US Women 50+ Online Purchasing: Health
Supplement Market Intelligence

Women aged 50+ control $15+ trillion in purchasing power and represent the highest
supplement usage demographic in America—80.2% of women 60+ regularly consume
supplements. cpc This comprehensive research identifies the most actionable insights for
direct-to-consumer health supplement marketing through VSL funnels and native

advertising.

1. Top product categories purchased online by US women 50+

The $316 billion US women's apparel market leads online purchases, but health and
wellness represents the fastest-growing category for this demographic. Baby Boomers

increased online spending by 49% between 2020-2021, with average annual online

expenditure of $1,615.

BusinessDasher

Rank Category Market Indicators Growth Rate
. Steadily increasing
Apparel & $316B total market; Boomers contribute .
1 . . (Morning Consult
Fashion ~20% of online apparel sales
2024)
Health $17.8B menopause products (2024);
2 Supplements Vitamin Shoppe added 40+ women's 50+ 12%+ YoY
& Vitamins products
Beauty & 40% purchase online; women pay 13% . . .
3 . L . High single digits
Personal Care premium for quality ingredients
Groceries & $200B+ online grocery by 2028; 14% of
4 . 10-12% annually
Food Boomers order delivery
Electronics & $756 average annual spend; 71% of 50+
5 . ) Moderate
Entertainment bought tech in 2025
Home & Leading Cyber Monday category; “re-
6 . Steady
Garden feathering” trend



Travel & 50+ women control 80% of luxury travel 235% growth

7

Leisure purchases projected 2018-
2050

Jewelry & .

8 . ~20% purchase online Moderate
Accessories

. 265% growth

Healthcare & Women make 93% of OTC pharmaceutical .

9 . projected 2018-
oTC decisions

2050

) $1.4B US pet supplements by 2027; i
10 Pet Supplies Growing
women account for 80% of purchases

Women 50+ are 8.43% more likely than other generations to shop online at least
annually, and 90% of Baby Boomers have made an online purchase in the past 12 months.
Critically, this demographic drives 48% of incremental spending growth in 2025
according to McKinsey's State of Fashion report.

Actionable insight

Health supplements represent the highest-growth opportunity within this demographic’s
purchasing behavior. The convergence of high online adoption rates, rising supplement
usage, and demonstrated willingness to pay premiums for quality positions the 50+
women's supplement market as exceptionally attractive. Marketing should emphasize that
27% of women 50+ control household purchasing decisions at rates exceeding any
other demographic segment.

2. Health supplement subcategories ranked by market size and
growth

Weight loss and metabolic health leads with the highest growth trajectory, followed by
cognitive supplements—both directly aligned with the fears and concerns of women
entering their 50s and 60s.

US Market Size

Rank Subcategor CAGR Key Insight
gory (2024) yinsig
Weight 13.1- GLP-1 companion products
J . $8.5-8.6B - panion p
Loss/Metabolism 14.2% driving explosive growth

9.4- 55%+ of Americans 55+ use



2 Cognitive/Memory $3.3-3.6B 11.5% brain health supplements
daily
8 Melatonin use up 60% since
3 Sleep Support $2.8-3.1B 2020; menopause-related
14.3% .
sleep issues
Anti- . Collagen holds 32% of
. . $1.4B (US anti- 7.2- )
4 Aging/Ingestible . segment; "Ozempic face”
aging) 11.9% N
Beauty driving interest
5 Gut $2.5B 5.6- Gl health represents 64.2%
Health/Digestive (probiotics) 7.5% of probiotic applications
CVD is #1 cause of death for
Heart 7.6- .
6 $2.1-2.4B women; post-menopause risk
Health/Cholesterol 8.1% .
increases
. $1.1B (US); One-third of postmenopausal
Joint 7.5- .
7 . $3.9B (global women at risk of
Health/Mobility o 7.6% .
bone+joint) osteoporosis
$43.7-61B a4 Adaptogens (ashwagandha)
8 Energy/Vitality (broad 6.9°/ growing; clean energy
category) e formats emerging

The postmenopausal segment represents 27% of the total women’s supplement
market—the single largest consumer group. Women aged 70+ represent the fastest-
growing segment at 5.64% CAGR, driven by quality-of-life maintenance priorities.

