriate method. The 

approach to the analysis of the data was primarily done according to the operations presented 

by Spiggle (1994): categorization, abstraction, comparison, dimensionalization, integration, 

and iteration. These six operations for data manipulation were not separate from each other 

and they did not require a specific order of implementation (Spiggle, 1994). A seventh 

operation called refutation is proposed by Spiggle (1994), however due to the limited time and 

resources of the study, the process of refutation which aims to find indicators which disagree 

with the ideas and results of the study was not conducted. The analysis process also utilized 

methods from other studies such as that of Gioia et al. (2013) to complement the operations 

of Spiggle (1994).  

Since the collected data was primarily in Finnish with only two surveys having been answered 

in English, the examples drawn from the data which are presented in the coming empirical 

finding chapter have been mostly translated into English. 

Categorization is a recommended first step according to Patton (2002), involving the 

analysis of the content for significant factors to the study to be identified. More specifically, 

categorization occurs during the coding process, which is defined as “deriving and developing 

concepts from data” (Corbin & Strauss, 2008, p. 65). The categorization process was 

conducted separately for each data source, with the process being the same for each. Overall, 

the process involved the reading of the transcribed interviews, reading the mind maps, 

listening to the interview recordings, as well as reading the responses to the qualitative 
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surveys, during which meanings within the data and recurring factors were searched for as 

Patton (2002) recommends. Recurring words and phrases were identified, colour coded, 

numbered, or both making up the 1st order concepts, which are still limited to the informant 

centric concepts (Gioia et al., 2013). An example of how the coding was conducted in this study 

can be seen in Table 6. The next phase involved looking at the similarities and differences 

within the categories which make up the 2nd order themes which in turn are researcher centric 

concepts (Gioia et al., 2013). For this study both an inductive and deductive approach was 

taken, meaning that some categories were allowed to emerge from the data and some were 

already in mind when coding was done (Patton, 2002; Spiggle, 1994). This was because many 

categories were already predetermined due to the constructed everyday wellbeing framework 

(Figure 3), which also formed the basis of the interview and survey questions which were 

asked. Even though each data source involved a separate process of categorization, the insights 

were merged in the end to produce the final categories, themes, and concepts. As it was 

established, the study aimed to focus on some more specific factors of everyday wellbeing, in 

addition to which links to the broader factors of everyday wellbeing were also tried to be 

identified. Hence, the categorization is also depicted separately for these with Table 7 

depicting the categorization of the more specific data, and Table 8 the categorization of the 

broader links. 

Table 6 Coding of the potential transformative resources 

Colour/Number Type of transformative resource  

1 Services ▪ Fitness services 
▪ Museums 
▪ Streaming services  

2 Products ▪ Plants 
▪ Food 
▪ Books 

3 Happenings ▪ Learning new things 
▪ Having moments in peace 

4 Actions taken ▪ Eating 
▪ Exercising  
▪ Sleeping, resting 

5 Relationships ▪ Family 
▪ Friends 

6 Environment ▪ Home  
▪ Outside, nature 

7 Circumstances ▪ State of one’s health 
▪ State of society 
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Table 7 Categorization and abstraction of data - part one 

 

Table 8 Categorization and abstraction of data - part two 

 



 34 

The operations of Spiggle (1994) are not separate, hence why comparison occurred during 

the categorization process. It was ensured that categories were internally homogeneous and 

externally homogeneous (Patton, 2002).  

Abstraction involves the organization of 1st order concepts and 2nd order themes from the 

categorization process into a smaller number of theoretical higher-level categories (Gioia et 

al., 2013; Spiggle, 1994). The reduced higher-level categories can be seen in Table 7 and Table 

8 under aggregate dimensions. The abstraction process also involved comparison as it was 

important to maintain internal and external homogeneity in terms of the higher-level 

categories.  

Dimensionalization is an operation which supports the construction of theory from the 

data, through studying the variance of the concepts within the established categories or 

concepts (Spiggle, 1994). Dimensionalization was used to for instance evaluate the weight of 

various influences on the everyday wellbeing of consumers. Factors were also evaluated in 

terms of how often they were mentioned among all consumers.  

The process of iteration involves the back-and-forth movement between stages of the 

analysis process (Spiggle, 1994). Accordingly, the various stages of the analysis process were 

revisited many times. Especially as more data became available and was analysed there was 

need to revise the existing categories according to the new information which had been 

obtained. Furthermore, in the coding phase iteration was done in terms of the back-and-forth 

between the findings of each individual interview and all the data as a whole (Spiggle, 1994). 

The iterative process resulted in a continuous revision of the interpretation of the data. 

Integration can be done in two ways, through axial coding or selective coding (Spiggle, 1994). 

Axial coding involves the integration of categories or concepts by looking their conditions, 

strategies, context, and outcomes, whereas selective coding in turn is more abstract and aims 

to identify relationships between categories or concepts and for which a main category or 

theme is identified around which the others relate to (Spiggle, 1994). Integration was 

especially useful to for example understand the connections between what the everyday 

wellbeing goals of the consumer were, what they did to achieve them, the influences to their 

everyday wellbeing and lastly to draw connections to how they evaluated their everyday 

wellbeing or whether they had achieved that goal. 

3.9 Quality of the research 

The following section will discuss how the quality of the study has been taken into 

consideration. A six-part criterion has been created on the basis of three different works. 
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Lincoln and Guba (1985) propose four criteria to discuss the quality of a study, those being 

credibility, transferability, dependability and confirmability. Additionally, this study takes 

on a fifth criteria of integrity from the work of Wallendorf and Belk (1989) and a sixth criteria 

of utilization coming from the work of Miles and Huberman (1994). 

Credibility refers to the “adequate and believable representations of the constructions of 

reality studied” (Wallendorf & Belk, 1989, p. n.d.). Various ways exist to enhance the 

credibility of a study such as extensive engagement, determined observation, triangulation, 

peer debriefing, referential adequacy, negative case analysis and member checking (Lincoln & 

Guba, 1985). However, not all the methods were possible to do due to the time and resource 

limitations of the study. The main method through which this study enhanced its credibility 

was through the triangulation of data sources by collecting data from interviews, surveys, and 

mind maps. Credibility was increased through a study’s findings being confirmed by the 

different data sources, reducing their uncertainty (Lincoln & Guba, 1985). Furthermore, as 

proposed by Wallendorf and Belk (1989) triangulation was done over data collection methods 

by transcribing and recording the interviews to ensure that the data was interpreted correctly. 

The mind maps and the follow-up interviews asking interviewees to explain their mind maps 

also acted as additional sources to ensure correct interpretation and complement the 

transcriptions and recordings. 

Transferability is the “extent to which working hypotheses can also be employed in other 

contexts, based on an assessment of similarity between the two contexts” (Wallendorf & Belk, 

1989, p. n.d.). Had there been more time the current study could have done more in terms of 

transferability such has by seeking limiting exceptions or by looking at informants who might 

have different views of the studied phenomenon such as people from different countries or of 

different ages (Wallendorf & Belk, 1989). The study did include data of consumers who were 

aware of their wellbeing and not extreme or unusual cases, as well as data of consumers who 

were not selected based on any specific factors, thus giving some insight to the exceptions 

which might have existed between the sample groups. However, the study did not find limiting 

exceptions or exceptionally different views which it could have focused on more if there had 

been more resources to do so. As the study was limited in what it was been able to do in terms 

of transferability it especially focused on offering a high-quality description of how it was 

conducted, which then allows other researchers to evaluate whether the study is transferable 

to a research setting of their liking, which is a recommendation Saunders et al. (2016) makes. 

Dependability is defined as the “extent to which interpretation was constructed in a way 

which avoids instability other than the inherent instability of a social phenomenon” 

(Wallendorf & Belk, 1989, p. n.d.). The authors recommend assessing dependability by 

conducting research over a longer period of time and through explanations of change. If there 
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had been more time, data could have been collected again to identify possible changes to the 

original findings. As the study was conducted during a pandemic, the study could for example 

have been conducted again at a later date to see if the pandemic had influenced people’s views 

of everyday wellbeing. However, one could argue that since the interviews did take into 

consideration the consumers’ understandings and behaviors in the past and present, this 

offered some insight to possible changes. However, evaluating the dependability of a study 

according to the latter point is generally unreliable as it is too dependent on the memory and 

view of the interviewee. 

Confirmability is the “ability to trace a researcher's construction of an interpretation by 

following the data and other records kept” (Wallendorf & Belk, 1989, p. n.d.). Confirmability 

is best ensured by researcher triangulation according to the authors, which was however not 

applicable to the current study. However, the earlier discussed triangulation of data collection 

methods also enhanced confirmability as audio recordings, transcriptions and mind maps 

allowed for comparisons to be made which in turn supported the making of more reliable 

conclusions. 

Integrity is defined as the “extent to which the interpretation was unimpaired by lies, 

evasions, misinformation, or misrepresentations by informants” (Wallendorf & Belk, 1989, p. 

n.d.). The study’s integrity was increased due to the pre-existing trust between the interviewer 

and interviewee in the cases where there had already been a well-established relationship 

between the parties. Moreover, the interviews were conducted in a setting where the 

interviewee felt comfortable and could speak freely, such as their own home or a location 

where a conversation could be conducted without being disturbed. Since the interviews were 

one-on-one, this could also increase the feeling of trust, as there were no other participants 

involved in the setting (Wallendorf & Belk, 1989). Furthermore, the purpose of the interview 

was made clear beforehand, and the interviewee was ensured of the fact that their answers 

would remain anonymous and that they should feel no obligation to answer questions if they 

did not want to or feel comfortable to do so. They were also reminded that they could end the 

interview at any point if they felt the need to do so. The triangulation of methods was also able 

to enhance the integrity of the study, as it allowed for the interviewer to compare for instance 

how the interviewee sounded when they said something and to check if any inconsistencies 

existed. A good interviewing technique is also a method through which integrity can be 

enhanced, hence why the interviewer prepared for the interview to ensure that good 

interviewing technique was implemented, such as by the use of probing, which allowed the 

interviewer to ensure that the answers which the interviewee gave were always fully 

understood. Additionally, sensitivity and respect were always maintained towards the 

interviewee and their responses to promote a comfortable and respectful conversation.  
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Utilization refers to how a study reflects on its ability to positively impact its participants, 

encompassing both the researchers as well as those who are researched (Miles & Huberman, 

1994). The findings of the study were focused on bringing to light what everyday wellbeing was 

to consumers and people in general. This information offered insight to what people need to 

feel well in their daily lives and also what negatively impacts them in their daily lives. This 

knowledge can be used by companies and researchers to create strategies, products, services, 

and furthers research to how people’s lives can be better supported in everyday life. 

Overall, many steps were taken to enhance the quality of the current study. However, it should 

be noted that a multitude of other steps exist within each criterion which could have been 

taken had the study been richer in time and resources.  
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4 EMPIRICAL FINDINGS  

The following chapter presents the empirical findings of the study. The findings are presented 

according to the two research questions of the study. Moreover, the categories which emerged 

from the analysis of the study are used to elaborate on the findings as recommended by 

Urquhart (2013).  

- RQ1 will be answered with the categories everyday wellbeing goals and types of 

wellbeing.  

 

- RQ2 will be answered with the category influences on wellbeing, which will be 

elaborated on with the category of connection to other wellbeing domains 

 

- The category of evaluation of everyday wellbeing which refers to the feelings of 

respondents will not have its own separate section, but rather the feelings of 

respondents will be integrated throughout the chapter to elaborate and explain the 

findings further. 

 

The findings will utilize codes for the respondents of the interviews and respondents of the 

survey. A summary of the respondent details can be seen in Appendix 4. 

4.1 What is everyday wellbeing to consumers?  

The study itself argued its relevance through the need to focus on the wellbeing of people on 

an everyday level, as it was perceived to be an understudied concept which is present in the 

daily lives of everyone. Therefore, to begin it is worth presenting the findings to how often 

respondents thought about their wellbeing in order to further validate this argument. The 

typical response to how often interview respondents thought about their wellbeing was 

multiple times a day, with some exceptions of multiple times a week. Thus, the findings 

indicate that wellbeing indeed is a concept that respondents are aware of and think of 

regularly. 

R1: “Every day, all the time and decisions in general like what to do, how much things to do today, what 

to eat, what should I eat and should I exercise today and like this all the time.”  

R3: “Daily, many times a day, about 4-5 times.” 

R4: “Many times a week, maybe 5 times a week, Monday-Friday are usually days that I think about it 

daily.”  

Moreover, a good way to move on to presenting the main findings of the study are by covering 

the results from the question where interview respondents were asked to describe everyday 
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wellbeing in three words or concepts. This gives some indication to what consumers view 

everyday wellbeing to be. The results can be seen in Figure 4. Respondents’ answers to this 

question can be viewed as being of four types: 1. Feelings 2. Tangible things 3. Intangible things 

4. Circumstances. The brief summary of responses to this interview question serves as an 

excellent preview of the nature of the coming findings, and also introduces some of the coming 

themes that will be discussed.  

 

Figure 4 Everyday wellbeing in three words or concepts 

 

Feelings and more specifically positive feelings were used by all interview respondents except 

one to describe everyday wellbeing. Feelings included motivation, feeling rested, balanced, 

energetic, productive, cheerful, happy, satisfaction, passion, peacefulness, and serenity.  

