Five Whys Analysis (Revised)
Alchemy Holistic Therapy — Updated Based on Wellness Survey Results
Problem
Alchemy Holistic Therapy is struggling to attract and convert high-earning professionals (ages 40–59) in a saturated wellness market.
Note: The original analysis targeted ages 30–50. The Wellness Survey results showed primary respondents fall into the 40–49 and 50–59 age brackets, so the target range has been updated to reflect who is actually engaging.
Why #1
Why are we struggling to attract and convert high-earning professionals?
Because prospective clients do not yet see clear evidence that Alchemy specifically delivers what they say they want — a holistic approach addressing mind, body, and spirit, personalized care, and measurable results — rather than a generic self-care or spa experience.
Why #2
Why don't prospects see that evidence?
Because current messaging has not been built around the specific motivations, pain points, and expectations the survey identified — stress relief, pain management, better sleep, and long-term trust through consistency and confidentiality — so prospects can't immediately connect Alchemy's offering to their own priorities.
Why #3
Why hasn't messaging been built around these findings?
Because the survey data has been collected but not yet translated into a defined Unique Value Proposition (UVP) or brand positioning strategy that speaks directly to the identified audience segment.
Why #4
Why hasn't the data been translated into a UVP yet?
Because, until now, research efforts have focused on gathering customer insight rather than on the next step: synthesizing it into positioning, pricing structure, and marketing action.
Why #5
Why has the business not yet addressed the practical barriers (cost and time) the survey also identified?
Because business priorities have centered on service delivery and client care rather than on strategic branding, pricing/package design, and long-term marketing planning that would address affordability and convenience alongside messaging.
Root Cause
The root cause is not a lack of customer research — that gap has now been closed by the wellness survey — but a lack of translation of that research into (1) a clearly defined, customer-validated Unique Value Proposition and brand positioning, and (2) a pricing/access model that addresses the cost and time barriers respondents identified. Both are needed for prospective high-earning professionals to recognize Alchemy Holistic Therapy as the credible, transformative, preventive-care alternative to traditional spas, wellness centers, and self-care apps.
Recommended Action
Use the existing survey findings to (1) draft and test a Unique Value Proposition centered on stress relief, personalized holistic care, and measurable results; (2) develop tiered pricing or package options (e.g., around the $100–$249/month range respondents indicated willingness to pay) to reduce the cost barrier; and (3) build messaging and offer formats (e.g., shorter sessions, flexible scheduling) that address the time barrier — then align brand positioning and marketing communications around these validated insights.
What Changed From the Original Analysis
The original Five Whys assumed the root cause was limited customer research. The completed Wellness Survey now provides that research, so the chain has been revised to focus on translating existing insights into a UVP and addressing the newly identified cost and time barriers — factors the original analysis did not include. The target age range in the Problem statement was also corrected from 30–50 to 40–59 to match the actual age brackets of survey respondents.