Grand View Research

Growth trajectory 2023-2025

The three fastest-accelerating subcategories are weight loss/metabolism (fueled by GLP-1
companion demand), cognitive function (Alzheimer'’s prevention anxiety among Boomers),
and sleep support (menopause-related sleep disruption). CRN's 2024 survey confirms
magnesium use increased from 19% to 23% year-over-year, while ashwagandha use has
quadrupled since 2020. vitamin Retailer  Nutra Ingredients

Actionable insight

The GLP-1 companion supplement opportunity is immediate and substantial—22% of US
adults are currently taking GLP-1 medications, with 14.5% planning to start. These users
need muscle preservation, micronutrient replenishment, and digestive support. First-mover
brands positioning as “"GLP-1 support” can capture this $4.1B market (projected to reach



$13B by 2035). For VSL messaging, cognitive decline and memory loss resonate powerfully
because concerns about health decrease with age—women in their 50s have MORE
trepidation about aging than women in their 70s, aArp making the 50-65 segment highly
responsive to prevention-focused marketing.

3. Purchase motivations and psychological drivers

Women 50+ purchase based on hope, desire, trust, and belief—not impulse.
Creative Thirst  Their journey is longer but their lifetime value significantly higher.

creativethirst

Primary pain points (ranked by research frequency)

1. Arthritis and joint pain — 26-30% cite this as primary concern; women significantly
more concerned than men aAARrpP

2. Changes in physical appearance — Wrinkles (29% women vs 18% men in 50s),
thinning hair, age spots AARrpP

3. High blood pressure — 29% in 50s, remains elevated through 70s

4. Cancer concern — 27% in 50s, declining to 20% in 70s

5. Memory loss and cognitive decline — Consistent across all age groups within 50+
6. Loss of mobility — Women 60s more concerned than men aAArp

7. Energy loss and fatigue — Women 70s: 18% vs 8% men AARP

Core fears driving purchase decisions

The fear of losing independence emerges as the dominant motivator across all research—
geriatric psychiatry literature identifies this as central to all Boomer health decisions.
Secondary fears include becoming a burden on family (unique to older adults), cognitive
decline and memory loss, declining health, and looking old (stronger in 50s, diminishes by
70s). PubMed Central

Anxiety disorders affect 10-20% of older adults, Aagponline with women experiencing
double the anxiety risk of men. cedars-sinai  Anxiety often worsens at hormonal
transitions, making perimenopause and menopause particularly high-anxiety periods that
drive health purchasing. PubMed Central

Aspirational desires



The primary desire is maintaining independence—"| want to be healthy and able to
function.” creativethirst Secondary desires include staying active (playing with
grandchildren, pickleball, travel), aging gracefully rather than fighting aging, mental clarity
(brain fog is a major menopause concern), and vitality. Notably, 85% would choose
“slower aging with extended health” over simply living 10 additional years—quality over
quantity. AARP

Purchase objections and barriers

. % of
Barrier How to Overcome
Consumers
. 58% . .

"Too expensive” Value framing; cost of NOT addressing problem

Yougov
. . 52% Clinical studies; “clinically proven” language

"Not sure if effective” . .
Yougov increases intent 2x

Lack of scientific 45% . . o

. Third-party testing; research citations
evidence Yougov

Distrust of social media 34% . .
. Doctor endorsements; peer testimonials
claims Yougov

Don't trust supplement 20% .
Certifications; transparency; guarantees
brands Yougov

A critical finding: 60% of consumers do NOT find supplement manufacturer claims
trustworthy (Nutralngredients survey). Only 10% trust claims outright. Nutralingredients.com
The “clinically proven” phrase increases purchase intent by 2x and willingness to pay by
20%-+.