Tangible things were also mentioned by respondents and included small things, oatmeal, 

sewing machine and bicycle.  

Intangible things which were said by respondents included relationships with other people 

or loved ones. 

Circumstances which were mentioned included health, a lack of pressure and the ability to 

realize oneself.  

4.1.1 Everyday wellbeing goals  

The study gained insight to what the goals were for respondents in relation to their everyday 

wellbeing. Understanding what respondents’ aim for also gives insight to what they believe 

Everyday 
wellbeing

R1

Motivation, 
Health, Lack of 

pressure

R2

Feeling rested, 
Feeling balanced

R3

Energetic, 
Productive, 

Cheerful

R4

Balanced, 
Energetic, Happy

R5

Satisfaction, 
Health, Other 
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ones

R6 

Balance, Passion 
for doing, Ability 
to realize oneself

R7

Peacefulness, 
Serenity, Small 

things

R8

Oatmeal, Sewing 
machine, Bicycle
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everyday wellbeing to be. All but one interview respondent stated to aim for something in 

terms of their everyday wellbeing, indicating that wellbeing is something which respondents 

actively pursue and perceive as something which can be achieved. Respondents’ everyday 

wellbeing goals were of three types: 1. Achievement of positive feelings 2. Avoidance of 

negative feelings 3. Personal capabilities.  

Achievement of positive feelings 

Everyday wellbeing goals were typically related to a type of positive feeling that respondents 

wanted to achieve, with a common goal being to feel good. R6 emphasized how their goal was 

to wake up feeling good, start the workday feeling good and maintain that good feeling until 

the end of the workday. Further positive feeling that respondents aimed for were discussed by 

R8 who explained that part of their goal was to have peace of mind and calmness that they 

related to their health.  

R6: “To wake up and feel good. Feel good starting the workday and be able to maintain that during the 

workday by having proper breaks to keep energy levels good […].” 

R8: “That I consider myself functional and healthy, and that health is related to a kind of peace of mind 

and tranquility which I try to achieve.” 

Moreover, R3 described looking good as part of their goal. They explained that if they felt that 

they looked good this would cause them to feel much better.  

R3: “[…] that I look fairly good […] if it feels like you look good then you feel much better.”  

Avoidance of negative feelings 

Goals which were linked to positive feelings were also discussed through the avoidance of 

negative feelings. For example, R5 said that their goal was to have nothing causing them a bad 

feeling and R7 said that their goal was to not worry about things, as well as not having things 

annoy them or be in a bad mood. They also added that they did not want to experience a big 

threshold for small things.  

R5: “[…] somehow the kind of happy feeling, nothing causing a bad feeling.” 

R7: “That I feel good and don’t worry about things or of course there’s always things that you worry 

about in the back of your head, but that I can cope in general. Also, being in a good mood all the time 

and not that there’s always something annoying you or that your always in a bad mood [..].” 

The coming section discussing influences on consumers’ everyday wellbeing discusses many 

other positive and negative feelings which consumers tried to achieve and avoid but which 

were not answers given by consumers when directly asked about their everyday wellbeing 

goals. Especially consumers’ actions highlight the feelings that consumers want to avoid and 
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therefore try to take actions against to pursue positive feelings. These are not discussed in this 

section further to avoid overlap. 

Personal capabilities 

Respondents’ goals also included various answers which were related to their personal 

capabilities. R3 stated their goal to include having the energy to be able to get necessary things 

done and R2 and R8 mentioned staying functional as a goal, which R2 emphasized to be a 

long-term goal. Relevant to note here is that both R2 and R8 were somewhat older 

respondents, which could contribute to the goal to stay functional in everyday life. Staying 

healthy was also a common goal among respondents, with SR7 specifying this to relate to both 

their physical and mental health. As discussed earlier, for R8 their goals included staying 

functional and healthy, and they specifically distinguished health to encompass their mental 

wellbeing.  

R3: “I aim for having enough energy to get the necessary things done and that I look fairly good.” 

R8: “I aim for being able to stay functional and healthy, and that health is linked to a kind of peace and 

serenity which I try to aim for.” 

Another similar goal which came up was that of being able to cope which included the ability 

to cope at work, in personal life, in family life and ability to cope in daily life which was 

mentioned by many respondents.  

R2: “To be able to cope and to feel good […] I was thinking whether the goal was to get fit […] but it’s 

enough for me to stay functional for as long as possible.” 

R1 shared a long-term goal of theirs which was the ability to do things in their life which they 

felt to be relevant and motivating. Moreover, they also mentioned various goals that related to 

the development of personal capabilities, such as growing and learning to know oneself, and 

learning how a sense of wellbeing could be achieved. 

R1: “To grow and learn to know oneself better, and to learn how to achieve that sense of wellbeing.” 

       “To make sure of being able to do things in life which are meaningful and motivate.” 

Even though respondents’ goals can be indirectly linked to different types of wellbeing, it 

should be noted that in relation to goals specifically physical and mental wellbeing are directly 

referred to by R1 and SR7 as types of wellbeing that they try to achieve. Moreover, R1 referred 

to the goal of achieving a balance of both mental and physical wellbeing.  
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4.1.2 Types of wellbeing 

The connections to different types of wellbeing are useful for understanding what everyday 

wellbeing is to consumers as this offers a broader understanding to what it is that consumers 

perceive everyday wellbeing to consist of or be influenced by. Links to five types of wellbeing 

could be identified from the everyday wellbeing data. These included 1. Physical wellbeing 2. 

Mental wellbeing 3. Social wellbeing 4. Financial wellbeing 5. Spiritual wellbeing   

Physical wellbeing and mental wellbeing  

These were the most common types of wellbeing which were referred to by respondents either 

directly or indirectly. Interestingly physical and mental wellbeing were in many cases picked 

out as the two types of wellbeing which everyday wellbeing would consist of for respondents. 

For instance, as it was previously mentioned R1 discussed their wellbeing goals to consist of a 

balance of physical and mental wellbeing. R7 also split their understanding of wellbeing into 

physical and mental wellbeing and also referred to the importance of a balance of the two 

factors. They explained that physical wellbeing was related to one’s health, exercise and going 

outside. Mental wellbeing in turn was something which they explained to include a good mood, 

not feeling bothered by problems.  

Multiple respondents stated exercise to be an activity which influenced both their physical and 

mental wellbeing, further linking these two types of wellbeing. R6 explained how exercise was 

important to them to balance out the mental work and sitting that they did, a lack of exercise 

would in turn  impact their ability to recover from mental stress. R7 discussed how going 

outside daily related to these types of wellbeing. SR10 on the other hand described how regular 

exercise impacted their physical and mental wellbeing, which they especially noticed during 

the Covid-19 pandemic that restricted their ability to go and exercise.  

SR2: “Regular exercise. This impacts physical wellbeing as well as mental wellbeing. The difference 

could especially be noticed during Covid times, when exercise spots were closed for a longer time. 

R7: “Well I at a least split wellbeing into both physical and mental wellbeing and physical wellbeing. 

Physical wellbeing is that one is healthy and has enough energy to do these everyday things and that one 

feels well, can do things. […] physical wellbeing is related to going outside daily, but that is also related 

to mental wellbeing but mental wellbeing […] relates to mood and that you are in a good mood or a kind 

of neutral mood that there isn’t something constantly bothering you and that you can’t sleep for 

instance, or that if you are trying to do some basic everyday chores that you need to constantly think 

about some problems.”  

“Before I perhaps thought of wellbeing from the perspective of sports, yes you need to exercise enough in 

order to feel well or such but nowadays I feel that includes a lot, that one makes enough time for oneself 

and that one takes care of one’s own mental wellbeing.” 
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Physical wellbeing was often most related to exercise. Some respondents also related physical 

wellbeing to health or a lack of pain. Other factors which were often mentioned by respondents 

were the ability to cope in daily life, ability to function, ability to accomplish things in daily 

life, ability to recover, have enough energy are also factors can all be related to physical 

wellbeing, as well as other types of wellbeing such as mental wellbeing despite them not being 

directly mentioned.  

Mental wellbeing could be identified through the various positive and negative feelings which 

respondents mentioned. The experience of positive and negative feelings were ways in which 

respondents could evaluate the state of their everyday wellbeing. These feelings will be further 

elaborated on throughout the coming sections of the paper. Furthermore, as discussed earlier 

achieving positive feelings and avoiding negative feelings were often goals which respondents 

would aim for in relation to their everyday wellbeing. Mental wellbeing could also be found to 

be linked to one’s way of thinking or processing things. R7 for instance explained that when 

mental wellbeing was in balance, this would allow one to process negative things without them 

impacting so much.  

R7: “Balance in mental wellbeing would be that one could in a way process the negative things but then 

it wouldn’t affect one too much.” 

Social wellbeing  

This was another type of wellbeing which was identified from the data. Often most 

respondents talked about social wellbeing by referring to their social life, relationships to 

others and the positive influence which social encounters had on their wellbeing. For instance, 

R5 explained how they found an active social life to be very important to them. They also 

explained the importance of being a part of a senior citizens association which allowed them 

and other senior citizens to meet other people rather than being alone at home. They also 

explained the importance of maintaining their friendships, as the ability to call and talk to 

others, as well as do things together was important for their wellbeing if they experienced 

negative feelings such as boredom or loneliness.  

R5: “It’s nice to know people and maintain these friendships. It’s so nice when you’re bored and lonely 

then you can call someone and after an hour you’ve discussed all the things in the world which makes 

you feel completely different, […] then you can go out together, go to the movies and wherever, meet 

people.”.  

The importance of friendships was also emphasized by R8 who shared that having a close 

group of friends was very important to them and caused them happiness and positively 

influenced their wellbeing. Family was another factor that R8 especially emphasized in their 

interview. Their family and doing things together was a source of happiness to them. Partners 
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were another type of relationship which came up. R6 for example stated the importance of 

their relationship to their partner to be in good shape and that if they could they would like 

more time for their relationship. R4 also stated that their relationship helped them maintain 

their own wellbeing.  

R4: “[…] a good relationship helps to have energy and maintain one’s own wellbeing.” 

R6: “[…] your health needs to be in order, your relationship needs to be in order and these financial 

factors need to be in order […] this all reflects on everyday wellbeing […]. 

In addition to social encounters with people, social interactions with pets were also mentioned 

by a few respondents. SR4 for instance mentioned how spending time with their dog was a 

source of happiness for them and R5 also mentioned that spending time with their cat made 

them feel good. 

SR4: “Spending time with my dog gives me great joy.” 

Financial wellbeing  

Only one respondent mentioned financial wellbeing in relation to their current everyday 

wellbeing. R6 explained that having their financial matters in order was important for their 

wellbeing as this would cause stress if one needed to think about how bills would be paid.  

R6: “[…] also these financial matters should be in order so that one doesn’t need to spend time on 

figuring out how to deal with it and need to fight with that stress, of course that affects everyday 

wellbeing as one needs to use time and energy to figure these things out […].” 

Financial wellbeing was however also discussed in relation to its role to people’s everyday 

wellbeing in the past. R5 for instance shared that they believed that in the past people’s lives 

were more focused on earning a living as money was tight for many people, whereas today 

people were able to get financial support without the fear of not being able to afford food or 

healthcare. However, R6 also shared that in their youth most people did not have money, yet 

they had not felt that they were missing something as others did not have money either. They 

explained that they believed that when finances were a problem people were satisfied easier, 

whereas today when people are no longer earning money for survival satisfaction was harder 

to achieve. Hence, financial wellbeing was found to be a concept which has played a more 

urgent role to the everyday wellbeing of people. However, its influence on the everyday 

wellbeing of people is perceived to have changed. 

R5: “Before people’s lives revolved perhaps more on earning a living because a lot of people did not have 

money. Nowadays you could say that in that sense it is easier since there is this social security network. 

One doesn't die from hunger like before and if you get sick you get treatment.” 
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R6: “Everyday wellbeing as a concept has surely changed a lot. When I was a child, all people were poor 

and no one had anything and despite that I didn't realize that anything was missing because no one else 

had anything either. […] today people want more and more just like myself with clothes but the kind of 

satisfaction that was before that's daily life is going well that is much harder to achieve […] when it was 

about the basic things in life such as a home and that it was warm and that one had food so that one 

wasn’t hungry, satisfaction came for much less.” 

Spiritual wellbeing  

This type of wellbeing was not often mentioned by respondents. However, R2 explained that 

in addition to feeling a connection to other people the ability to be in connection to something 

bigger such as the universe was a part of wellbeing. R2 also mentioned praying as something 

they did at times. Meditation was also a concept that was mentioned by R2 and R7, which R2 

linked to spiritual wellbeing but R7 to their mental wellbeing.  

R2: “[…] thinking meditation and praying these are not things that I do at the moment at a specific time 

of day, but I think that as a state of mind it is an important part of wellbeing […] to cope in daily life you 

feel that what I do is connected to something bigger not just people but also connected to something like 

the universe.” 

R7: “I take care of my mental wellbeing by meditating […].” 

4.2 What are potential transformative resources which contribute to the 

everyday wellbeing of consumers? 

