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Executive Summary:  Cracking the Code for Growth 

According to the U.S. Centers for Disease Control and Prevention, growth in the number and proportion of older 

adults is unprecedented in the history of the United States, propelled by longer life spans and aging baby boomers. 

The number of Americans aged 65 and older will double during the next 25 years, accounting for nearly one-quarter 

of the country’s total population.  

 

The boomer/senior market already accounts for more than 50% of CPG spending, ringing up more than $200 billion 

across IRI’s multi-outlet geography in the last year alone. Segment growth is outpacing industry average, and, by 

2020, annual CPG spending by boomers and seniors will surpass $230 billion. 

 

Healthcare-related spending represents a significant share of overall CPG expenditures (more than $18 billion in 2020 

on non-prescription healthcare products alone) among mature shoppers, and spending will escalate as the 

population ages. These products play a crucial role in proactive preventative care and disease state management 

strategies. But, older shoppers also over-index on spending in less traditional “healthcare categories,” including some 

functional foods and skin care solutions that support longevity and vitality. 

 

Embracing and acting on the notion of proactive wellness and disease state management is crucial for CPG marketers 

that are looking to activate older consumers and protect and grow share within the mature marketplace, where a gain 

of even a fraction of one share point translates to hundreds of millions of dollars. Understanding that health-related 

opportunities span CPG aisles and sharing the “where, how and why” with older shoppers in an intimate and targeted 

fashion is also essential. To provide guidance to CPG marketers looking to maximize growth within the mature 

market, IRI commissioned an  extensive dissection of the shopping and consumption habits of older consumers and 

how they shift throughout the golden years.  

 

Unprecedented size, growth and buying power makes the mature marketplace a must-win for CPG marketers. 

Developing an adept ability to serve the many and varied needs of this disparate marketplace concisely and 

consistently will require frequent and granular assessments of consumer needs and near real-time implementation 

and management of finely tuned shopper marketing programs. 

 

Cohort Definitions 

Younger Boomers 

Older Boomers 

Seniors 

1956-1964 

1946-1955 

1925-1945 

50-58 

59-68 

69-89 

Birth Year Age 

 

• Crack the code on customization and 1:1 marketing in a 

dynamic marketplace; 

• Rely heavily, but not solely, on traditional media for shopper 

activation; enable and encourage migration to new media 

with integrated programs that accurately reflect older 

consumers’ level of engagement with newer tools, as well as 

each segment’s unique path to purchase 

 

Drive growth and create disequilibrium in mature markets with finely tuned customer activation strategies: 

• Engage consumers in their quest for longevity and vitality by evangelizing prevention as a first line of 

defense against chronic disease;  
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Source: IRI Consumer Network™ 52 weeks ended 2/9/2014 and same period prior years 

CPG spending growth among older shoppers is outpacing 
industry average. 

Exhibit 1 
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Boomers are aging, bringing along 

their free-spending ways, their quest 

for the fountain of youth, and their 

passion for unique experiences. 

 

So, while varying shifts in CPG 

spending patterns have yet to impact 

overall boomer and senior spending 

relative to each other and the market 

as a whole, change is in the air. 

 

In the coming years and decades, 

spending by older consumers will 

escalate due to cultural differences 

between the seniors of today and the 

seniors of tomorrow. Other factors, 

including boomerang kids, the 

need/desire to care for aging 

parents, and the inevitable escalation 

of health-related expenditures 

associated with aging, will prompt 

spending increases for some and 

pose financial difficulties for others. 

INDUSTRY GROWTH 
TOTAL INDUSTRY VERSUS BOOMERS & SENIORS 

2013-2014 

2.1% 
1.5% 

0.5% 

-0.5% 

Boomers & Seniors Total Market

2013 2014 

Spending Among Older Shoppers Is 

High and Poised for Growth 

 

Combined, boomers and seniors 

spent more than $200 billion on 

consumer packaged goods during 

the past year, an increase of 1.5% 

over the prior year at a time when 

industry sales were largely flat. 

Spending growth among boomers 

and seniors has been trending at an 

above-average pace for several 

years. 

 

This higher-than-average growth is 

partially a rebound from deeper-

than-average cuts made early in the 

downturn when sharp stock market 

declines threatened the financial 

security of those that had worked 

hard and made sacrifices for decades 

so that they could enjoy comfort in 

their retirement years. But, it is also 

the beginning of a critical tidal shift.  

