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Abstract—Social life is changing fundamentally.
Through wellness-driven, sober, and community-focused
experiences, activities that once flourished under neon
lights and late-night indulgence are now finding
expression under sunrise skies. This cultural change is a
reflection of shifting consumer values that place a higher
priority on genuine social connection, physical well-
being, and mental health than excess and intoxication.
This redefining of leisure and pleasure is exemplified by
the rising popularity of run clubs, coffee raves, sober
dance events, and mindfulness gatherings.

This study looks at how companies have identified this
change and strategically rebranded social life. The study
examines how modern marketing strategies prioritize
identity formation, emotional wellbeing, and collective
experience over conventional ideas of escapism using
case studies of Nike Run Club, Morning Gloryville, and
Blue Tokai Coffee. The research reveals that wellness has
become a new status symbol, community has become a
form of brand currency, and sobriety is increasingly
positioned as aspirational through qualitative analysis of
brand campaigns, social media engagement, and existing
literature.

The study contends that this phenomenon reflects a
wider cultural reorientation in which self-alignment,
discipline, and authenticity serve as indicators of social
capital rather than just a shift in marketing strategies.
Although concerns about exclusivity and performative
self-care are raised by the commerecialization of wellness,
the study comes to the conclusion that brands based on
real community-building can produce significant value.
In the end, the transition from nightlife to "dawn life"
represents a reinterpretation of social culture in general,
with brands having a significant influence on how
modern consumers interact, celebrate, and fit in.

I. INTRODUCTION
“The party didn’t end it just started earlier.” As the sun

replaces neon lights and running shoes swap out
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stilettos, a new generation is redefining what it means
to ‘go out.” For many years, social interaction was
associated with late nights, drunken get-togethers, and
dimly lit clubs. However, the cultural center of gravity
is changing in the modern era. Conventional nightlife
venues are being replaced by morning runs, coffee
raves, wellness collectives, and sober social
gatherings. What used to be nightlife is now evolving
into what many refer to as "dawn life," a movement
that combines community, sobriety, fitness, and
mindfulness.

This change involves more than just adopting healthier
habits or altering sleep schedules. It represents a more
profound shift in the way people view leisure,
enjoyment, and social identity. Customers are looking
for social interaction that feels rejuvenating rather than
exhausting in a world where burnout, digital fatigue,
and mental health awareness are becoming more
prevalent. Instead of recovering from excess, the
desire to wake up energized has become a potent
cultural statement.

Marketing will be significantly impacted by this
development. Companies like Nike, Lululemon, and
even coffee shops like Blue Tokai are curating
identities and experiences instead of just selling goods.
These days, marketing is more about aligning with a
specific way of life than it is about providing an escape
from reality. Self-discipline, sobriety, and wellness are
now aspirational lifestyles that are actively shaped and
promoted by brands rather than being fringe ideals.
The roots of this change lie in the rise of burnout
culture, the acceptance of therapy and self-care, and
the impact of social media trends like the “75 Hard
Challenge,” the “that girl” or “IT girl” aesthetic, and
self-improvement stories focused on productivity.
These online movements portray health, discipline,
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and routines as signs of success and attractiveness. As
a result, brands have changed their marketing
strategies to align with these new consumer values.
Nike’s emphasis on run culture, especially through
initiatives for women and community-driven running
groups, illustrates this shift. By presenting movement
as a form of empowerment and community as
inspiration, Nike makes fitness a shared experience
instead of a solo task. These strategies show how
brands are reshaping social life, changing how we
define belonging, celebration, and connection in
today's world.

II. PROBLEM STATEMENT

While existing scholarship has explored experiential
marketing and lifestyle branding, little research
examines how brands are rebranding social
life through wellness-driven, sober, and community-
based experiences. Much of the current literature treats
wellness marketing as a subset of health or luxury
branding, without acknowledging its role in reshaping
social norms and collective behavior.

There is a noticeable gap in understanding how this
cultural shift affects consumer identity, social
interaction, and long-term brand loyalty. Few studies
analyze how brands position sobriety, mindfulness,
and early-morning rituals as aspirational alternatives
to traditional nightlife. Addressing this gap is essential
to understanding how marketing both responds to and
shapes contemporary lifestyle trends.

III. LITERATURE REVIEW

Looking at to understand the changing landscape of
marketing, Bernd Schmitt’s 1999 theory of
experiential marketing is invaluable. According to
Schmitt, today’s consumers crave sensory, emotional,
cognitive and social experiences, and that’s what
brands are now using to hook them.