4.2.1 Influences on everyday wellbeing  

The various influences on respondents’ everyday wellbeing are able to answer the particular 

research question as it gives insight to what positively and negatively influences their everyday 

wellbeing and hence what could be possibly transformative to their everyday wellbeing. The 

influences which were identified from the data were categorized as 1. Actions taken 2. Products 

3. Services 4. Happenings 4. Circumstances 5. Relationships 6. Environment 

Actions taken 

All respondents were able to state some actions that they knew they purposely did for their 

everyday wellbeing, which is a good indicator that most people do acknowledge their everyday 

wellbeing and take actions towards managing it. In some cases, respondents were also aware 

that they could take more actions to influence their own everyday wellbeing and wanted to do 

more. 

Actions related to fitness were among the most common actions that respondents discussed 

as either a way to maintain their everyday wellbeing or simply as something which positively 

influenced their everyday wellbeing. Respondents mentioned exercise in different ways 
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including going to the gym, going for walks, bike riding, swimming, doing yoga, or taking 

dance classes. The positive influences mentioned included increased energy, feeling good and 

a calmer feeling. A lack of exercise was also stressed by respondents as something that could 

negatively impact their everyday wellbeing. R6 explained that a lack of exercise would cause 

their stress levels to rise and the inability to restore their energy from their workdays. This 

also implies that exercising would positively impact their everyday wellbeing by lowering their 

stress levels. Moreover, it was also highlighted how exercise was able to positively influence 

both physical and mental wellbeing.  

R3: “The same walk outside yesterday and bicycling by the sea, it calmed me.” 

R4: “I had a tough but good workout which made me feel good. I felt like I had given it my all but also 

felt energized.” 

R6: “It’s important to me to do lots of exercise to balance out the mental work and sitting that I do, 

because If I don’t my stress levels rise very high, it’s actually necessary. I don’t belong to those people 

who can go without doing exercise because it would only cause my stress levels to rise so high that I 

wouldn’t recover from work and it’s a very effective way for me to recover from mental stress […].” 

Sleeping was another very common action which respondents stated to influence their 

everyday wellbeing. Getting a good night’s sleep, getting enough sleep, or maintaining a 

regular sleeping rhythm was found to be very important for a high number of respondents, as 

this would positively influence their everyday wellbeing with respondents stating positive 

effects such as that after a good sleep they would feel good, satisfied, balanced, feel that their 

brain was working better or that things were in order. The importance of sleep to respondents’ 

everyday wellbeing was further highlighted by the common mention of how a lack of sleep or 

a bad quality sleep was able to negatively influence everyday wellbeing. Negative effects which 

were described included tiredness, low energy and feeling like things weren’t well.  

R1: “Sleep is maybe even the most important thing, when you sleep well then things are well, when you 

don’t sleep well things aren’t going well or it’s no fun”.  

R2: “I woke up this morning and I had slept 8 hours straight with no interruptions, a good quality sleep 

when you can achieve that then that already makes you feel good. When you wake up you feel trusting 

and so satisfied as when you sleep well this shows that things are good and balanced, almost makes you 

feel like a winner.”   

R3: “I felt tired, and it was so difficult driving a car down a straight road, […] getting little sleep is awful 

especially when you get home from work.” 

Doing something which restores one’s energy was also a common theme among respondents. 

Restorative actions included something as simple as being alone in peace, for instance R8 

talked about when they had small children, they would especially need to take time for 

themselves to unwind in the evening. R7 explained that having their own time to recharge was 
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important during which they would for instance clean their home. However, in multiple cases 

a connection was made between taking restorative actions in the form of doing something fun 

or something which the respondents enjoyed. R1 related having fun to relaxing and explained 

that for them it meant a wide range of things as long as it was something which one found fun, 

such as if one enjoyed art then it could be music or movies and enjoying those, or if one enjoyed 

culinary then perhaps good food. R2 also talked about when they wanted to do something fun 

and restorative, for them this could be baking that allowed them to recover from work and 

school. R6 emphasized the need for them to relax and do something restorative to balance out 

their work and stress.  

R1: “It could be all kinds of things which are fun, it might be a bit of a broad concept […] if you like some 

sort of art it could then be music or movies or whatever and enjoying those, why not good food if 

culinarism is your own things or all kinds of other games […] I think that these are things which one 

doesn’t necessarily need to find meaningful but are things which one finds to be done in that moment 

and does just for themselves. They are things which I put into the category of fun and relaxing.” 

R2: “The amount of exercise, going outside, restorative things such as social encounters and doing fun 

things, these influence a lot. For example, as something restorative I like to do some crafts or baking 

where you can be creative on a level you want to be and can channel away that thing which is not so 

restoring such as work or school.”   

A multitude of other actions were mentioned which can be described as things which 

respondents enjoyed doing in their daily lives which they found to be beneficial for their 

everyday wellbeing. These included, reading, cooking, watching tv or shows, cleaning, taking 

care of plants, listening to music and shopping.  

For example, reading was commonly found to be something which consumers did out of 

enjoyment and found to impact their everyday wellbeing positively. As it was mentioned 

earlier, reading was described as a source of escapism by R3. R3 highlighted that they 

especially enjoyed reading literature which related to their field of studies or things which 

added to their knowledge. R2 on the other hand highlighted that they wished they had more 

time to read more literature not related to their field of work.  

R1: “[...] I would read more books, that would be amazing for my wellbeing. I like to read scientific 

literature […] especially related to my own field of psychology and children’s development […] they add 

knowledge which I love as I am the kind of person who thirsts for knowledge. Reading also takes you 

away from the world for a moment.” 

Watching tv or shows was another common action that respondents said that they did and 

found to positively impact their everyday wellbeing. Watching a show was described 

something they did for enjoyment in addition to which it was as a moment to relax, let go and 
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recharge which indicates this to be a way for respondents to take care of their mental wellbeing 

in their daily lives.  

R2: “[…] Netflix series when you’re tired, they really help you let go […]. It helps you let go and stops the 

machine […].” 

Eating was also an often discussed action among respondents. Some talked about how they 

found it important to eat good food or to eat their favourite foods as this would maintain their 

everyday wellbeing. Eating a healthy diet and was also often mentioned. However, R3 for 

instance also said that in addition to eating healthy it was important for them to also eat treats 

from time to time. Moreover, eating was described by R2 as not only a way to keep the body 

functioning but that it was an enjoyment through the good flavours of the food. 

R2: “Nutrition for the body to stay in good shape and I thought that eating is also an enjoyment as there 

are good flavours.” 

The importance of eating for everyday wellbeing was also described through its negative 

impacts. R6 for example discussed how they had learned to take better care of remembering 

to eat breakfast as they had learned that if they didn’t eat breakfast they wouldn’t feel well. R7 

also highlighted that sometimes after a busy weekend if they had not eaten well this would 

cause a gross feeling. 

R6: “Nowadays I try and remember myself and eat breakfast before I go anywhere, for long I didn’t eat 

breakfast and then I felt really unwell […].” 

R7: “[…] eating well, if I notice that if I’ve been somewhere on the weekend and haven’t been able to eat 

properly then it impacts the way I feel and I get a gross feeling.” 

The action of going outside was also mentioned by multiple respondents as something they 

did for their everyday wellbeing. Respondents talked of positive influences such as calmness, 

positive feelings and contentment which they gained from going outside to breathe fresh air, 

being in nature, exercising outside, seeing flowers, a sunset, or a rainbow outside. Multiple 

respondents talked about how it was important to go outside every day.  

R2: “I went outside for a walk right after waking up to breathe the outside air and listen to the birds 

sing”.  

R7: “If I’ve for example gone outside for an evening walk and for instance seen a pretty sunset then in 

that moment you get a small feeling of that I feel good and I don’t want any changes in life or that you 

just try and be present in that moment.” 

A lack of going outside was also discussed to impact everyday wellbeing negatively. R1 talked 

about how they felt that they should have gone outside more when the sun was up during 

winter as this would have impacted their wellbeing positively. R8 felt that sometimes when 
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they had not gone outside every day they regretted it and thought it was important for their 

everyday wellbeing to do so.  

R1: “Especially during wintertime I would have needed more of going outside when the sun was up it 

would have surely done good in many ways […].”   

R8: “Everyday one should go outside, but I don’t necessarily go. There was a day now in May that I 

didn’t go outside at all. Nothing is as pretty as May; one should go outside every day to admire”. 

Traveling was also an action that a few respondents mentioned. Despite traveling not being a 

daily activity or something which one might connect to everyday wellbeing, respondents 

argued for its importance to their everyday wellbeing. R3 for instance explained that in 

addition to the trip being enjoyable, they enjoyed thinking about it before hand and planning 

what they could do and after hand they liked to reminisce on the trip. R6 in turn said that if 

they had more time to travel they believed this would positively influence their everyday 

wellbeing. Traveling however was found to have negative influences also with work trips being 

described by R6 as something which were tiring and required time afterwards to recover from. 

R3: “I’d like to travel a bit. Its nice to think about before hand, afterwards and during the trip it can be 

fun as well. You can plan all that one would do and reminisce afterwards.”  

Certain activities were identified that were specifically linked to respondents’ mental wellbeing 

and spiritual wellbeing. These included journaling, meditating, and praying. Journaling was 

an activity which R7 liked to do which they explained to help when they were stressed or had 

something on their mind as this would allow for their thoughts to flow and cause them to feel 

better. They described it as their way to process things during which they could also realize 

new things, as well as a method for introspection. R7 also practiced meditation as a way of 

taking care of their mental wellbeing. They would at times do it daily, however it was 

something which they admitted that they wanted to be more consistent with. Meditation was 

also mentioned by R2 in addition to which they added praying. They in turn related these to 

something which allowed one to be in connection to something bigger which was connected 

to the ability to cope in daily life. Thus, it was noted that R7 related mediation to mental 

wellbeing R2 instead was found to relate it to spiritual wellbeing. R8 also shared that to 

maintain their everyday wellbeing they didn’t specifically pray but they would end their day 

with a moment of gratitude by thinking about the good that had occurred that day and being 

thankful for that day. They stated that they were especially grateful for the regular things in 

life and that the absence of catastrophes wasn’t something that should be taken for granted. 

R7: “If there are things on my mind that bother or stress me out or just something which I’ve been 

thinking about then I journal. Then I let my thoughts flow and right away I feel better. It’s my way of 

processing things, and during that I might realize new things. It’s also about introspection. I might do it 
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once a week but if there’s a period of time when something is bothering me then I might write more 

often than once a week.”   

R8: “[…] when I go to sleep, it’s not an evening prayer but a kind of thank you for this day. I think about 

a few nice things or what was nice today. […] thank you for this day and that everything is in order and 

alive and it can be that blouse which I think was nice or it can be that the birch trees got leaves or it 

could be a moment of succeeding […] you could say that a regular day is a luxury when nothing 

catastrophic has happened.” 

Products 

Different types of products were found to enhance consumers’ everyday wellbeing. A 

frequently mentioned product was food, which was related to one’s physical wellbeing with 

reference to food as a source of nutrition and energy. However, food was also found to be a 

source of enjoyment stemming from the good flavours of the food and for its ability to offer 

consumers’ the opportunity to indulge in something from time to time. Another similar 

example was coffee which was also described as a source of energy but also having the ability 

to lift one’s spirit.  

Another product that was discussed was the acupuncture mat. R2 explained that they would 

use an acupuncture mat at times if they could not sleep and needed to be in peace and relax 

and that it would aid them in achieving sleep and to help with the feeling of restlessness. 

R2: “I take that acupuncture mat and then relax myself with it and then when I go to sleep often, I am 

able to fall asleep but I don’t do this so often as this takes almost an hour of that night and sleep is then 

shorter […]. It really works, you notice that restlessness is a bodily experience.” 

Several products which can be viewed to be related to hobbies were discovered such as plants 

and books. Plants were an interesting example as it was described that when plants that the 

respondent took care of weren’t doing well then it could cause stress and make them feel quite 

bad which even they found surprising. Thus, plants can be related to impact the mental 

wellbeing of consumers. Books in turn could offer consumers new knowledge, and the 

possibility to learn more about the things they are interested in. Moreover, books were also 

discovered as a way for consumers to ‘get away from the world’ and is a sense of escapism that 

can be also related to consumers’ mental wellbeing. R8 mentioned the sewing machine and 

bicycle as items that were important for their wellbeing. The sewing machine was a symbol for 

their beloved hobby that was a source of happiness for them. The bicycle was their favourite 

way to move around, but which also was their source of exercise. They explained that they 

would not only get exercise but be able to enjoy fresh air and the weather, as well as look at 

the views and nature. They also said that during bike riding their thoughts would go into place 

and things could become clearer, hence influencing not only their physical but also their 

mental wellbeing.  
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R8: “The bicycle is my choice of means to move around or go from one place to another but it is also my 

exercise. I get that exercise for free at the same time and the outside air and weather and when you bike 

you look at views and nature and during this thoughts fall into place and it doesn’t matter walking is also 

good but that is much more fun. Things become clearer.”  

Furthermore, clothing was a particularly interesting source of positive influence for some 

respondents. The ability to dress up and look good was described to influence feelings in a 

positive manner. R3 explained that aesthetics were very important to them which included 

clothing and their appearance in general.    

R3: “Aesthetics are really important and everything external is a really big part of my own wellbeing. If 

you feel like you look good, then you feel much better and for example dressing up is a very important 

part of my own wellbeing and same goes for my whole appearance […].”  