$207.2 $214.7 $222.5 $230.6 

$397.6 $407.2 $417.0 $427.1 

2014 2016 2018 2020

Boomers & Seniors Total Market

INDUSTRY SIZE 
TOTAL INDUSTRY VERSUS BOOMERS & SENIORS 

2015-2020 ($ BILLIONS) 

 

By 2020, annual CPG spending by 

boomers and seniors will surpass 

$230 billion. 

 

 

Marketers that engage senior and 

boomer populations have a 

challenge on their hands. Between 

and among these segments there are 

stark contrasts in terms of needs, 

wants and shopping habits. 

While challenging, these differences 

also pose significant opportunities for 

CPG marketers that are willing to 

appreciate and reward the diversity in 

the marketplace and the evolving 

shopping and consumption 

behaviors that are exhibited 

throughout the golden years. 
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Source: IRI Consumer Network™ 52 weeks ended 2/9/2014  

Channel preferences vary across age cohorts. 

Exhibit 2 
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Grocery Spending Is Consistent, but 

Competing Channels Demonstrate 

Varying Share Across Age Cohorts 

 

The grocery channel is shopped by 

more than 99% of U.S. shoppers. So, 

it is no surprise that the channel 

captures similar share across golden 

ager consumer cohorts. 

 

Across other channels, however, 

share of CPG spending varies, 

sometimes rather notably. The drug 

channel captures a  disproportionate 

share of spending among senior 

shoppers. Illustrated later in this 

report, this is due, in part, to the fact 

that senior shoppers spend relatively 

heavily on healthcare products—a 

department in which the drug 

channel is particularly strong. 

 

stores share several important 

features, including geographic 

proximity, average store footprint 

and product assortments.  

 

Additionally, the dollar channel 

benefits from a solid value 

perception, which is important across 

consumer segments but critical 

across younger boomers, a group 

that has been particularly plagued by 

economic challenges. 

 

The channel continues to strategically 

adapt to capitalize on this strength to 

attract and activate shoppers. Dollar 

General, for instance, is building out 

consumables, particularly 

refrigerated and frozen foods and 

beverages, to drive shopper 

frequency and basket size1. 

 

 

It also speaks volumes of the effort 

drug retailers make to serve older 

shoppers well. For instance, Rite Aid 

recently introduced wellness65+, 

which offers seniors an array of 

special services and discounts, along 

with wellness65+ Wednesday, a 

program providing members 20% off 

qualifying purchases every 

Wednesday. Similarly, Walgreens 

recently held its second annual Senior 

Savings Day, a day when qualifying 

seniors save 20 % off a variety of 

private label lines and 15% off many 

other items in the store.  

 

The dollar channel captures above-

average share of spending across 

seniors and younger boomers. In 

part, this is because drug and dollar 

CHANNEL SHARE INDICES VERSUS AVERAGE 
HOUSEHOLD 

BASED ON SHARE OF DOLLAR SALES 
2014 

  
Younger Boomers  Older Boomers Seniors 

Grocery 99 97 97 

Drug 90 103 118 

Mass/Supercenter w/ Walmart 97 93 92 

Club 107 107 102 

Dollar 107 104 107 

1Source: Dollar General, 2013 Annual Report 
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Source: IRI Consumer Network™ 52 weeks ended 2/9/2014 

Despite an intense competitive environment, only minimal 
spending shifts have occurred during the past year. 

Exhibit 3 
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Minimal Share Shifts Despite Highly 

Competitive Environment 

 

Indeed, retailers across channels are 

shifting strategies, from store 

footprint to assortment, to protect 

and grow share in a highly 

competitive marketplace. 

 

Despite fierce competition, share of 

spending has changed very little 

across older consumer segments 

during the past year. The most 

notable changes occurred in the 

grocery channel, within the boomer 

cohorts. Here, share slipped 0.4 

percentage points as boomers 

shifted spending to other CPG 

outlets. 

 

Meanwhile, enhancing and honing 

assortment of consumables as a 

means of driving footfall continues to 

be a focus across other retail 

channels. Walgreens, for instance, 

has expanded consumables, with a 

particular focus on urban markets, 

where the banner sometimes serves 

as a surrogate grocery store because 

there is no supermarket presence. 

 

Retailers across channels are 

competing for share of spending 

among these valuable shoppers. The 

most promising strategy, of course, is 

to understand expectations among 

target shoppers and develop 

products and programs that serve 

these needs and wants. 

 

 

Despite these share losses, grocers 

remain fully committed to serving 

older consumers and they have done 

a commendable job staving off share 

losses in the face of intense 

competition and a challenging 

economy.  

