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This segment of the population continues to perplex F&B companies which have seen 
their share of marketing mistakes, as well as successes, reports Eleanor Yap.

Marketing to the ageing

T
he world’s population is ageing, 
and while some F&B compa-
nies are still trying to wrap their 
heads around this segment of 

the population and suss out the market, 
others continue to be blind to the grey-
ing consumer. 

According to global ageing statistics, 
almost one in 10 people today are more 
than 60 years old and by 2050, one in 
five people will be over 60. In Asia, the 
elderly population is projected to reach 
922.7 million by the middle of this 
century and “is on track in the next few 
decades to become the oldest region 
in the world”, according to the Asian 
Development Bank.

As this segment of the population 
continues to grey, F&B companies have 
seen some hits and misses. US maker of 
baby food, Gerber (now part of Nestlé), 
found that many older consumers with 
dental and stomach problems were buy-
ing its products for their own use. As a 
result, the company launched a line of 
similar food called Senior Citizen in the 
1950s. 

According to the book The Food 
Industry Wars: Marketing Triumphs and 
Blunders by Ronald Michman and Ed-
ward Mazze, “… Gerber placed a picture 
of a senior citizen on their jars and 
managed to gain supermarket coopera-
tion to establish a separate aisle for senior 
citizen food. The elderly market response 
was poor. This market did not desire to 
be singled out in such a way. The idea of 
special food in baby jars was abhorrent 
to this market. Gerber had made a major 
mistake.” The product was withdrawn.

Another product that fizzled out was 
F&B giant Danone’s calcium-rich Talians 
mineral water. It was not only targeted 
at older consumers but its packaging and 
design was also suited for them — its 
label was clear and readable, and had a 
large, easy-grip cap ideal for those with 
arthritic hands. The product launched 
in France at end-1999 and since then, 
Danone has no products catered to the 
older consumer.

The view that the greying market is 
only about frailty and stingy old-timers 
is outdated. Today’s seniors are wealthier 

and healthier than their past counter-
parts, and they are living longer. Accord-
ing to a 2002 article by The Economist 
titled Marketing to the old: Over 60 and 
overlooked, they not only have more 
time to spend their money but “… the 
self-indulgent baby-boomer generation 
in particular is [also] determined to enjoy 
itself to the end”.

And there are the hits …
There have also been some hits, particu-
larly in the nutrition products category. 
For Fonterra, its Anlene Gold high-cal-
cium, low-fat milk powder is formulated 
for those 51 and above, and contains 
nano-calcium, which is more than 100 
times smaller than normal calcium, and 
builds up strong bones and reduces the 
risk of osteoporosis.

Said Paulo Ocampo, category 
manager  — Anlene at Fonterra: “With 
Asia’s fast-growing and ageing popula-
tion, people are becoming increasingly 
focused on maintaining their active 
lifestyles longer. As [such], they are look-
ing for products that can help with this. 
Maintaining strong and healthy bones 
is essential for people to stay mobile, 
and this is where Anlene can help …” 

To date, Fonterra has spent more than 
NZ$50 million (US$41.5 million) on 
bone health research and NZ$15 million 
on the development of Anlene, increas-
ing its understanding of osteoporosis, 
and the role of dairy in its prevention.

The company has launched a formu-
lation in Malaysia that contains FOS-
Inulin, which helps increase calcium 
absorption and improve bone strength, 
as well as Anlene Concentrated Calcium 
Milk Powder in Thailand that offers four 
times more calcium than regular milk. 
Including these countries, Anlene is sold 
in over 15 countries across Asia and the 
Middle East.

Another product in the nutrition 
category is Ensure by Abbott Laborato-
ries. An Abbott spokesperson cited the 
World Economic Forum which indicated 
that by 2050, besides a growing over-60 
population, life expectancy in Asia would 
reach 77 years of age.

“To this end, as the Asian population 
ages, their requirement for high-quality, 
science-based, nutrition-related products 
is expected to increase … We are seeing 
the Asian senior desiring an increasing 
propensity for maintaining good physi-
cal health, memory and other cogni-

For Fonterra, its Anlene Gold high-calcium, low-fat milk powder is formulated for those 51 
and above, and contains nano-calcium, which is more than 100 times smaller than normal 
calcium, and builds up strong bones and reduces the risk of osteoporosis.






	p38.foodbizasia.0214 - marketing to the ageing
	Marketing for the ageing_page 2.pdf
	Marketing for the ageing_page3