R5 also mentioned clothing and how these are able to provide good feelings and satisfaction 

through both the action of purchasing clothes, as well as by the owning of clothes and having 

options to choose from. 

R5: “It makes me feel good and yes I do believe that for many women this purchasing of clothes, even if 

they would never be worn produces a kind of great satisfaction. You can also be happy and satisfied then 

when you for example go to the theater and then have five dresses to choose from.” 

Services 

A multitude of services were identified as tools which respondents would use to improve their 

everyday wellbeing, or which had the potential to positively impact their everyday wellbeing. 

A common type of service which respondents used were various types of fitness services such 

as the gym, public swimming pool, personal trainer, dance classes and yoga classes. An 

interesting topic was covered that being that some of the services which respondents would 

typically use were not able to be used due to the pandemic. An example was yoga classes, which 

a consumer would typically part take in, but they had switched to watching yoga tutorials on 

YouTube. This reflects the importance of this service to the respondent, as they sought out a 

new way to obtain this service in a situation where it was not available to them. Fitness services 

were described by respondents not only improve their physical wellbeing but also positively 

influence mental wellbeing. 

Art exhibitions, theater, and museums are all types of culture offerings and were services that 

were also mentioned by some respondents. R8 shared time that they had spent the day with a 

friend at the Kiasma art museum, where they could look, wonder, interpret and analyze what 

they saw. They had also watched a fashion show by Marimekko. They explained that these 

types of culture offerings offer experiences that influence wellbeing positively. Here it is worth 

highlighting how these services allowed the respondent to share the experience with another 
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person and was a way for them to spend time together. Moreover, R2 also mentioned similar 

services and that they would like to make more time for culture offerings which they believed 

would influence their everyday wellbeing positively. 

R8: “I had a date with my friend who was visiting and we met up at Kiasma, which I think is truly 

wellbeing. We went to the museum, were there, looked and wondered and interpreted and analyzed […] 

we went to the park where there was the Marimekko spring show and we were there and even though it’s 

not a wellbeing service like a beauty salon or such but it is perhaps that culture offering which creates 

wellbeing experiences.” 

Different cosmetic and health services such as hairdressers, waxing and nail salons, as well as 

massage services were quite frequently found from the data as well. These were typically 

mentioned as wellbeing services that respondents liked to use and were not elaborated on 

much more. R3 however explained that they would like to more frequently go to the 

hairdressers, get different beauty services and especially get massages more if they could, 

however going for a massage was not often possible due to being a student and having to 

prioritize how to spend money. They emphasized that massages were a service that they felt 

they actually needed more and would positively influence their wellbeing. As R3 had 

previously mentioned the importance of their looks and how looking good made them feel 

better, beauty services could be interpreted to serve as supporting the achievement of these 

positive feelings also.  

R3: “It would be nice to go to the hairdressers and different beauty services more often because they 

would help everything. For example, massage as a student when you don’t have much extra massage 

would be something I would go get more or what I really need to get […] it would be amazing for my 

wellbeing.” 

Various types of apps were also mentioned by respondents though not so frequently. R7 

mentioned having used a mindfulness app for meditation to improve their mental wellbeing, 

but which they only used when it was free of cost after which they switched to similar content 

on YouTube or Netflix. R8 on the other hand talked about how WhatsApp enabled them to 

stay connected to their friends who lived far away. By having a group chat on WhatsApp, they 

were easily able to communicate and discuss things in daily life whether it be good or bad. 

R8: “[…] we have a group chat on WhatsApp […] we talk about what we have done, what we are cooking, 

here is that recipe […] or troubles or ask for advice or whatever that’s here and my friends are close even 

though we don’t see often.  

Streaming services such as Netflix or other service providers for watching similar content were 

also a service which was identified from the data as it was discussed earlier through consumers 

actions of watching shows. Such services were found to not only offer enjoyment but also 

offered support for consumers to wind down and relax as stated by R2 and R3. 



 53 

An interesting thought was shared by R8 who shared the negative influences they perceived to 

stem from social media. They believed that the constant information to which consumers were 

exposed to nowadays caused comparisons to be made between what one has and others have, 

which in turn created pressure and challenges for understanding what one truly wants for 

themselves and what one truly enjoys. 

R8: “[…] social media probably creates pressure for many that I should be that pretty and I should have 

that kind of house and I need to go on that trip otherwise I am nothing […] it creates the kind of thing 

where one should be as good or a little better preferably or prettier than others and one might not think 

of these kind of needs or wants if one wasn't always exposed to them. It wasn't always so bad, before you 

would just read a women's magazine or watch TV or you'd see the same people at school or work but 

now you see the whole world at the same time and it's such a big flood of images and it will probably blur 

what you really want […]. 

Public services which were provided by the city were brought up by two respondents. R5 

highlighted the importance of public services for senior citizens such as free fitness services. 

In general, they praised their current city for the wide offering of not only free fitness services 

but other free services as well. R8 similarly discussed how they were pleased with their city 

offering a maintained place to swim outside in winter, as well as that the city maintains and 

cleans bicycle paths allowing them to bike. They also briefly mentioned the public library as a 

service that supports their hobbies, which they acknowledged in turn to support their 

wellbeing. 

R5: “The city has provided amazing opportunities for seniors to go to water aerobics, the swimming 

pool, the gym […] the city offers opportunities for so many things not only fitness related but also other 

things.” 

R8: “I go to the city winter swimming place all year round, that is my wellbeing service which the city 

offers me, I pay a member fee and I have a key to the warm changing rooms and the pier is there and the 

hole in the ice, the motor is running and keeping the water accessible, that is truly a wellbeing service, or 

that the rocks are cleaned from bicycle paths so I can cycle and it is not limiting me from that, I think 

that’s a wellbeing service.”  

Happenings  

Various happenings in respondents’ daily lives were found to be another influence on the 

everyday wellbeing of respondents. For instance, experiences where one could develop and 

learn new things were mentioned as important to multiple respondents. This was discussed as 

a generally important experience but was also related to specific contexts such as working. R1 

shared that new experiences and learning new things were a source of motivation and a source 

of good feelings in their daily life, hence relating to the mental wellbeing of the respondent.  
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R1: “For me it’s important to stay motivated and to be interested in general in doing things and to be 

well every day, so it’s nice if every day you get something new or that you learn something new, hear 

about something new. It’s something which is personally important to feel good.” 

R2: “Related to work are also feelings of succeeding and the feeling that one is doing the right things and 

can grow and develop. Perhaps a wellbeing measure would be the feeling of being able to always develop 

and realize new things.”  

Despite new experiences being found to be important influences on respondents’ everyday 

wellbeing the possibility of having moments of peace in daily life were also mentioned as 

important. Having moments of peace offered respondents the ability to clear their minds from 

their busy days and to recharge. As earlier mentioned, R2 would experience stress from having 

too much to do due to work, which also caused a lack of time to be in peace which negatively 

influenced their everyday wellbeing by interfering with sleep due to stress.  

R2: “Sometimes I notice that my mind needs that I sit on the sofa if I have had a day too full of things 

and I haven’t had time to just be in peace and listen to my mind. I sit on the sofa and just sit in peace 

[…].” 

Positive encounters with people were also something which were mentioned. R2 explained 

that when an encounter had been surprisingly pleasant this gave them a positive feeling and a 

boost. They also elaborated that a negative influence could also come from an encounter when 

they would feel that there was no connection to others.  

R2: “Encounters with people can be surprising because often you can prepare and expect that this will 

do me good, but then it’s boring, and then there are surprising encounters where you are like yes more of 

this and you get a boost for a long time and feel good […]. If an encounter has been boring, then I mostly 

mean that maybe a bit of a sad feeling that no connection could be found.” 

Circumstances - connections to society  

Circumstances were found to be another influence on the everyday wellbeing of respondents. 

Both positive and negative effects on everyday wellbeing were observed from circumstances. 

The following section will also incorporate the wellbeing domain of society identified by 

Knight and McNaught (2011) to elaborate on the findings. 

In the beginning of the empirical findings chapter two circumstances were already briefly 

mentioned. These were a lack of pressure and the ability for one to realize oneself. R1 

elaborated that a lack of pressure to them referred to a feeling of freedom and that one does 

not feel an external pressure to do things in life, but rather that one does them out of one’s 

own interest. The presence of pressure and its negative effect was also referred to by other 

respondents. For instance, R2 and R6 both referred to the negative influence on their everyday 

wellbeing of the pressure they had from work which resulted in stress in their daily lives. R2 
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referred to the hectic schedule of their work causing them to perform under pressure, causing 

stress and negatively influencing sleep, whereas R6 referred to the internal issues of the 

workplace and the lack of resources to complete the required tasks which caused pressure to 

employees.  

R1: “A lack of pressure is perhaps a feeling of freedom or that the things that one does, wants to do, 

needs to do and will do are linked to motivation directly so that there is no external pressure to do 

whatever one does in life, but it comes from one’s own motivation.” 

R2: “If I feel that I have a tight schedule everyday day and there is no peace and possibility to focus on 

what one is doing, there’s urgent messages, the need to react to that and your head is required to go in 

every direction with huge time pressure, that affect you at night also.” 

Respondents’ work also had an influence through its meaningfulness to the respondents. R2 

elaborated that having a meaningful job with which they filled their days was very important 

as their work was burdensome, hence they required a need to feel that what they did was 

meaningful and something that they enjoyed. In addition to a job being meaningful, it was 

important for one’s work to be motivating. R1 stated that they would feel stress relating to their 

work when their work was not motivating as this would cause a decline in their work 

performance and the inability to perform at a level that they expected from themselves. 

R1: “Stress in daily life is often linked to for example that I feel that I am being asked to do something at 

work which doesn’t motivate me and I feel like I can’t perform at the level which I expect from myself.” 

R2: “Of course a meaningful job, that is really important. I feel that what I fill my days with might be 

burdensome, but they still relate to something meaningful, and I enjoy it […].” 

The ability to realize oneself was another circumstance mentioned by R6, one which they 

however did not elaborate on. This however could be interpreted as the ability to do what one 

enjoys and perhaps to have the resources to do what one wants to do.  

The state of one’s health was another circumstance which was mentioned by some 

respondents. R5 for talked about how as long as the state of their health was in order then they 

were able to access and enjoy a wide range of activities and opportunities which are offered by 

the city to senior citizens. R1 explained that everyday wellbeing consisted of being healthy both 

in terms of one’s mental and physical health. R3 also explained that they found it important 

to be healthy both mentally and physically as they had experienced many types of health issues 

in the past which had influenced wellbeing. 

R1: “Everyday wellbeing at least consists of that mental wellbeing, which relates to coping in daily life, 

mood and such which also entails that one’s physical health is also in order […].” 
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R3: “Being healthy both physically and mentally, which relates to having had all sorts such as sore neck 

pain, stomach issues. That one is as healthy as possible physically that affects my own wellbeing a lot 

these different pains, which I try to now take care of and avoid.” 

The state of the respondents’ society was also found to influence their everyday wellbeing. 

Thus, the link to the domain of society identified by Knight and McNaught (2011) was made. 

Current events were mentioned by a few respondents. R2 and SR6 for instance mentioned the 

Ukrainian war having had a negative impact on their everyday wellbeing with R2 stating that 

it had caused them distress. R5 discussed how they were angry that the unfortunate events in 

the world were causing the prices of electricity to rise. Moreover, R8 also discussed how they 

found it important to be able to filter and limit the amount of negative news which they 

exposed themselves to as this would negatively affect their wellbeing.  

R2: “I was thinking that the Ukrainian war probably is heavy and is always on your mind […] it takes 

energy”. 

R8: “[…] I used to read from the newspaper all these disasters that had happened, everything, someone 

got run over, car crashes, earthquakes, fires, family deaths and such, and these definitely did not support 

my wellbeing, so I had to ban myself from reading these because I didn’t need this information for 

anything and needed to leave out the kinds of things which would eat away at yourself.”  

R5 also discussed the importance of Finland as a country to them as it offered them basic 

security and safety. This could also be viewed as a circumstance as the security stems from the 

circumstances which are present in the country.  

R5: “Finland is a kind of basic security; I don’t want to live anywhere else other than Finland. It means 

security and continuity to me.” 

In addition to the circumstances of the country itself, the circumstances of a city were also 

mentioned by R5 as an influence on their everyday wellbeing.  They discussed the importance 

of the specific city that they lived in and the services which it provided. As a senior citizen they 

praised the city that they lived in for offering great free services for senior citizens. 

Relationships - connections to family and community  

Different relationships were identified from the data as having had an influence on the 

everyday wellbeing of respondents. This section includes connections to two broader wellbeing 

domains identified by Knight and McNaught (2011) 1. Family 2. Community.  

Family was found to affect respondents’ everyday wellbeing. For the purposes of this study, 

family will include partners also. Family was mentioned to be a source of happiness by being 

able to spend time and do activities with them. Spending time with family was also mentioned 

as a way to maintain one’s everyday wellbeing. However, SR9 mentioned family in another 

manner and explained that their own wellbeing was important to have the energy to cope in a 
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family with children. This also reflects the fact that children spend one’s energy, hence also 

being a possible source of negative influence to one’s everyday wellbeing. This is further 

supported by a statement made by R8 who discussed that when their children had been 

younger, they had needed to ensure some time to be alone in peace to maintain their everyday 

wellbeing.  