 

Value is at the heart of some of these 

efforts. A common activation strategy 

throughout the industry is the weekly 

senior savings program, where 

consumers over a certain age receive 

a discount on purchases made on a 

particular day of the week. Kroger, 

Publix and Trader Joe’s are just a few 

examples of retailers with this type of 

program. 

TOTAL CHANNEL SHARE POINT CHANGE VERSUS YEAR AGO  
BASED ON SHARE OF DOLLAR SALES 

2014 

  Younger Boomers  Older Boomers Seniors 

Grocery (0.4) (0.4) 0.0 

Drug +0.1 +0.2 +0.3 

Mass/Supercenter w/ Walmart +0.3 +0.1 +0.1 

Club +0.3 +0.2 +0.1 

Dollar 0.0 0.0 (0.1) 

*Note: among younger boomers, share of “other,” which includes online sales and retail channels outside those displayed, slipped 0.3 points. 
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Source: IRI Consumer Network, 52 weeks ending 2/9/2014 

Sam’s Club and Winn Dixie Among 

Retailers Proving Successful at 

Capturing Share Among Boomers & 

Seniors 

 

A number of retail banners are 

capturing higher-than-average 

spending among boomer and senior 

segments (SEE EXHIBIT 4). Several of 

these retailers, including Publix and 

Winn Dixie, are based in Florida, 

which, of course, has a significant 

concentration of older consumers. 

 

Mentioned earlier in this report, 

these and other retailers are building 

and honing programs aimed at 

capturing the attention and dollars of 

this valuable group. 

 

In addition to expanding food and 

beverage offerings, which helps to 

drive footfall, Walgreens continues to 

convert its stores to a “Well 

Experience” format, providing a 

“community pharmacy focus “ for its 

customers. Pharmacists are making 

more of an effort to come out from 

behind the counter to engage 

shoppers in conversations, focusing 

on prevention and educating 

shoppers about generic drugs. 

Health and wellness assortment, 

including private label, is also being 

expanded1. 

 

 

 

Publix is also focused on 

strengthening its health and wellness 

focus. Earlier this year, the retailer 

introduced the Sync Your Refills 

program, which allows consumers to 

select a single day each month to get 

all of their prescriptions refilled2. The 

goal is to facilitate the medication 

management process and encourage 

consumers to engage pharmacists in 

the health management process. 

 

Dollar General is capturing above-

average share among younger 

boomers, and the retailer continues 

to focus on driving frequency and 

footfall by enhancing its assortment 

of chilled and fresh products. 

Additionally, Dollar General is 

optimizing assortment at the store 

level, based on geography and 

demography, with an emphasis on 

ensuring ample assortment in health 

and beauty items3. 

TOP RETAILERS* 

BASED ON INDEX OF DOLLARS PER 
1000 HH FOR COHORT VERSUS 

TOTAL U.S. 
LISTED IN ALPHABETICAL ORDER 

YOUNGER BOOMERS 

OLDER BOOMERS 

SENIORS 

BJ’s Wholesale 

Dollar General 

Food Lion 

Sam’s Club 

Winn Dixie 

Costco 

Publix 

Sam’s Club 

Walgreens 

Winn Dixie 

Dollar Tree 

Price Chopper 

Publix 

Tops 

Walgreens 

Sam’s Club & Winn Dixie are 
winning in mature markets. 

Exhibit 4 

*Note: Among the 25 largest retailers, based on dollar 
sales. 

Source: 1IGD Retail, Walgreen Snapshot, April 2014; 2 Progressive Grocer January 2014; 3 IGD Retail, Dollar General Snapshot, April 2014 
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  Total Panel Younger Boomers  Older Boomers Seniors 

Beauty/Personal Care 8.1% 7.1% 6.7% 6.7% 

Center Store 56.7% 58.3% 58.5% 57.1% 

Fresh/Perishable 16.4% 16.0% 15.4% 15.4% 

Frozen 10.2% 10.2% 9.3% 9.2% 

General Merchandise 3.0% 3.0% 3.3% 3.5% 

Healthcare 5.6% 5.4% 6.8% 8.0% 

Source: IRI Consumer Network™ 52 weeks ended 2/9/2014 

CPG spending varies across age cohorts; healthcare spending 
increases significantly with age. 

Exhibit 5 
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Health & Wellness Is a Focus for Most 

Mature Shoppers; Opportunities for 

CPG Marketers Span the Aisles 

 

On average, consumers spend 5.6% 

of their CPG dollars on non-

prescription healthcare products. A 

cross section of spending across 

CPG departments illustrates, though, 

that spending on healthcare 

products escalates with age (SEE 

EXHIBIT 5). Among seniors, an 

average 8.0% of CPG dollars are 

spent in the healthcare department. 