Well-known brands such as Nike have gone from
being purely functional to giving people a sense of
movement, motivation and belonging. Coming from
“Just Do It” to “Join the Movement”, Nike’s slogan
has turned from being all about personal performance
to inviting people to join a bigger community.
Something that’s in line with Schmitt’s relational
marketing model, which shows that people’s emotions
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and relationships are what keep them coming back to
a brand, not just its products.

Harvard Business Review’s 2021 report on
generational changes in the way people consume,
brought up a shift in the patterns of Gen Z, they’re
drinking less than the millennials did at the same age,
and prefer experiences that are clear-cut, emotionally
charged and give them a sense of control. This is
what’s being called “conscious hedonism”, basically,
people are looking for pleasure, but want it to be
balanced and healthy.

The rise of sober raves, run clubs and wellness
festivals shows just how much people are wanting to
have fun, but without the negative side effects of too
much alcohol. Morning Gloryville, a global movement
that combines dance, music, yoga and mindfulness in
sober environments, is a prime example of this, and by
reframing joy as a positive health-conscious thing,
knocks over traditional ideas about parties and
nightlife.

Indian brands like Blue Tokai Coffee and Subko are
also getting in on the action, merging physical activity,
coffee culture and ocializing in their events, turning
something as mundane as a cup of coffee into a
communal thing.

IV. METHODOLGY

This study utilizes the secondary data analysis method
of qualitative research. For this research, research
studies existing literature, marketing reports and
digital content analysis to explore how brands
influence social life in ways that they transform social
lives through wellness experiences.

They are based on official campaigns undertaken by
Nike Run Club and Morning Gloryville (2021-2024),
events organized by Blue Tokai Coffee and relevant
articles of Harvard Business Review, Forbes, and
marketing journals. In addition, interactions on social
media platforms such as Instagram and TikTok were
also explored, to see how the experiences are visually
and culturally enhanced.

V. ANALYSIS & FINDINGS

1. The New Status Symbol: Wellbeing

Brands are increasingly putting wellness into the
category of luxury. Participating in early morning
runs, coffee raves or sober dance practices suggests
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discipline, self-awareness, and lifestyles
consciousness. Nike Run Club’s campaigns represent
runners, not just as athletes, but also culturally
appropriate people who prioritise health and purpose.
This transformation from necessity to privilege and
identity has become the condition of wellness

2. The Currency of Community

Running clubs and wellness festivals promote a sense
of belonging. These communities serve as living
examples of brand ecosystems, where participation in
a brand is synonymous with Brand affiliation. Such
emotional bonds encourage loyalty far more
effectively than conventional advertising. Consumers
become participants and brand ambassadors

3. Digital Amplification

This normalisation and glamorization of “dawn life” is
central to social media platforms. Such a lifestyle can
only be an attractive utopia of the wellness archetype-
inspired by sunrise exercises, clean eating, and coffee
practices- is the absence of a healthy lifestyle. Brands
collaborate with micro-influencers in order to make
wellness accessible, authentic and aspirational.

4. Making Mindfulness a Product

As wellness branding is legitimate, it does de-
commodify self-care. Mindfulness becomes a product
packaged and strategically distributed but, consumers
will welcome the potential to participate, suggesting
that commercial wellness can be meaningful even
when it was founded in community and sincerity.

VI. DISCUSSION

Schmitt’s experiential marketing model is consistent
with the results. Consumers today are looking for
purpose, and companies that offer a sense of
community prosper.

The phenomena of “run clubs” and “coffee raves”
show how pleasure has changed from drunkenness to
purpose. But this change is also subject to criticism.
As wellness gains popularity, it runs the risk of
becoming just another consumer performance that is
exclusive, curated, and aestheticized. Therefore, in
order to preserve trust, brands need to strike a balance
between their commercial objectives and authenticity.
Successful ones, such as Blue Tokai’s local wellness

IJIRT 188939

partnerships do so by fostering sincere human
connection through common rituals.

VII. CONCLUSION

More than just a matter of taste, the shift from nightlife
to morning wellness represents a cultural
reinterpretation of happiness, community, and
ambition. Companies that recognize this change are
marketing engagement rather than escape, and
intention rather than intoxication. Curating
environments that empower rather than detract is the
new frontier of marketing.

Quantitative effects, such as how these campaigns
affect long-term brand loyalty or mental health, can be
investigated in future studies. For the time being,
however, one thing is certain: brands have learned to
sell the sunrise in a world that used to live for the night.
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