R8: “[…] before when the kids were small, with three kids running around all the time then I felt like I 

couldn’t escape this circus and I couldn’t go straight to sleep I needed  something in between, so I had to 

wait till the house got quiet and then I would sit in the kitchen drinking tea for half an hour or hour even 

though I should have been sleeping. I took away from that sleep time, but I needed that quiet in 

between, it was necessary for my wellbeing in daily life.” 

Partners were mentioned by respondents typically so that they believed a good relationship to 

be important for their everyday wellbeing. R4 stated that for them a good relationship with 

their partner helped them cope and maintain their own everyday wellbeing. The negative 

influence of a poor relationship was also covered. R6 believed that the health of the 

relationship with their partner was something which would reflect on their everyday 

wellbeing. They explained that if it was not in order then this would require time and energy 

to be resolved. It was unclear whether the following relationship referred to a partner or friend, 

however SR2 also explained their everyday wellbeing to have been negatively influenced by 

having needed to deal with a difficult situation with a person that had been a part of their life 

before.  

R6: “Broader wellbeing is important such as one’s health should be in order, and one’s relationship 

should be in order and also financial factors […] of course all these reflect on everyday wellbeing and one 

needs to use time and energy to solve and think about these things […].” 

Links to community were also made in the form of relationships with friends, work colleagues 

and other acquaintances. Many respondents mentioned the importance of their close ones or 

friends to their everyday wellbeing. As with family, friends were a source of happiness and 

spending time together and generally being able to communicate with friends was able to 

positively impact everyday wellbeing.  

It should be highlighted that the positive influence of relationships was not limited to meeting 

others in person. However, a positive effect on respondents’ wellbeing was identified through 

social encounters via telephone and messaging. R5 shared how calling a friend was able to 

counteract boredom and loneliness, and result in a better feeling. They emphasized its 

importance especially since they were retired and had more time and know their friends also 

had time for long talks on the phone. Moreover, R8 shared that the ability to communicate 

with friends through a group chat had a positive effect on their everyday wellbeing, by having 

discussions and having the support of each other despite not being together in person. 
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R5: “It’s nice being with people, knowing people and keeping up these friendships. These are especially 

nice when one is bored or lonely and you can call someone and after an hour all the things in the world 

have been discussed and you feel completely different. It’s especially important nowadays that I have so 

much time and I know that the other person has time also.” 

The influence of the relationship between work colleagues was also mentioned by two 

respondents. R6 stated that going to the office had a positive affect as it allowed for the 

opportunity to meet colleagues in person. They further elaborated that this was a downside of 

working remotely from home. R8 however explained that work colleagues could also 

negatively affect their everyday wellbeing if tensions would arise and especially if these 

tensions were not resolved.  

R6: “[…] when you are in the office you meet colleagues which is fun so its a negative effect as you meet 

colleagues less in person. […] the social aspect it somewhat lacking but the negative sides to working in 

the office are bigger so you kind of accept it.” 

R8: “These conflicts at the workplace really take a lot of my energy as there are unresolved things which 

I have asked about and they were never sorted out.” 

Moreover, R5 mentioned the importance of being a part of a senior citizens association which 

allowed them to spend time and meet other people rather than being alone at home. They 

discussed how the association was active in inviting new members to join as an issue with 

elderly people was that they didn’t know that such opportunities existed or if they did they 

didn’t have the courage to join. They believed that being a part of such an association was good 

for one’s wellbeing, especially opposed to being alone.  

Though not a traditional relationship per se, the positive influence of pets on respondents’ 

everyday wellbeing should be noted, as when they were mentioned the associations were very 

positive. Pets were not often mentioned, however the lack of mention of pets could be due to 

the lack of the respondents having pets of their own. R5 discussed how their cat was a positive 

influence on their everyday wellbeing. They shared that their cat was very important to them 

and caused positive feelings. SR4 also shared that being with their dog was a source of 

happiness to them. Moreover, when asked what had a strong impact on their everyday 

wellbeing SR13 also shared that they believed if they had a pet this would have a strong positive 

impact on their wellbeing.  

R5: “My cat causes a lot of good feelings. Petting a cat is one of the best things and nothing is better than 

falling asleep to a cat purring.” 

Environment 

The respondents’ external environment was another influence which was brought up in two 

ways 1. The home environment of the respondent 2. Nature and outdoors.  
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The respondents’ home environment as an influencing factor was directly referred to by one 

respondent. R3 talked about how to them everyday wellbeing included having an aesthetic 

home and living in a home which one enjoys. The home environment was indirectly referred 

to by another respondent who talked about cleaning their home as something which they did 

for their everyday wellbeing. A link to aesthetics can be made in this case also in the sense that 

cleaning typically influences the look of one’s home positively. R7 shared that cleaning their 

home was something which would sometimes be in the back of their mind, and they felt they 

needed to do. They described that when they did finally do it this would give them a sense of 

relief.  

Nature and being outdoors were factors which many respondents discussed as being 

influential on their everyday wellbeing. Some respondents simply referred to generally being 

outside or exercising outside. However, others were more specific and referred to factors such 

as fresh air, the sound of birds, the sunset, flowers, the sea, the sun and cherry blossom trees. 

R7 shared an instance when they had seen dandelions which had caused feelings of joy. They 

also described having felt well and a sense of calm after having been on an evening walk and 

seeing a sunset. R7 also stated similar effects from taking a walk by the sea. Additionally, R8 

believed looking at nature and getting to experience the fresh air and weather whilst cycling to 

positively influence their wellbeing by for instance offering a sense of clarity and helping to 

sort their thoughts. Moreover, R2 described fresh air and birdsong to be a positive influence 

on their everyday wellbeing. The aforementioned effects were also mentioned by R4 who 

described listening to sounds of the nature on their terrace to have positive effects by creating 

a deep sense of calm, allowing them a moment of simply being without any thoughts.  

R4: “[…] things which I find enjoyable such as sounds of the nature on the terrace […] they influence my 

wellbeing so that they calm be to the point that I don’t need to think about anything and I can just be 

and am not on overdrive or anything.” 

R7: “If I’ve been outside for an evening walk and for example see a pretty sunset then I get a small 

feeling that now I feel good […].” 
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5 DISCUSSION 

The following chapter integrates the empirical findings of this study to the findings from 

existing research which were discussed in the literary review. Moreover, the theoretical and 

managerial implications of the study are covered, as well as the study’s limitations and 

suggestions for further research.  

5.1 Key findings 

The research questions of this study will be used to organize the following section. Moreover, 

the previously identified broader areas of wellbeing will be integrated into the discussion, 

those being wellbeing perspectives, types of wellbeing and connections to wellbeing domains.  

5.1.1 What is everyday wellbeing to consumers? 

Despite a lack of a single definition for wellbeing, a general agreement in research is that the 

concept of wellbeing is inclusive of but not limited to “the presence of positive emotions and 

moods (e.g., contentment, happiness), the absence of negative emotions (e.g., depression, 

anxiety), satisfaction with life, fulfillment, and positive functioning” (Centers for Disease 

Control and Prevention, n.d.). Similarly, the findings showed that when asked what everyday 

wellbeing consisted of consumers stated various positive feelings (happiness, serenity, 

peacefulness, productive), in addition to which an absence of negative feelings was also 

observed. Moreover, tangible things such as oatmeal and a bicycle, as well as intangible things 

such as relationships were stated by consumers as being everyday wellbeing indicating that for 

consumers’ everyday wellbeing consists of the presence and external influence of objects and 

other people. Additionally, circumstances such as health, a lack of pressure and the ability to 

realize oneself were mentioned. Health can be related to positive functioning and the ability 

to realize oneself to fulfilment. Lack of pressure in turn could be connected to the absence of 

negative emotions but also could be labeled as circumstances which exist in consumers’ lives, 

a category which is further noted in this study. These give indication to consumers perceiving 

everyday wellbeing to consist of and be influenced by the state of certain circumstances in their 

life, allowing for the understanding that everyday wellbeing can be inclusive of factors that are 

in and out of the control of consumers.  

Further understanding to what everyday wellbeing is to consumers was obtained from the 

goals consumers had in relation to their everyday wellbeing. These goals were of three types: 

the achievement of positive feelings, the avoidance of negative feelings and one’s personal 

capabilities. As most consumers were able to describe goals relating to their everyday 

wellbeing, this is an indication that consumers perceive everyday wellbeing as something 

which they can actively aspire to with the end state consisting of positive feelings, a lack of 

negative feelings and personal capabilities which are relevant and perceived as important by 
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the consumers themselves. These goals are also in line with the earlier mentioned factors 

identified by Centers for Disease Control and Prevention (n.d.). Personal capabilities were 

found to relate to positive functioning which were reflected by goals such as the ability to stay 

functional and healthy, whereas connections to personal growth were identified by goals such 

as growing and learning to know oneself, in addition to which doing things which were 

relevant, and motivating can also be related to positive functioning and fulfillment.  

Furthermore, the nature in which the concept of wellbeing behaves was observed in the 

research of Ereaut and Whiting (2008), from which four take-aways were highlighted as 

especially relevant for this study. First, wellbeing was something which could be increased, 

decreased, or generally influenced. The current study’s findings confirm this through its 

discovery of a high number of influencing factors on the everyday wellbeing of consumers. 

Both positive and negative influences were identified. These included the actions and 

behaviors of consumers themselves, products, services, happenings, circumstances, and 

relationships. Second, the existence of different wellbeing types. The study also found 

consumers to be aware of everyday wellbeing to consist of different types of wellbeing. 

Consumers only directly referred to physical and mental wellbeing. However, also indirect 

references to social wellbeing, financial wellbeing and spiritual wellbeing were made by 

consumers. Third, the lack of an oppositive for wellbeing, which is rather a lack of wellbeing 

or a negative state such as illness or sadness could be observed. In line with this, consumers 

typically described negative feelings to describe the absence of a feeling of wellbeing or that 

their wellbeing had been negatively influenced. Fourth, wellbeing as an aspiration and a goal. 

As previously discussed, the findings supported this take-away also, with almost all consumers 

stating various goals that they had in relation to their everyday wellbeing. Moreover, everyday 

wellbeing was found to be something which was generally viewed as positive which was 

reflected through consumers’ goals being inclusive of positive feelings and an absence of 

negative feelings. 

Past research has recognized wellbeing to be of different types, with some research such as 

that of Dodge et al. (2012) recognizing only very few wellbeing types and other research such 

as that of Knight and McNaught (2011) recognizing individual wellbeing to incorporate one’s 

subjective experiences in relation to many types of wellbeing: financial, social, physical, 

psychological, and spiritual wellbeing. Accordingly, the study found consumers’ views of 

everyday wellbeing to be linked to each of these types of wellbeing, with physical and mental 

wellbeing being the most prevalent from all wellbeing types and social wellbeing being the 

third most common. Consumers would generally utilize the terms physical and mental 

wellbeing and their balance when explaining what everyday wellbeing would consist of. 

However, despite only directly referring to these two types of wellbeing, indirect references to 
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other wellbeing types were recognized from the data, therefore not limiting consumers’ views 

of everyday wellbeing to consists of these solely, but rather that these were perhaps types of 

wellbeing which were most known to consumers and were terms which existed in their 

vocabulary, which in turn can be related the dominance of the medical approach to wellbeing 

which is discussed in a coming section. The types of wellbeing which were referred to by 

consumers the least were financial and spiritual wellbeing.  

Another possible interpretation to why consumers only directly referred to physical and 

mental wellbeing is that social, financial, and spiritual wellbeing were types of wellbeing which 

would in turn influence one’s physical or mental wellbeing. The study indeed found that a poor 

state of one’s financial wellbeing could cause negative feelings, thus influencing mental 

wellbeing. Moreover, social interactions were found to influence one’s feelings and give one 

energy, relating to one’s mental and physical wellbeing. However, it cannot be ultimately 

stated that the influence between these wellbeing types is in fact one directional as the effects 

of one’s physical or mental wellbeing on the other wellbeing types seems plausible despite not 

having been identified in the study. Nonetheless the study’s findings indicate that the 

influences of social, spiritual, and financial wellbeing are more common on mental and 

physical wellbeing rather then the other way around. Moreover, a connection between physical 

and mental wellbeing was also found in the study with physical exercise being found to 

influence one’s mental wellbeing. However, the possibility that one’s mental state is able to 

influence physical wellbeing also seems plausible despite not being found from the data. An 

example of such could stem from the topic of motivation which was found to be important for 

consumers’ everyday wellbeing. A lack of motivation which is related to one’s mental state 

could certainly be a possible influence on one’s likelihood to take care of their physical 

wellbeing. 

With wellbeing having been a topic of research for a multitude of different fields of research 

Ereaut and Whiting (2008) identified various wellbeing perspectives to exist, each with 

different understandings of wellbeing. Thus, it was noted in the early stages of this paper that 

consumers’ understandings of everyday wellbeing could also differ according to their 

conceptual background of wellbeing. According to Ereaut and Whiting (2008) the key 

attribute of the medical perspective of wellbeing is physical wellbeing, yet with time mental 

wellbeing and social factors being added as other key attributes to this wellbeing perspective, 

resulting in what the authors refer to as the mind-body connection that is found in medical 

discourse. Worth noting is that this mind-body connection can also be related to the recently 

mentioned relationship between physical and mental wellbeing, further strengthening their 

relationship to each other. The authors recognize the medical perspective as a very dominant, 

if not the dominant wellbeing perspective. Similarly, the findings of this study recognized 
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consumers’ views of everyday wellbeing to be very dominated by factors relating to physical 

and mental wellbeing, with social wellbeing following as another area with strong connections 

to consumers’ everyday wellbeing.  