 

But, an important transformation is 

taking place in the United States. 

According to a recent Bain & Co. 

Healthy Living Survey, 75% of 

consumers are focused on living a 

healthier lifestyle1. Many of these 

consumers are investing in  

L’Oréal’s Advanced Haircare, a line of 

hair care products that makes hair 

more beautiful by enhancing hair 

health—repairing split ends, fortifying 

weakness and smoothing roughness—

took the top spot. 

 

Retailers are innovating to serve this 

market, too. Walgreens, for instance, 

recently partnered with 

GlaxoSmithKline to launch 

Sponsorship to Quit, a free online 

smoking cessation program. And     

H-E-B and Rediclinic just added an 

online component to their Weigh 

Forward weight loss program2. 

 

Going forward, retailers and 

manufacturers must continue to look 

across the store for opportunities to 

support and advance consumers’ 

wellness-related efforts. 

 

 

healthier living today to minimize 

long-term healthcare expenditures. 

As a result, “healthier for you” has 

emerged as a significant opportunity 

across CPG aisles. 

 

IRI’s latest New Product Pacesetters 

study begins to quantify this sizable 

opportunity. The analysis revealed 

that top 2013 healthier-for-you 

product launches garnered more 

than $4.6 billion in cumulative year-

one sales across IRI’s multi-outlet 

geography. 

 

These products are not limited to 

healthcare aisles. The top-selling new 

food launch, for instance, was 

Dannon Light & Fit Greek yogurt, a 

yogurt that has twice the protein of 

traditional yogurt, with only 80 

calories. And, among non-foods,  

DOLLAR SHARE OF CPG SPENDING 
BY DEPARTMENT 

2014 

  Younger Boomers  Older Boomers Seniors 

Beauty/Personal Care 7.1% 6.7% 6.7% 

Center Store 58.3% 58.5% 57.1% 

Fresh/Perishable 16.0% 15.4% 15.4% 

Frozen 10.2% 9.3% 9.2% 

General Merchandise 3.0% 3.3% 3.5% 

Healthcare 5.4% 6.8% 8.0% 

Sources: 1Drug Store News, March 2014; 2 SIC 
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Source: IRI Consumer Network™ 52 weeks ended 2/9/2014 

Older consumers tend to be light spenders in private label 
beauty and personal care but over-index in the healthcare 

department. 

Exhibit 6 
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Private Label Trends Consistent in 

Most Departments; Healthcare and 

Beauty/Personal Care Departments 

Are Stand-Outs 

 

Across a majority of CPG 

departments, private label spending 

patterns among older consumers are 

fairly consistent with that of the 

population as a whole.  

 

Among seniors, spending skews low 

in fresh/perishable and frozen 

departments, largely due to lower-

than-average spending on private 

label natural cheese and frozen 

poultry, respectively. 

 

Among older boomers, spending 

skews slightly high in general 

merchandise, driven by 

In the healthcare department, private 

label spending skews quite high 

among older boomers and seniors. In 

fact, private label earns a 

disproportionate share of spending 

across 83% of healthcare categories 

across older boomer and senior 

cohorts. 

 

Boomers and seniors spent more 

than $13 billion on CPG healthcare 

solutions during the past year (more 

than half of total CPG healthcare 

spending). And, illustrated earlier, 

this department captures an 

increasing share of spending as 

consumers age. Disproportionately 

high and growing spending, coupled 

with the fact that everyday private 

label prices  offer considerable 

savings opportunities for older 

shoppers, supports this trend. 

 

above-average spending on private 

label batteries and private label 

candles. 

 

The most noteworthy differences and 

shifts in private label spending across 

older consumers occur in the beauty 

and personal care and healthcare 

departments. 

 

In beauty and personal care, younger 

boomers are the lightest spenders on 

private label solutions, largely due to 

lower-than-average spending on a 

few key categories, including diapers, 

wipes and feminine hygiene 

solutions.  Among older boomers and 

seniors, spending on private label 

adult incontinence increases sharply, 

bumping average department-level 

spending up.  

