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ACTIVE AGING IS
ABOUT STAYING
ACTIVE, VIBRANT,
AND ENERGIZED
FOR YEARS TO
COME

WHO ARE THESE ACTIVE AGING CONSUMERS? IND

+ 2023 survey of 3500+ supplement consumers in the US, UK, Germany, Italy,
South Korea and Australia.

+ We dug into consumer segments with these five health concerns tied to active
aging: healthy aging, energy, mood, joint health and cardiovascular concerns,
resulting in a pool of around 60% of the above 3500 users (n=2098).

+ We then looked into this group’s perspectives by age, country, gender.




INDUSTRY

TOP 15 HEALTH CONCERNS AND WHAT THEY TOOK
SUPPLEMENT FOR BY AGE - ACTIVE AGING GROUP

(@) Key Insights:
« Those 18-34 heavily over indexed for issues related to mental health such as anxiety, lack of energy, mood and
depression.
* Those over 55 have concerns mostly centered around joint pain, high blood-pressure and high cholesterol
* It's interesting to note though that joint pain was a concern for 26% of those in the middle age group.
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HEALTH CONCERNS: TOP 5, 35-54 - ACTIVE
AGING GROUP

Key Insights:
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* Mental health issues are prominent among US and UK top health concerns among those 35-54, taking up three of

the top five spots.

* Germany only sees two mental health issues among their top five of those 35-54, lack of energy and mood.

Joint or other pain 47% Lack of energy 52% Lack of energy 53%
Lack of energy 45% Mood 49% Joint or Other Pain 47%
Anxiety or stress 44% Joint or other pain 44% Mood 44%
Mood 34% Anxiety or stress 44% General health 31%
Insomnia/sleep problems 33% Insomnia/sleep problems 30% Digestive complaints 29%
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HEALTH CONCERNS: TOP 5, 35-54 - ACTIVE
AGING GROUP

Key Insights:
* Lack of energy and anxiety or stress are the top 2 health concerns in ltaly and Australia, both polling above 35%.
* South Korea is heavily invested in eye health concerns.

2023 ltaly Top 5

2023 South Korea Top 5

2023 Australia Top 5

Lack of energy 61% | |Eye fatigue 68% | | Lack of energy 64%
Anxiety or stress 53% | |Lack of energy 55% | | Joint or other pain 50%
Joint or other pain 48% | | Poor/declining vision 48% | | Anxiety or stress 48%
Insomnialsleep problems 43% | | Joint or other pain 46% | | General health 37%
Digestive problems 36% | |Digestive 41% problems 37%




HEALTH CONCERNS: TOP 5, 55+ - ACTIVE INDUZTRY
AGING GROUP
§ Key Insights:

 Mental health issues are not as prevalent in the top five among those over 55.
* Instead, we have more high blood pressures and cholesterol concerns, and joint or other pain concerns.

Joint or other pain 65% | | Joint or other pain 68% | | Joint or other pain 73%
High cholesterol 49% | | Lack of energy 40% | | High blood pressure 43%
High blood pressure 44% | | High blood pressure 37% | | High cholesterol 31%
Healthy aging 37% | | Anxiety or stress 28% | | Lack of energy 27%
Lack of energy 30% i problems 27% ining vision 25%

HEALTH CONCERNS: TOP 5, 55+ - ACTIVE
AGING GROUP

Key Insights:

* Again we can see less mental health concerns among those over 55 and more joint concerns, high cholesterol and
blood pressure concerns along with some sleep issues.
* Energy though does sit third in Italy and fifth in Australia.