As Ereaut and Whiting (2008) note, overlap in different types of wellbeing discourses is 

commonly observed in research, and consumers’ views of wellbeing were similarly expected 

to show overlap and not be solely based on one perspective. Despite the medical perspective 

being dominant among consumers, findings also showed a very small number of consumers 

with a predominantly medical perspective to wellbeing to also incorporate the holistic 

perspective into their understanding of wellbeing through the acknowledgement of factors 

relating to spiritual wellbeing such as meditation and praying. Despite religion not being the 

only attribute relating to the holistic perspective, it is worth considering that as the religious 

background of the consumers of this study was not known, the holistic perspective could be 

more dominant in another country where religion is a more dominant factor in the lives of 

people in comparison to Finland. Furthermore, the operationalized wellbeing perspective is 

found to be reflected through wellbeing as something measurable. As stated, financial 

wellbeing was found to be related to everyday wellbeing, despite it being only mentioned by 

two consumers. Therefore, it must be considered that the conceptual understanding of 

everyday wellbeing was inclusive of income, which in turn relates to the operationalized 

perspective. Connections between income and health were made with money being related to 

survival through food and healthcare. In both cases, this was stated as an issue that was more 

common in the past in Finland, which was no longer the case due to its improved social 

security network. However, it is worth considering that this of course could be expected to be 

different in countries where the social security network is less developed, thus being a more 

prominent influence on consumers’ everyday wellbeing.  

It is difficult to say whether the philosophical perspective was truly present in the findings of 

the study, however one consumer did discuss that they believed social media to create ideals 

for people, that caused comparisons to be made between what one has and what others had. 

They believed that the constant exposure to things which seemed better such as looks, homes 

or holidays could blur the line between what one wants and what someone else has that looks 

better, despite it not necessarily being what they truly want, thus giving some indication to the 

‘good life’ stemming from Aristotle’s views on wellbeing (Ereaut & Whiting, 2008). Lastly, no 

consumers related their views of wellbeing to the sustainability perspective.  
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5.1.2 What are potential transformative resources which contribute to the 

everyday wellbeing of consumers? 

The motivation for the identification of potential transformative resources was based on 

gaining an understanding of what transformation consumers seek for in their daily lives in 

relation to their wellbeing through gaining an understanding of factors which have the power 

to create uplifting change to individual wellbeing (Blocker & Barrios, 2015; Ostrom et al., 

2010). Hence, the study focused on gaining an understanding to the influences on the everyday 

wellbeing of consumers. The findings were able to find influences of seven kinds, the actions 

which consumers took themselves, products, services, happenings, circumstances, 

relationships, and the environment.  

Actions taken 

Previous studies such as that of Schickler (2005) have studied the actions which consumers 

take to maintain and recover their wellbeing. Similarly, a multitude of actions were found to 

be taken by consumers, in order to gain various positive effects that they actively seeked. In 

their study Schickler (2005) stated the factors for maintaining and recovering to be very 

similar with the biggest differentiating factor being the motivation which consumers had to 

taking the actions. Their findings identified many actions to be related to consumers’ lifestyle 

such as diet, exercise, sleep, reducing substance abuse, and stress reduction. The findings of 

the conducted current study also identified some of the same lifestyle related actions that 

consumers took to improve their wellbeing in daily life which were exercise, diet, sleep and 

stress reduction. Substance use reduction was not found in the current study, which was quite 

expected as the sample mostly consisted of consumers’ who were aware of their wellbeing and 

were not ill. Schickler (2005) made no clarification to the specific positive effects of diet and 

exercise, whereas the conducted study was able to identify diet or eating as mentioned in this 

paper to be a way for influencing one’s health and general functioning. Additionally, it was a 

way for consumers to indulge and enjoy thus also influencing the mental wellbeing of 

consumers. Exercise in turn not only influenced physical wellbeing, which is fairly expected, 

but also mental wellbeing through its calming and de-stressing effects. Moreover, the study of 

Schickler (2005) described sleeping as a method for reviving one’s body and recharging, as 

well as stating sleep to be a necessity for survival and enjoying one’s day. Accordingly, the 

findings of this study also identified sleep as a key factor for consumers’ everyday wellbeing, 

with positive influences including good feelings, satisfaction, balance, improved brain 

functioning and feelings of contentment. The negative influences included tiredness, low 

energy, and discontentment. The findings also indicate sleep to be a necessity for everyday 

functioning and having influence on physical and mental wellbeing.  
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Furthermore, the findings of Schickler (2005) mentioned the action of cocooning referring to 

one being able to withdraw themselves from the world to be in peace, in silence, reflect and 

reassess, with its influences including comfort and recharging. As mentioned previously, such 

behavior was also identified with consumers reading books to find peace from the world. The 

findings showed that consumers’ everyday wellbeing also consisted of finding moments of 

peace and taking time to recharge. The findings of this study however delved somewhat deeper 

in relation to the restorative actions which could recharge consumers. Cocooning was 

described as a moment where one could be still in peace; however cleaning was also found as 

a restorative action that consumers would do to take time for themselves, therefore 

emphasizing that recharging was not only possible through being still or quite. Moreover, the 

actions consumers took to restore their energy were also found to be linked to actions that 

caused consumers enjoyment, which similarly to products was able to be a broad range of 

things with the key being that the consumer perceived it to be fun, such as going to the movies, 

eating good food, listening to music, watching tv or baking. Having fun was found to relate to 

relaxing in addition to which actions which consumers took were found to act as a way to relax 

to balance out stress or work. In their study Schickler (2005) emphasized actions to include 

those which reduced stress, however with minimal clarification between the causal actions.  

In line with the findings of this study, Schickler (2005) also previously discovered connections 

between wellbeing and actions relating to religion and spirituality. They stated the relationship 

to God to be an influence for those with strong religious beliefs. This study in turn found prayer 

as a way for one to connect to something bigger than oneself, not necessarily God but as stated 

by a respondent, the universe. In the study of Schickler (2005) the relation to God was 

described as sustaining, which was similar to this study’s findings of prayer and meditation 

being described as important for one’s general state of mind and coping in daily life. Moreover, 

meditation was specifically described by Schickler (2005) as an action to protect wellbeing, 

whereas this study found meditation to be perceived by consumers to take care of their mental 

and spiritual wellbeing. Another action not identified by previous studies was the act of 

journaling which was also a source of de-stressing and introspection, also supporting 

consumers’ mental wellbeing.  

Positivity and optimism were further findings of Schickler (2005) and methods of maintaining 

wellbeing. Supporting this finding, consumers were also found to take moments of gratitude 

in daily life which they specifically stated as an act of maintaining everyday wellbeing, that 

could be related to both mental and spiritual wellbeing. Furthermore, going outside was in 

line with previous findings of Schickler (2005) who stated outdoors and nature to enhance 

wellbeing, which the study at hand found to be through the experience of positive feelings, 

calmness, and feelings of content. The study also found consumers to find a lack of outdoors 
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and being nature to cause negative feelings as they believed it to be important for everyday 

wellbeing. 

A final action which was not found in previous research that was discovered was traveling. 

Despite traveling not being a typical factor in daily life it was found to be an influence on 

consumers’ wellbeing in daily life. Traveling caused positive feelings for consumers through 

the planning of the trip beforehand and the reflecting on the trip after traveling, as well as of 

course being a source of enjoyment for consumers during the trip. Traveling away from home 

due to work was also found to have negative influences due to its tendency to spend consumers’ 

energy and requiring time to recover from afterwards. 

Products  

The everyday lives of consumers were found to be filled with products which possessed the 

power to positively influence consumer wellbeing. A product which the study found to be a 

popular source of positive influence was food. Previous findings of Ares et al. (2015) found 

consumers to associate food to factors such as health, comfort, happiness, calm, peace and 

family and pleasure, which in turn link to physical, mental, and social wellbeing. The findings 

of the current study showed similar associations with food in the everyday context, with food 

being a source of nutrition, energy, enjoyment, and a way to indulge. Furthermore, the 

frequent mention of coffee in the study is worth noting, which in addition to energy was 

described as having the power to lift one’s spirit. Thus, similarly to Ares et al. (2015) the study 

found links to physical and mental wellbeing between food and consumers’ everyday 

wellbeing, however missing a link to social wellbeing, which in turn could be a result that 

simply lacked due to the small sample size of the study and consumers’ offering many other 

examples of positive effect from doing things with other people.  

In their study Schickler (2005) discovered the positive influence of books on wellbeing, with 

reading books being a source of enjoyment. Furthermore, they found knowledge and 

information to be a positive influence on wellbeing. Similar findings were made in this study, 

however to which a new finding can be added, that being escapism. Escapism was a way for 

consumers to get away from the world for a while improving their mental wellbeing in 

everyday life. In their study Schickler (2005) did identify consumers to take other actions to 

exclude the rest of the world, which further supports escapism or getting away from the world 

as something which consumers seek in their lives and find to have a positive effect on their 

everyday wellbeing. 

Furthermore, other findings which were not found in other research which had the potential 

to influence everyday wellbeing and were related to consumers’ personal interests were plants 

and clothing. Plants were found to influence consumers both positively and negatively, with a 
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surprising negative effect being stress which was caused in times when plants were unwell, 

hence being an influence on consumers’ mental wellbeing. The effect was found to go vice 

versa, with consumers’ stating that if plants were doing well then they felt things were in order. 

Moreover, clothing was found to have a positive influence on consumers’ mental wellbeing in 

a variety of ways which included enhancing consumers’ aesthetics, and thereby positively 

improving consumers’ moods. Additionally, the purchasing and owning of clothing was also a 

source of satisfaction for consumers. The discovery of books, plants, food, and clothing as 

positive influences on everyday wellbeing is an indication that products which relate to the 

personal interests of consumers hold the power to bring positive effect to their everyday lives. 

Similarly, it shows the possibility of a negative effect on everyday wellbeing stemming from 

the lack of access or poor state of these interests, which is reflected through the example of 

plants and clothing.  

A product that was found in the study which was in turn wellbeing related was the acupuncture 

mat. This was found to be used in times where consumers required relaxing due to stress. In 

times where consumers were restless and unable to sleep the acupuncture mat was found to 

be a good tool to combat these negative feelings and aid in achieving sleep which as the study 

found was an especially important factor for consumers’ everyday wellbeing. 

Overall, the products which the study identified were found to have various positive influences 

and had purpose by providing factors required for functioning such as nutrition and energy, 

in addition to which consumers were found to often seek enjoyment through the products they 

utilized. Moreover, some products offered the desired escapism, destressing, relaxing and 

sleep aid that consumers required for their everyday wellbeing. 

Services 

Recent studies in the field of TSR have uncovered the positive influence of many services on 

the wellbeing of consumers. Previous research has however lacked a focus on which services 

are at the center of consumers’ everyday lives and influencing wellbeing in daily life. Findings 

showed that in addition to products, services were used by consumers as tools to maintain or 

improve everyday wellbeing. Consumers utilized different services to improve their physical, 

mental, and social wellbeing. The field of TSR has previously found services which are 

wellbeing focused to support consumers’ wellbeing (Anderson et al., 2013; Rosenbaum et al., 

2011), in addition to which research has also shown the positive influence of non-wellbeing 

focused services on consumer wellbeing (Rosenbaum et al., 2011). In line with past research, 

the findings of this study discovered wellbeing focused services with a positive effect on 

consumer wellbeing such as fitness services which improved the physical and mental 
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wellbeing of consumers, as well as cosmetic and health services, which in turn positively 

influenced consumers’ mental wellbeing.  

Additionally, non-wellbeing focused services were also identified as influences to everyday 

wellbeing. These included messaging apps such as WhatsApp that supported the social 

wellbeing of consumers, and streaming platforms such as Netflix, which had positive 

influences on mental wellbeing through not only its offering of enjoyable content but its power 

of destressing consumers. Moreover, streaming services such as YouTube were found to offer 

mindfulness and fitness content which were services for supporting both the mental and 

physical wellbeing of consumers. Social media was a service which was not mentioned much, 

however the insights which were gained to its negative influences were very relevant and 

supports the purpose of research fields such as TSR which is inclusive of studying the negative 

influences of services, and the influences of non-wellbeing focused services on wellbeing 

(Rosenbaum et al., 2011). Social media was found to create pressure and promote comparisons 

between consumers and other persons, their possessions or circumstances, thus possibly 

molding consumers’ interests and needs to something which they would otherwise not 

necessarily need or want. Hence, this creates the issue of consumers’ being possibly influenced 

negatively by unattainable or unnecessary ideals portrayed by others and creating the risk of 

not being able to be satisfied or happy with what one has, and having very negative 

implications for one’s everyday wellbeing especially since social media is very heavily 

consumed in today’s society. 