PRIVATE LABEL SHARE INDICES 
BASED ON SHARE OF DOLLAR SALES, BY DEPARTMENT 

INDEX: AVERAGE = 100 

  Total Panel Younger Boomers  Older Boomers Seniors 

Beauty/Personal Care 8.1% 7.1% 6.7% 6.7% 

Center Store 56.7% 58.3% 58.5% 57.1% 

Fresh/Perishable 16.4% 16.0% 15.4% 15.4% 

Frozen 10.2% 10.2% 9.3% 9.2% 

General Merchandise 3.0% 3.0% 3.3% 3.5% 

Healthcare 5.6% 5.4% 6.8% 8.0% 

  Younger Boomers  Older Boomers Seniors 

Beauty/Personal Care 83 86 95 

Center Store 102 102 101 

Fresh/Perishable 99 93 89 

Frozen 100 91 87 

General Merchandise 99 105 102 

Healthcare 101 130 147 
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Educate consumers about common health-related issues 
and the benefits of products/ingredients found in 

healthcare aisles. 

Exhibit 7 Understand Wellness-Related 

Concerns and Goals at an Intimate 

Level; Activate Shoppers with 

Educational Programs 

 

Consumers are embracing proactive 

self-care because it’s more 

convenient and less costly to 

maintain good health today than it is 

to face chronic disease tomorrow. 

For the U.S. economy, too, proactive 

self-care reduces burden for 

Managed Care Organizations. 

 

Healthcare marketers that support 

these efforts will reap benefits, too—

increased sales. Illustrated to the 

right, aging consumers invest 

disproportionately in a wide range of 

preventive care and simple 

healthcare solutions. As a result, 

sales of these products are showing 

exceptional growth among the 

mature marketplace (SEE EXHIBIT 7). 

 

To protect and grow share in these 

and related categories, marketers 

must understand the broad range of 

conditions that are prevalent and/or 

top-of-mind among older consumers 

and how perspectives change over 

time. Furthermore, understanding 

must include ingredients and 

products that can help consumers 

prevent and manage these diseases. 

 

CPG marketers must accept a critical 

role in passing this knowledge along 

to consumers in a way that is 

understandable by each and every 

affected consumer.  

 

Source: IRI Consumer Network™ 52 weeks ended 2/9/2014; IRI Market Advantage™ 52 weeks ended 
5/18/2014 and same periods prior years 

PROJECTED ANNUAL GROWTH: KEY HEALTHCARE 
CATEGORIES 

DOLLAR SALES 2014-2016(P) 

Gastrointestinal Liquid 

Home Healthcare/Kits 

Vitamins 

Gastrointestinal Tablets 

Internal Analgesics 

0% to 2% 

-1% to 1% 

3% to 5% 

0% to 2% 

-2% to 0% 

6% to 8% 

4% to 6% 

2% to 4% 

0% to 2% 

1% to 3% 

Average Seniors 
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INDEXOF CONSUMERS VERY OR SOMEWHAT CONCERNED 
WITH THE ISSUE 

BY SEGMENT 

Source: IRI MedProfiler 

94 

95 

107 

113 

127 

107 

105 

107 

103 

117 

110 

109 

106 

101 

105 

Managing Stress

Getting Enough
Sleep

Weight

High Fructose Corn
Syrup

Cholesterol

Younger Boomers Older Boomers Seniors

% of All 
Consumers 

54% 

52% 

74% 

70% 

72% 

Average= 100 
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Emphasize the important role nutrition and prevention 
play in healthier living. 

Exhibit 8 
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Champion Good Nutrition and Healthy 

Habits as Key to Healthy Living 

 

Americans’ proactive approach to health 

and wellness is evidenced in a range of 

lifestyle changes, practices and activities, 

including; engaging in regular exercise, 

drinking more water, taking vitamin 

supplements, limiting “treat” foods, etc. 

Generally, these practices increase with 

age (SEE EXHIBIT 8). 

 

Functional foods, such as intrinsic health 

value bars (e.g., KIND Fruit & Nut Bars) 

and tea, are enjoying relatively strong 

sales, largely because they support a 

healthy lifestyle. But, spending on many 

functional food categories is below 

average among mature consumers. In 

some instances, growth is also lagging. 

This is a dichotomy that must be 

addressed by CPG marketers. 

 

Older consumers are on a mission. They 

are focused on achieving and maintaining 

wellness, not the latest fad. Many of the 

more than 9,500 new brands that hit retail 

shelves each year bring to market new 

ingredients and new benefits1. For the 

34% of older consumers who are “always 

on the lookout” for new foods that 

support their nutritional goals, these new 

launches are a welcome addition2. 

 

But, this flood of newness can be 

overwhelming, so it must be carefully 

managed by CPG marketers. Clear 

communication of product benefits, 

product uses and value is absolutely 

essential.  

