Nutritional approaches to age segmentation.

Age has traditionally been a primary delineator of mar-
kets. Have you also thought of approaching these segments
.~ nutritionally?
| For example, many adolescents between the ages of 10
and 16 are known to have poor eating habits. Proper vitamin and
- mineral intake is critical during this period of puberty. And where
food and nutrition are concerned, the mothers of these adoles-
® cents are a major buying influence. What about small children?
They, too, have been found tobe
. ¥ poor eaters. So mothers are espe- ¢
——— cially conscious of the nutritional
needs of this age group. e
~ Think about senior citizens. Although their caloric :
requirements drop in the golden years, their vitamin needs _~-._
remain constant. That means they may not be gettingall ~-
the vitamins they need because they're eating less.

Eating habits. A new segment.

Surprisingly, there is a great deal of common-
ality in the eating habits of different groups of consum- :
ers. Breakfast eaters, non-breakfast eaters, snackers
and dieters, for example, are catego-
ries as distinct as “lower middle in-
come” or “head of house-
hold with two chil-
dren.” This opens up a
whole new segmenta- '
~ tion strategy: present -
~ selectively fortified foods, nutritionally positioned to appeal outside their
; traditional meal roles. One example: Fortify apple sauce with vitamin C
and promote it as a companion breakfast food. Dry beverage mixes and
~ some fruit drinks, among other products, have %
- been successfully positioned in this manner.
’ Vitamin fortification might alsohelp
get non-traditional foods served at meals as
substitutes for traditional staples. The key
- istoensure that they contribute nutrition-
7 ally to a balanced meal. Convenience foods,
: dietetic foods or analogs that offer the same
~ nutritive value as the standard foods canbe
- positioned to play important roles in the menu.

Good nutrition can be good business. Let us help.

Many consumers are not getting the nutrition they need and they
know it. So do government and health professionals, many of whom look to
the food industry for solutions. We have developed a fortification rationale
for nutritional segmentation. For a copy of our position paper, just call
(201) 235-4115. Or write, Chemdex Information Services, Roche Chemical

Division, Hoffmann-La Roche Inc., Nutley, N. J. 07110.

Good nutrition is good business.