Furthermore, services related to cultural offerings such as museums and art exhibitions were 

also found to positively influence everyday wellbeing and more specifically social wellbeing, 

by being social activities and allowing for shared experiences with others as well as locations 

to enjoy social activities, which further support the findings of Rosenbaum et al. (2011). The 

influence of these services on mental wellbeing was also observed as these offered consumers 

the possibility to do what they enjoyed, which in turn would cause positive feelings. Lastly, 

public services offered by cities with positive influences included fitness services which 

consumers could use but also services such as bicycle path maintenance enabling consumers 

the possibility to ride their bike and public libraries which supported consumers hobbies and 

allowed them to do what they enjoyed.  

Happenings  

One’s subjective wellbeing has been previously found to be inclusive of one’s reactions to life 

events (Diener, 2006). Previous studies have however not given focus to the types of 

happenings in daily life which cause these reactions. This study was in turn able to identify 

specific happenings in consumers’ lives with the ability to impact everyday wellbeing.  
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Previous studies such as that of Rosenbaum (2006) have previously gained insights to the 

positive influence of social interactions on wellbeing. The findings further supported the 

power of social interactions on everyday wellbeing, with pleasant encounters causing positive 

feelings for consumers. An example of such being a phone call with a friend relieving 

consumers’ loneliness and boredom. However, findings also showed negative encounters to 

have an influence on everyday wellbeing with feelings of sadness stemming from a lack of 

connection to a person during a social encounter.  

In their findings Schickler (2005) state knowledge and information to influence wellbeing 

which they unfortunately do not elaborate on further. However, this study adds insight to the 

matter and found learning and developing oneself as happenings that had a positive effect on 

everyday wellbeing. Moreover, this happening was overall important for consumers, but was 

also related to the happenings at work. A link between happenings where consumers were able 

to learn new things, develop, or have new experiences and consumers motivation was 

identified, further highlighting the importance of these happenings for everyday wellbeing as 

motivation was a feeling consumers found important for their everyday wellbeing. 

Furthermore, everyday wellbeing was found to not only consist of new experiences and 

development but also moments of peace and quiet which were mentioned in the previous 

section as something consumers would actively seek. The lack of having these moments would 

have a negative influence which would be reflected through the increased stress levels of 

consumers.  

Circumstances - connections to society 

Past findings of Diener (2006) have also identified circumstances in consumers’ lives as a 

factor influencing subjective wellbeing. This study’s focus on circumstances was also able to 

draw connections to the wellbeing domain of society identified in the wellbeing framework of 

Knight and McNaught (2011), which is one of the wellbeing domains they recognize as 

interrelated to individual wellbeing.  

The study found a lack of pressure to be a circumstance that consumers found to benefit their 

everyday wellbeing. This circumstance reflected a sense of freedom for consumers. 

Furthermore, the presence of pressure especially in relation to working life was found to cause 

stress and impact sleep negatively. As discussed earlier, pressure was a perceived negative 

influence of social media which creates the question to how much pressure social media in fact 

creates for its consumers in daily life and how drastic the impact of it is on consumers, since a 

lack of pressure was found to be important for everyday wellbeing. 
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The internal circumstances of a workplace such as a lack of resources were also found to cause 

pressure and stress for employees. The findings also showed that, if work was perceived as 

meaningful this was in turn able to motivate consumers. This finding can be related to 

wellbeing research which encompass the eudaimonic approach that views wellbeing to include 

one’s perceptions of having a meaningful purpose in one’s life (American psychological 

Association (n.d.-a). Moreover, whether work was perceived as motivating by consumers was 

able to influence everyday wellbeing through impacting the work performance of consumers 

and allowing consumers to perform to the level they expected from themselves. The 

dissatisfaction of underperforming can be related to the concept of satisfaction, which support 

studies such as that of La Placa et al. (2013) and Western and Tomaszewski (2016) who view 

evaluations of one’s work or life satisfaction be a component of subjective wellbeing. 

The eudaimonic approach to wellbeing is also rooted in the one’s perceptions of self-

actualization (American psychological Association (n.d.-a). Findings also identified the ability 

to realize oneself as a circumstance which consumers perceived to positively influence 

everyday wellbeing which can be connected to the eudaimonic view. However, the findings 

were fairly vague and lacked elaboration. An interpretation for this could however be that this 

related to consumers’ ability to focus on what they find enjoyable and also the ability to do so 

due to having the resources to achieve it. 

The relationship between health and wellbeing have been common focus in previous wellbeing 

research. For instance, past research has identified subjective wellbeing to be related to one’s 

satisfaction with health (Campbell et al., 1976), in addition to which wellbeing has been found 

to be perceived by people to be negatively impacted in times of illness or suffering (Schickler, 

2005). Similarly, the study found consumers’ mental and physical health to be factors that had 

a negative influence on everyday wellbeing. Moreover, the state of one’s health was found to 

be especially in the case of older consumers a limiting factor to the activities they wanted to 

do, which in turn had other positive effects on their everyday wellbeing, thus emphasizing the 

importance of being in good health for wellbeing. 

Past research such as the broader wellbeing framework of Knight and McNaught (2011) has 

observed individual wellbeing to be impacted through circumstances of society, which 

previous research has identified to include for instance political and economic factors, social 

justice, and security amongst others. In the research of Ungaro et al. (2021) consumers were 

also found to perceive economic and political stability as factors related to individual and 

collective wellbeing. Accordingly, consumers’ everyday wellbeing was found to be negatively 

influenced through the negative circumstances of their society, which included current events 

such as the ongoing Ukrainian war or other negative news. As the study was conducted in 

Finland this specific example can be expected to have an influence on the local population 
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especially due to its proximity and ties to local history. Thus, it should be considered that the 

relevance of the current events to the consumer is able to impact the influence it has on 

consumers’ everyday wellbeing. This can be further connected to previous research such as 

that of Anderson et al. (2013) from the field of TSR which has also noted the 

macroenvironment within which a service interaction occurs to influence the final satisfaction 

one experiences as a consumer. Negative influences that were identified in the current study 

included distress, anger, and spending of one’s energy. The study also found that to avoid the 

negative influence on everyday wellbeing consumers needed to limit their exposure to negative 

current events by for instance reducing the news programmes they watched. This raises the 

question of how consumers are likely to be negatively impacted by the constant exposure to 

news especially due to social media which a large number of people utilize very frequently. 

Today, one does not need to separately look for such news, but one is exposed to it whether 

one wants to or not, also raising the issue of especially vulnerable consumers such as children 

being exposed to such news and how this affects their everyday wellbeing.  

The findings of this study also supported previous research which have identified security 

provided by society as relevant to wellbeing (Knight & McNaught, 2011; Ungaro et al., 2021) 

and drew connections between the security consumers perceived their country to provide and 

their everyday wellbeing. Not only the circumstances of a country were found to be an 

influence on everyday wellbeing but also the circumstances of a city were identified as having 

an influence through the resources that the city offered the consumer which supported 

consumers’ ability to take part in things and have access to resources that supported their 

wellbeing.  

Relationships – connections to family and community  

Past research has also encompassed relationships as a factor that influence wellbeing, which 

is reflected by research identifying social wellbeing as its own type of wellbeing (Dodge et al., 

2012; La Placa et al., 2013), the importance of social support to consumers’ wellbeing 

(Rosenbaum, 2006), as well as the links between individual wellbeing and the domains of 

family and community (Knight & McNaught, 2011). Furthermore, the findings of Schickler 

(2005) have specifically identified family, friends and relationships to be factors relating to 

maintaining and improving one’s wellbeing. Their findings showed that wellbeing could be 

positively influenced through the happiness of one’s family, as well as one’s intimate 

relationships. The link to the family wellbeing domain was also made in this study, with family 

and intimate relationships being factors which were found to be positive influences on 

consumers’ everyday wellbeing. Everyday wellbeing was influenced through spending time 

with family. The negative influence of families was also identified, more specifically in the 

context of children, as the findings showed that having children required energy from 
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consumers, which opens this up to the interpretation that children also spend consumers’ 

energy. Furthermore, the findings showed intimate relationships to be important for 

consumers as per the findings of Schickler (2005). More specifically, the health of the intimate 

relationships with partners were found to be a resource for consumers for coping and 

maintaining their everyday wellbeing. The negative influence of this type of relationship was 

also observed with the findings uncovering that the poor health of a relationship with a partner 

would require energy from consumers and thus negatively influencing their wellbeing.  

Links to the community wellbeing domain identified by Knight and McNaught (2011), were 

made in the form of the identification of the influences friends, work colleagues and 

acquaintances had on everyday wellbeing. In line with previous findings, friends were a 

positive influence on everyday wellbeing. Friends were found to be a source of support for 

consumers which Schickler (2005) also identified in their study. The findings also showed that 

consumers could rely on friends in times of boredom or loneliness, the latter which studies 

have identified as a result of consumers social needs not being met (Rosenbaum, 2006). The 

study found that friends had the ability to counter such negative feelings and generally cause 

positive feelings for consumers. A more specific relationship that the study found to be 

relevant to everyday wellbeing was the relationships consumers had to work colleagues. Social 

encounters with work colleagues were another influence on consumers’ wellbeing which had 

been affected during the recent pandemic, with consumers sharing that online work with 

colleagues was not the equivalent of meeting colleagues live in person. It is known that the 

pandemic and its restrictions have caused strain to the wellbeing of people, and this further 

highlights the concerns that it may have had on the social wellbeing of people due to 

restrictions on the ability to meet others and with the study showing that the state of one’s 

social wellbeing is able to influence mental wellbeing this is especially concerning. Moreover, 

relationships with colleagues were also found to have negative influences on everyday 

wellbeing especially if tensions arose at the workplace, which could result in the draining of 

consumers’ energy. Lastly, research has previously studied the influence of service employees 

on wellbeing (Anderson et al., 2013), as well as of medical personnel on wellbeing (Schickler, 

2005), the latter which is certainly expected. However, the relationships with others from 

associations or clubs which consumers were a part of was another relationship which the study 

found to positively influence everyday wellbeing. The study found that for older people, senior 

citizen associations were a positive influence on wellbeing through fostering the meeting of 

new people and enabling the coming together of people. It was found that for elderly people 

these relationships were important as older people were often alone at home and found it 

difficult to go out to meet new people.  
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Environment  

The environment has been found in previous research as a positive influence on wellbeing 

Schickler (2005) with spending time in nature being a way for one to maintain wellbeing, 

however which the study of Schickler (2005) does not elaborate on to give insight to what the 

benefits are. However, this study found being in nature or the outdoors to have a positive 

influence on everyday wellbeing. The benefits which the study found included an increased 

sense of calm, de-stressing, joy and clarity.  

Moreover, the study also found the home environment to be another influence on wellbeing. 

Having a home which pleased a consumer aesthetically was a source of enjoyment thus being 

a positive influence on everyday wellbeing. Rosenbaum et al. (2016) previously identified 

greenery in shopping malls to enhance consumer wellbeing, with greenery being an aesthetic 

feature, thus also highlighting the influence of the aesthetics of a consumers’ environment on 

wellbeing.   

Summary of key findings  

Overall consumers’ everyday wellbeing was found to include many of the same factors that 

wellbeing research has identified as important to consumer wellbeing, and of factors that are 

generally found to comprise the concept of wellbeing. The study found links to many different 

types of wellbeing from past research, which emphasizes that in order to have everyday 

wellbeing one requires different aspects of one’s wellbeing to be in order. Consumers’ everyday 

wellbeing was found to be most dominantly aligned with the medical perspective to wellbeing, 

with physical and mental wellbeing being the most prevalent wellbeing types, closely followed 

by social wellbeing and financial and spiritual wellbeing being the least prevalent. However, 

consumers’ understandings of everyday wellbeing cannot be limited to the medical perspective 

due to the connections to other types of wellbeing being commonly made from the data 

obtained from consumers. Thus, motivating everyday wellbeing and wellbeing to be a broader 

concept than that of some wellbeing research. Moreover, the state of one’s everyday wellbeing 

was found to be evaluated through one’s feelings, which were further reflected by everyday 

wellbeing goals consisting of positive feelings, the avoidance of negative feelings, as well as the 

state of one’s personal capabilities that varied according to what each consumer found 

important for their own wellbeing. The everyday wellbeing of consumers was a factor that 

could be influenced by the actions consumers took themselves, as well as by many other factors 

in the lives of consumers which were not always in their direct control, such as happenings or 

circumstances. Thus, consumers’ everyday wellbeing was found to not only be subject to the 

state of their personal resources but also to external factors, supporting previous research 
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which views individual wellbeing to be connected broader wellbeing domains such as family, 

community, and society.  

The discovery of consumers’ everyday wellbeing goals, evaluations of everyday wellbeing 

through feelings and the various influences on everyday wellbeing depicts a type of process 

which occurs in consumers’ daily lives. In order to achieve or maintain the end state of 

everyday wellbeing, consumers would experience various influences on their everyday 

wellbeing and their impact would be evaluated through their feelings which would be either 

positive or negative. If the influence was positive this would either maintain or improve the 

state of their everyday wellbeing but if the feelings were negative consumers would feel that 

their everyday wellbeing had been negatively impacted and consequently often take actions to 

improve and counteract negative feelings. Thus, the overall end state of everyday wellbeing 

could be influenced by the actions consumers purposely took with their wellbeing in mind or 

by numerous other factors in consumers’ daily lives such as their circumstances, happenings, 

environment, relationships, services, or products. With consumers’ stating that they typically 

considered their wellbeing every day and even multiple times a day this process can be 

considered to be ongoing with consumers’ frequently evaluating their state of wellbeing 

through factors relating to their general functioning such as eating, sleeping and exercise but 

also according to numerous other factors in their daily lives such as, but not limited to, social 

encounters, financial matters, their personal hopes in relation to their capabilities, their 

happiness and satisfaction.  