PERCENT OF CONSUMERS DOING THE FOLLOWING ON 
MOST DAYS 
BY SEGMENT 

Source: IRI MedProfiler 

46% 

75% 

24% 

36% 

46% 

71% 

73% 

51% 

75% 

21% 

35% 

35% 

72% 

66% 

57% 

77% 

15% 

32% 

25% 

74% 

61% 

Eat at a fast-food
restaurant

Eat dessert or indulgent
snacks

Take a fiber supplement

Use heartburn/acid
indigestion product

Take a calcium
supplement

Be active/exercise at
least 20 minutes daily

Take a multi-
vitamin/supplement

Younger Boomers Older Boomers Seniors

Source: 1IRI 2013 New Product Pacesetters; 2 IRI 2014 New Products Survey 

Source: IRI Consumer Network™ 52 weeks ended 2/9/2014; IRI Market Advantage™ 52 weeks ended 
5/18/2014 and same periods prior years 

PROJECTED ANNUAL GROWTH: FUNCTIONAL 
FOOD CATEGORIES 

DOLLAR SALES 2014-2016(P) 

Wheat Germ 

Intrinsic Health Value Bars 

Refrigerated Tea 

Sports Drinks 

Energy Drinks 

-6% to -4% 

10% to 12% 

6% to 8% 

3% to 5% 

9% to 11% 

-4% to -2% 

17% to 19% 

3% to 5% 

3% to 5% 

7% to 9% 

Average Seniors 
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Drive growth in a stagnant anti-aging skin care market with 
customized products and highly targeted marketing programs. 

Exhibit 9 

11 

Drive Growth in the Anti-Aging 

Market with Customization 

 

Along with feeling great comes 

looking great. Older consumers are 

highly motivated to “not look or feel” 

their age. Still, sales of anti-aging skin 

care products have been stagnant 

during the past several years, slowed 

by a saturated marketplace and 

conservative consumer behaviors 

(SEE EXHIBIT 9).  

 

Meanwhile, for CPG marketers, new 

product innovation has helped 

propel growth within the beauty 

sector as a whole. Illustrated in IRI’s 

New Product Pacesetters, this 

segment grew 5.1% from 2011 to 

2013 (versus industry average 4.6%), 

supported by launches that offer 

customized beauty benefits—many of 

which are geared toward fighting 

signs of aging, such as loosening 

skin, yellowing teeth and changes in 

hair texture and strength. Maybelline 

Instant Age Rewind reduces fine lines 

and wrinkles. Pantene’s Pro V has an 

Age Defy line, which fights the seven 

signs of aging hair. 

 

Across some anti-aging categories, 

seniors are demonstrating higher-

than-average spending. In others 

though, there is a lag. CPG marketers 

must tap into “age defying” 

opportunities across beauty 

categories, and they must begin by 

understanding where they are 

successfully capturing a fair share of 

spending across boomers and 

Source: Mintel, Anti-Aging Skin Care, February 2014 

$2.20 $2.14 $2.11 $2.08 $2.05 

2011 2012 2013 2014 2015

For. Est. 

U.S. ANTI-AGING SKIN CARE SALES 
RETAIL SALES, $ BILLION 

2011-2015F 

cohorts. With a clear understanding 

of where  and why these shifts occur, 

marketers can develop new products,  

packaging and marketing stories to  

protect and grow share of this 

valuable market sector. 

seniors, and where opportunity gaps 

exist. In many instances, including 

facial cleansers and body and facial 

anti-aging products, spending 

patterns shift dramatically across age 

Source: IRI Consumer Network™ 52 weeks ended 2/9/2014; IRI Market Advantage™ 52 weeks ended 
5/18/2014 and same periods prior years 

PROJECTED ANNUAL GROWTH: ANTI-AGING SKIN 
CARE CATEGORIES 

DOLLAR SALES 2014-2016(P) 

Body Anti-Aging 

Facial Anti-Aging 

Facial Cleanser 

Facial Moisturizer 

-6% to -4% 

-2% to 0% 

2% to 4% 

1% to 3% 

-7% to -5% 

2% to 4% 

4% to 6% 

2% to 4% 

Average Seniors 
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Source: IRI MarketPulse Survey, Q1 2014 

90 

92 

92 

96 

103 

109 

110 

112 

102 

100 

121 

112 

104 

116 

83 

Signs or displays in the store

Coupons from home

In-store circular

Product label/packaging

Newspaper circulars from
home

18-34 35-54 55+

INFLUENCERS OF BRAND DECISIONS 
BY COHORT, INDEX: AVERAGE = 100 

Exhibit 10 

35 

41 

46 

48 

56 

122 

124 

122 

119 

122 

344 

308 

291 

296 

246 

Reco./info. from blogs or
social networking sites

Mobile advertising

Smartphone apps

In-store touch screen digital
signal

Online advertising

18-34 35-54 55+

% of 
Consumers 

8% 

5% 

9% 

5% 

8% 

Average= 100 

Engage through traditional media; supplement with new media 
programs that are tailored to target consumers’ place on the 

technology adoption curve. 