2023 ltaly Top 5 2023 Australia Top 5
Joint or other pain
High cholesterol 43%
Lack of energy 42%
Poor/declining vision 35%

Joint or other pain
Eye fatigue 60%
Poor/declining vision 49%

Joint or other pain
High blood pressure 40%
High cholesterol 39%
Anxiety or stress 37%
Lack of energy 37%

High blood pressure 40%
Oral health 35%

Insomnia/sleep problems 34%

USAGE LEVEL BY SUPPLEMENT INGREDIENT -  INDUSTRY
ACTIVE AGING GROUP
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USAGE LEVEL: AGE - ACTIVE AGING GROUP

Key Insight:

* The 18-34 age group have the highest response rates for supplement use by a decent margin while those over 55
have the lowest levels of usage across the board. We start to see this fall off with magnesium and omega-3s, but it
is quite stark with probiotics (-16%), protein powder as one would expect, and nootropics have a drop of 30%,

ashwagandha of 39%.
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USAGE LEVEL: US 2022-2023 - ACTIVE
AGING GROUP

Key Insights:

‘Apart from multivitamin; which saw no change year over year, total supplement use is down from 2022 across the board with many
seeing more than a 10% decrease.
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INDUSTRY
FAMILIARITY OF USE: COUNTRY, 35-54 - ACTIVE INDURT!
AGING GROUP
v Key Insights:
@ « ltalian users 35-54 have some of the highest peaks for vitamin D, magnesium, and prebiotics.
- South Korean respondents over-ndex.for colagen, lufein, prenomcs and glucosamine.
« Those n the aci have higher levels of to general supplement users.
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FAMILIARITY OF USE: COUNTRY, 55+ - ACTIVE INDUZTRY
AGING GROUP

Key Insights:
< Megnesium too-2 iy splkes wih Gomen, aan and Ausirlans over 85
« Prebiotics, Collagen and Lutein top-2 familiarity is high among those from South Kor

+ Those inthe acive 5gina Group Guneraly have gher leves o famlarty compared o general supplement sers.
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WHAT ELSE DO WE KNOW ABOUT OUR ACTIVE
AGING SEGMENTS?

We then sliced our e & Females

ITC data taking a look "‘ dominated

:t 5|:"11ealth'umbrellas: ' these segments
ealthy aging, energy, —61% i

mood,)}oigt I'?ealth a?'\szi 61% ,I,n fenergy

a cardiovascular and 59% in

segment to examine mocod for

behavior and attitude

] example (up 3%
differences

in the former,
1% in the latter)
from last year.
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WHAT ABOUT
TRUST AND
TRANSPARENCY?




WHAT TRANSPARENCY ASPECTS ARE
IMPORTANT?
Key Insight:

Detailed ingredient information being readily available is the number one response from all segments, topping out at 48% for the
hea\lhﬁ/ agi s;g ‘segment and 46% for the joint segment.
was next up for all 5 segments, highest in energy at 40%, up from 38% last year.
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WHAT INSPIRES CONSUMER TRUST?

Key Insight:
@ * “Atbrand level, a from a health care ol i the umber one rust bulder or all segment,sting above 35% n
all but energy and mood segments (a high of 37% for the joint segment).
« Longterm brand usage hes sipped for 3 lose second, especialy for neaithy aging, as we s a sike emerge for inicalresearchin
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WHAT ATTRIBUTES
DO THEY LOOK
FOR IN THEIR | |
SUPPLEMENTS?




KEY ATTRIBUTES WHEN PURCHASING INDLRTRY

Key Insights:

* Again, we see that a froma health care ional rates highly and is the number one response for those
sopesilly i he cardovasauar and ealty 29ng segrens

For those in the other segments, addressing their specific condition/concem is the number one important atiribute.

Detailed ingredient nformation has siipped in importance for both the healthy aging and cardiovascular segrments
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KEY TAKEAWAYS

©

Get these consumers earlier than you might think.

There are significant unfulfilled aging related concerns across most 35-54
and 55+ demographics.

« These 5 umbrella groups continue to be a good yardstick with which to
measure the active aging market.

With the exception of multivitamins and vitamin D, our survey shows that
DAILY users of any supplement sits at below 40%. Increasing compliance
and frequency of consumption, ie getting existing users to consume more
should be an easy path to increased sales.
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QUESTIONS

+1(303) 746-9555
len@tcstrategy.com

itestrategy.com

#itcinsights