5.2 Theoretical implications 

The current study has implications both for general wellbeing research as well as the consumer 

research field of TSR. First, the study adds to wellbeing research by offering further knowledge 

of what wellbeing is perceived to be by consumers and what factors it encompasses. Ongoing 

wellbeing research has seen arguments for wellbeing as something more narrow (Dodge et al., 

2012), as well as arguments in favor of wellbeing as something much broader (Knight & 

McNaught, 2012). The study at hand gives support to research that views wellbeing as a 

broader concept through its discovery of consumers’ everyday wellbeing encompassing a 

multitude of different wellbeing types, as well as its connections to broader wellbeing domains 

and the various circumstances of those domains.  

Second, with much of past wellbeing research having focused on the wellbeing of very specific 

groups of people such as elderly people or the wellbeing of persons who are struggling with 

their wellbeing (Rosenbaum, 2006; Schickler, 2005), the findings of the study increase the 

knowledge of what wellbeing is in less extreme contexts by focusing on the everyday wellbeing 

of typical persons with no known illnesses. The study offers deepened knowledge to what 
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typical people perceive wellbeing to be in daily life, how they evaluate their state of wellbeing 

and what influences their wellbeing in daily life. 

Third, for emerging consumer research areas such as TSR which bases its knowledge of 

wellbeing on the research of other fields, the current study offers the less studied consumers’ 

perspective to wellbeing. The focus on the consumers’ perspective at the everyday level offer 

various opportunities for TSR. For instance, the influences which were found to impact 

consumers’ everyday wellbeing allow for new transformative services to be discovered, 

especially non-wellbeing focused services (Rosenbaum et al., 2011). Moreover, the everyday 

focus of the study gives further insight to what services are especially relevant for people at a 

daily level as opposed to services which are relevant in very specific contexts or scenarios. 

Furthermore, the study’s findings of further influences on consumer wellbeing other than 

services highlight what factors services can focus on in order to positively influence wellbeing, 

as well as give deeper insight to how services influence wellbeing and why.  

5.3 Managerial implications 

The findings of this study are especially relevant for different service providers such as, but 

not limited to, companies and departments in charge of public services. The knowledge of the 

study allows for companies to better understand their consumers and how their wellbeing can 

be supported through business practices, which can also increase consumer loyalty and offer 

a competitive advantage over competitors (Rosenbaum et al., 2011). Importantly, since the 

study did not focus on a very specific population, the findings are able to support the 

improvement of the everyday wellbeing of a large number of people and is not only relevant 

for improving the wellbeing of a narrow population.  

Consumers were found to actively take care of their wellbeing in daily life which highlights the 

opportunity and importance of companies supporting consumers’ everyday wellbeing. The 

knowledge of the impact of different factors on consumers’ everyday wellbeing and why 

consumers use certain services and products gives way to a better understanding of how 

services and products are able to support consumers’ everyday wellbeing. Hence, there is 

added insight to what types of services and products can be created to be of valuable benefit 

for consumers’ and how these can be developed to support specific aspects of consumers’ 

wellbeing in daily life. The gained knowledge of this study is certainly not only applicable for 

new services or products, but existing offerings and strategies can be improved to be more in 

line with consumers’ needs.  

Moreover, the insights to what everyday wellbeing is to consumers’ can be relevant and 

applicable in a variety of contexts where consumers are able to access services or products, 

whether it be in locations where people spend their time such as school, work, shopping malls, 
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an online environment or even consumers’ own homes. Additionally, knowledge of everyday 

wellbeing can be applied in various levels of business. For instance, in the case of companies 

the understanding of consumers’ everyday wellbeing can create value by being considered in 

business practices such as product and service development, the location or platform of the 

offering, marketing and even the service or product delivery itself.  

The discovery of everyday wellbeing being prone to both direct and indirect influences of a 

multitude of factors, including services and products, further highlights the potential that 

exists to positively influence consumers’ wellbeing in daily life. This however also emphasizes 

the possibility of negative influences on consumers’ everyday wellbeing which services and 

products can have but which can be reduced through increased awareness of the topic which 

this study offers. 

The studies insights on the actions consumers take in relation to their everyday wellbeing, 

offered insights to what consumers do, why they do it and how they do it. This also allows for 

ideas to be formed around how the needs of consumers can be better supported through new 

and existing offerings. Moreover, insights obtained from consumers’ actions highlight many 

actions which need to be possible for consumers to do, emphasizing factors such as the 

accessibility of services and products. Accessibility to services which are key for consumers’ 

everyday wellbeing should be considered also in the sense that consumers are able to access 

key services which benefit their everyday wellbeing despite factors such as their financial 

status or location. 

The other influences identified in the study, happenings, environment, circumstances, and 

relationships were all able to give valuable insights to what consumers need and want for 

maintaining or improving their everyday wellbeing. The positive influences of these factors on 

consumers’ everyday wellbeing should especially be considered in relation to services and 

products as these give insight to what type of support services and products could potentially 

aim to offer consumers.  

Happenings in consumers’ lives further highlight that learning and development, as well as 

having time to be in peace and quiet are factors which services and products could aim to offer 

consumers. Moreover, the observed benefits of the environment such as the positive 

influences of nature could be integrated into services for instance in addition to which services 

and products could be used to help consumers’ get outdoors more. The aesthetic home 

environment of consumers could also be supported via products and services that consumers 

can use to increase the aesthetics of their home. The positive influences of aesthetics could 

also be considered in other environments which consumers spend time in such as the 
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workplace or a cafe that they frequently visit. In general aesthetics are a factor which are worth 

considering in the offerings that are made for consumers. 

Moreover, the knowledge of the circumstances which influence consumers’ everyday wellbeing 

could be utilized in terms of how services and products could help consumers feel less 

pressured in their lives or how they could enable consumers’ the possibilities to realize 

themselves. An important note is the influence of the circumstances of consumers’ society on 

consumer wellbeing. This means that the relevancy of services and products, as well as for 

instance the way in which services are offered to consumers should be considered. If we take  

the pandemic for instance, this increased and decreased the need for certain services and 

products, in addition to which the way in which some services were able to be utilized and 

accessed by consumers changed. Moreover, if we consider content or news that are sensitive 

in nature such as relating to a pandemic or war, services such as social media and news 

platforms should perhaps weigh the intensity at which these types of news are being pushed 

on consumers or offer consumers the ability to regulate the intake of such news and thereby 

adjust the negative impact of these news on their everyday wellbeing. Additionally, consumer 

wellbeing can be improved by considering how broader needs of consumers can be supported 

through services and products such as increasing the feelings of security for consumers’ or 

aiding to dampen the negative influences of economic or political instabilities experienced by 

consumers. 

Lastly, knowledge on the relationships in consumers’ lives offer ideas to how services and 

products can be used to enhance those connections consumers need. For instance, how can 

services or products support consumers’ relationships to their family, friends, colleagues, or 

partners. Another important consideration is how services for instance can support the 

establishment of such relationships which some consumers might not have but could benefit 

from.  

5.4 Limitations and suggestions for further research 

A limitation of this study was the demographic which it focused on with all respondents of the 

study residing in Finland. Despite the demographic being fairly inclusive in terms of age, 

gender and occupation, it should be considered that everyday wellbeing could be different for 

consumers of different countries, where for instance the political and economic situation could 

be different. The daily lives of consumers could be found to include different influential 

factors, be influenced differently by factors or be influenced by the different values that exist 

in consumers’ society or culture. Moreover, in countries where religion is a more prevalent 

factor, everyday wellbeing could also be found to be different in comparison to the findings in 

Finland and give further knowledge to spiritual wellbeing to which religion also relates. These 
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considerations are supported by the study of Ares et al. (2015) who found word associations 

to wellbeing to differ between consumers of different countries. 

Furthermore, the study was fairly broad in nature, which caused limitations to the depth to 

which it could go on the findings of the study. However, the study’s extensive findings also 

offer ample opportunities for future research wanting to study some of the discovered factors 

of everyday wellbeing more in depth. Moreover, since the study is based on wellbeing research, 

the research offers support to future wellbeing research which continues to understand and 

define the complex concept.  

Additionally, as the study was inspired from the field of TSR which focuses on the influences 

of services on consumer wellbeing, future TSR could continue the study of services in the 

everyday context and extend knowledge of the potential influences which services have on 

consumers’ wellbeing in their daily lives. The findings of this study give good indication to 

what types of services have positive influences and negative influences on consumers’ everyday 

wellbeing. However, since the study was only able to identify potential transformative 

resources, the ability to conclude what is truly transformative for consumers in relation to 

their everyday wellbeing was not established and is still open for future researchers to uncover.  
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Appendix 1 Interview guide 

The interview guide covers the main themes from the constructed everyday wellbeing 

framework. Even though the broader links are not mentioned, the possible relationships will 

be identified through the answers obtained in the interviews. After the main part of the 

interview has been completed, the interviewee will be asked to create a mind map describing 

what everyday wellbeing is to them. Following this the interview will continue in the form of a 

discussion based on what the mind map which they have created. Lastly, the interviewee will 

be asked to share any other information they feel that is relevant.  

 

Current wellbeing behaviors and activities in daily life  

1. What was the last thing you did for your wellbeing? 

 

2. How often do you think about your wellbeing? 

 

3. Which wellbeing services do you use most frequently? 

 

4. What do you aim for in your daily life in terms of your own wellbeing? 

 

5. What factors would you describe wellbeing to consist of? 

 

Experiences in relation to everyday wellbeing / feelings, behaviors, and activities 

6. What was the last thing which you felt positively affected your wellbeing? 

 

a. How did you feel in that moment? 

 

7. What was the last thing which you felt negatively affected your wellbeing? 

 

a. How did you feel in that moment? 

 

b. What did you do when you felt that your wellbeing had been negatively 

influenced? 

 

8. Tell me about something in your daily life which can have a very strong impact on your 

everyday wellbeing?  

 

9. Tell me about something that might be surprising but is able to influence your 

everyday wellbeing either positively or negatively? 
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Concept of everyday wellbeing  

10. If you were to describe everyday wellbeing in three words, what would they be? 

 

11. How would you say everyday wellbeing as a concept has evolved over time? 

 

12. How would you say your own understanding of everyday wellbeing has evolved over 

time? 

 

Activities and behaviors  

13. Tell me about what you do in your daily life which you feel is important for maintaining 

your everyday wellbeing? 

 

14. What kind of things do you do for your everyday wellbeing, that you did not used to 

do? 

 

15. What kinds of things do you want to do for your everyday wellbeing, that you do not 

currently do? 

 

Mind map: I would at this stage like you to draw and write something for me, in the form of 

a mind map. (Explain what a mind map is). What is everyday wellbeing to you? 

a. Follow up discussion based on the mind map 

b. Please describe what you have drawn? 

 

16. Please tell me if there is something that has come to your mind that you would like 

to additionally mention? 

 

Demographic questions 

17. How old are you?  

18. Gender (was written down but not asked as it was known) 

19. What is your occupation? 

20. Do you have any underlying medical conditions or are you undergoing some medical 

treatment? 
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Appendix 2 Survey 
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Appendix 3 Consent form 
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Appendix 4 Respondent information and codes 

Interviewee Code Gender Age Occupation Illness or 
undergoing 
treatment 

Respondent 1 R1 Male 28 PhD candidate No 

Respondent 2 R2 Female 58 Psychotherapist No 

Respondent 3 R3 Female 27 Early childhood childcarer No 

Respondent 4 R4 Female 24 Service advisor No 

Respondent 5 R5 Female 78 Retired copywriter No 

Respondent 6 R6 Male 54 Researcher No 

Respondent 7 R7 Female 23 Student No 

Respondent 8 R8 Female 59 Sales coordinator No 

      

Survey Respondent 1 SR1 Female 45-54 CEO No 

Survey Respondent 2 SR2 Female 65 or over Retiree/Specialized doctor No 

Survey Respondent 3 SR3 Male 25-34 Student Yes 

Survey Respondent 4 SR4 Male 25-34 Student/Customer service No 

Survey Respondent 5 SR5 Female 18-24 Salesperson No 

Survey Respondent 6 SR6 Female 65 or over Retiree Yes 

Survey Respondent 7 SR7 Male 25-34 Marketing coordinator No 

Survey Respondent 8 SR8 Male 35-44 Playground instructor No 

Survey Respondent 9 SR9 Female 18-24 Baker No 

Survey Respondent 10 SR10 Female 45-54 Product manager No 

Survey Respondent 11 SR11 Female 35-44 Salesperson No 

Survey Respondent 12 SR12 Male 25-34 Strategy consultant No 

Survey Respondent 13 SR13 Female 25-34 Student/Marketing coordinator Yes 

Survey Respondent 14 SR14 Female 25-34 Salesperson No 

Survey Respondent 15 SR15 Male 25-34 Freelancer/Model No 