% of 
Consumers 

53% 

29% 

46% 

58% 

30% 

Average= 100 

INFLUENCERS OF BRAND DECISIONS 
BY COHORT, INDEX: AVERAGE = 100 

Customer Activation Programs Must 

Cross Media Platforms, with a Mix and 

Approach that Is Highly Targeted to 

Consumers’ Abilities and Preferences. 

 

Older consumers peruse a wide 

variety of media when shopping for 

packaged goods (SEE EXHIBIT 10). 

Clearly, traditional platforms, such as 

circulars and coupons, are more 

widely used versus digital media. 

 

Still, new media must play an integral 

role in customer activation programs, 

including social media. More than 27 

million people over the age of 55 are 

engaged in social networking. Nearly 

three-quarters (71%) of boomers and 

59% of seniors visit social networking 

sites on a daily basis. And, 44% of 

smartphone users over the age of 50 

access the Internet or check email 

daily from their device1. 

 

Education and customization must 

play a critical role in these programs. 

Illustrated to the right, the impact of a 

variety of new media tools varies 

drastically across age cohorts due to a 

number of factors, including device 

ownership and level of comfort with 

the platform. 

 

The good news is, though, that older 

consumers are already engaged. 

Now, it’s up to marketers to 

understand and deliver against the 

current level of engagement to drive it 

to the next level. 

Source: 1Reaching Today’s Boomers & Seniors Online, Ipsos and Google, 2013 

12 

Source: IRI MarketPulse Survey, Q1 2014 
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Source: CDC, National Center for Health Statistics; National Vital Statistics System, 2007-2009 

86.0% 

8.8% 

0.6% 
3.8% 

0.1% 

82.2% 

10.7% 

0.9% 
4.8% 

0.2% 

77.3% 

12.3% 

1.2% 
7.1% 

0.3% 

White Black American
Indian/Alaska

Native

Asian Native
Hawaiian/Pacific

Islander

2012

2030

2050

PREVALENCE OF CHRONIC CONDITIONS LEADING TO 
DEATH 

AMONG AMERICANS 65+, 2007-2009 

Exhibit 11 

Stay on top of evolving population trends, and anticipate and 
deliver against associated impacts on chronic disease and 

disease state management. 

U.S. POPULATION AGED 65+ AND DIVERSITY 
2010-2050 

Source: U.S. Census Bureau 

Keep Products and Programs in 

Lockstep with the Evolving Ethnic 

and Racial Profile of the United States 

 

There is no question that the U.S. 

population is becoming more 

ethnically and racially diverse. This 

trend transcends age brackets, 

including older ends of the age 

spectrum. By 2050, 12% of the 

population will be Hispanic and 7% 

will be Asian1. Meanwhile, whites as a 

percent of the total population will 

decline nearly nine points. These 

population shifts will have a 

significant impact on chronic disease 

profiles within the United States. 

 

While heart disease and cancer 

impact major ethnicities in the United 

States with similar frequency, other 

chronic conditions are more 

prevalent among some populations 

than others (SEE EXHIBIT 11). For 

instance, 2.5% of white, non-

Hispanics died from the impacts of 

diabetes between 2007 and 2009,  

versus 5.6% of Hispanics. Similarly, 

3.1% of blacks died from 

complications due to Alzheimer’s 

disease during this timeframe, versus 

4.6% of white, non-Hispanics. 

 

This disparity can and will play out in 

the lifestyle, shopping and 

consumption habits. As ethnic 

diversity increases, its impact on CPG 

trends will escalate. Marketers must 

prepare now to compete in an 

evolving consumer landscape,  

(8.7 points) +3.5 points +0.6 points +3.3 points +0.2 points 

  

All Races/ 
Ethnicities 

White, 
Non-

Hispanic 

Black, Non-
Hispanic 

Hispanic 

Heart Disease 27.7% 27.6% 28.2% 27.6% 

Cancer 22.1% 21.9% 23.1% 21.6% 

Chronic Lower Respiratory Diseases 6.5% 7.0% 3.7% 4.2% 

Stroke 6.4% 6.3% 7.0% 6.6% 

Alzheimer's Disease 4.4% 4.6% 3.1% 2.9% 

Diabetes 2.8% 2.5% 4.7% 5.6% 

Influenza/Pneumonia 2.6% 2.6% 2.3% 3.0% 

to go-to-market, educational and 

promotional strategies. 

addressing everything from new 

product ideation and concept testing 

Source: 1U.S. Census Bureau 
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Protect and grow loyalty among current best shoppers and expand activation of key growth segments with 

integrated media programs that reflect an understanding of each consumers’ unique path to purchase.  

• Analyze sales response of existing programs at the household level to understand impact across key shopper 

segments and identify cross-platform synergies between traditional media and more targeted digital campaigns 

• Invest to understand different groups of people who share common attitudes and behaviors and create 

comprehensive segments for highly efficient targeting 

 

Carve pockets of growth with a portfolio of marketing strategies that reflects a full appreciation of the diversity 

and individuality across the boomer and senior marketplace.  

• Streamline marketing costs, reduce waste and maximize return on marketing investment by identifying unique 

growth opportunities through the use of micro-segmentation 

• Aggregate and address similar shopper preferences with store clustering to optimize plan-o-gram and 

promotional programs 

 

The mature market segment is poised for significant growth—in numbers and buying power. To fully capitalize on the 

opportunities set forth by this unprecedented demographic shift, CPG marketers must develop a keen understanding 

of the aspirations, challenges and attitudes that mark the unique and diverse mature marketplace. This knowledge will 

serve as a critical foundation for determining the role CPG brands and retail banners can play in boomers’ and seniors’ 

lives and as a catalyst for spurring mature consumers into action. 

Engage consumers in their quest for longevity and vitality by evangelizing prevention as a first line of defense 

against chronic disease. 

• Adopt a broad understanding of healthier living; look across—even outside—traditional CPG aisles to understand 

new technologies, ingredients and products that support a healthier lifestyle, and how those 

products/ingredients/technologies can be wrapped into your existing or emerging product portfolio 

• Pinpoint white-space innovation opportunities by dissecting how target shoppers define and organize their 

needs and wants in your category as well as categories that they view as substitutes to your category 
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For insights generated by longitudinal 

consumer purchasing, shopping, 

attitudinal, demographic and geographic 

information, turn to IRI Consumer 

Network™  

This nationally representative panel of households tracking purchases with 

hand-held barcode scanners delivers extensive demographic profiles to 

enable in-depth analysis of purchase behavior across standard or custom-

defined consumer segments across channels. 

Resources 

If you enjoyed this report, you may be interested in the following IRI products and services, which provide customizable 

insights into important trends that are impacting boomers and seniors: 

To maximize the impact of your health and 

wellness-related marketing campaign, rely on 

IRI MedProfiler™ 

IRI’s MedProfiler™ Survey is an annually fielded questionnaire that helps 

retailers and manufacturers who require more effective health and wellness- 

related marketing campaigns to identify brand growth opportunities. 

MedProfiler™ Health and Wellness Survey covers a wide variety of individual 

issues including health opinions, health concerns, medical conditions, diet 

types, allergies and lifestyles.  

Copyright © 2014 Information Resources, Inc. (IRI). All rights reserved. IRI, the IRI logo and the names of IRI products and services referenced herein are either 

trademarks or registered trademarks of IRI. All other trademarks are the property of their respective owners. 

About IRI. IRI is a leader in delivering powerful market and shopper information, predictive analysis and the foresight that 
leads to action. We go beyond the data to ignite extraordinary growth for our clients in the CPG, retail and over-the-counter 
healthcare industries by pinpointing what matters and illuminating how it can impact their businesses across sales and 
marketing. Move your business forward at IRIworldwide.com 

Corporate Headquarters: 150 North Clinton St., Chicago, IL 60661, USA, (312) 726-1221 
 

FOR MORE INFORMATION 

Please contact Susan Viamari at 

Susan.Viamari@IRIworldwide.com  with 

questions or comments about this report. 
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To achieve faster, more precise, effective and 

efficient results from your digital media 

campaigns, count on IRI ProScores™ 

IRI syndicated  ProScores™ differentiates the digital media target audience at 

the digital cookie level by their potential for high, medium, or low spend on a 

category, subcategory and/or brand with a proven purchase-based targeting 

mechanism that provides marketers with a faster, more precise, effective and 

efficient way to reach their right audiences than traditional targeting.  

To optimize promotion, media and retail-

specific marketing programs at the household 

and store levels, turn to IRI ShopperSights™ 

IRI’s ShopperSights™ activation planning platform delivers higher returns on 

activation and growth efforts by enabling effective media planning and 

retailer execution at the individual household and store levels.  