Actionable insight

VSL scripts should lead with the independence narrative: “Stay active, independent, and
engaged with your family.” Address skepticism directly—"You've probably tried everything”
—before introducing the solution. The Four Buying Forces framework (Desire > Hope -
Trust - Belief) provides optimal emotional sequencing. creativethirst Fear-based
messaging works only when paired with empowerment; fear alone backfires. Doctor
endorsements, clinical studies, and testimonials from same-age peers are non-negotiable
trust builders.



4. Buyer journey and media consumption patterns

Discovery channel rankings for women 50+

Rank

10

Channel

Facebook/Meta

YouTube

TV Advertising

Google Search

Email
Marketing

Word of Mouth

Healthcare
Providers

Native
Advertising

Podcasts

Influencers

Usage/Reach

72% of adults 50+ use;
54% daily usage

86% of 50-64 use; 65% of
65+ use

40% say TV is primary
discovery; 55% watch 2+
hours daily

60% use for product
research

Boomers uniquely
responsive to email offers

Family and friends play
“crucial role"”

HCP purchases average
$100/month (2x median)

75% trust editorial sites

42% of ages 50-64 listen
monthly; 45% of US
women are monthly
listeners

Only 11% purchased based
on influencer

Content format effectiveness

Key Finding

#1 platform for product
discovery and social shopping

Critical for product research;
long-form education

Over half discovered new
products via TV in past 3
months

#1 information source; 59% cite
as primary discovery channel

Nearly 60% check email on
mobile; effective for nurture

Subjective norms significantly
influence purchase intentions

High trust; validation pathway

Older adults find native ads
MORE credible than younger
consumers ResearchGate

Growing 15% YoY; emerging
channel

Low effectiveness unless
"granfluencer” or medical
professional

Educational content ranks highest—Boomers value thorough research and detailed

information. Testimonials are critical: 91% of consumers trust ratings and reviews when



making purchase decisions, and 82% trust reviews as much as friend/family
recommendations. PpowerReviews Older adults are MORE influenced by negative reviews
than positive ones—detailed reviews with specifics gain more trust than generic positive
comments.

Long-form VSLs are highly effective for this demographic. Viewers retain 95% of
message from video versus 10% from text, and 72% of businesses report improved
conversion rates with VSLs. Levitate The optimal VSL length for women 50+ is 8-15
minutes—they will watch detailed content when relevant to their health concerns.

Trust signals ranked by importance

1. Customer reviews/ratings — 99.75% of online shoppers read reviews; 91% always or
regularly read them

2. Clinical studies/research citations — Strong science commands purchasing decisions
3. Money-back guarantees — Risk reduction critical for online purchases
4. Doctor endorsements — Medical professional trust paramount

5. Third-party certifications — Amazon now mandates test results; quality certifications
matter

6. Brand reputation/years in business — 71% of supplement users express brand loyalty

Nutraceuticals World Whole Foods Magazine

Device usage patterns

Baby Boomers spend 52% of online time on desktop cMarketer Vversus younger
demographics. Desktop generates 31% of purchases despite only 23% of traffic— statista
higher conversion rates on desktop for this demographic. However, 91% of 50+ own
smartphones; research may start mobile but purchase often completes on desktop.

Actionable insight

Facebook is the primary platform—no other channel approaches its reach and
engagement for women 50+. Native advertising represents an underutilized opportunity
because older adults find it MORE credible than younger consumers. For VSL funnels: lead
with education, include testimonials prominently, feature doctor endorsements, and ensure
desktop checkout is optimized. The purchase timeline averages 2-4 weeks from
awareness to first purchase due to thorough research behavior, but brand loyalty (71%)
creates strong repurchase cycles.



5. Spending behavior and price sensitivity

Monthly and annual spending

Metric Amount Source

Median monthly spend (all users) $50/month CRN 2024 Survey
Annual supplement spending (average) $510-$600/year Penn State Health/CRN
HCP-purchased supplements $100/month median CRN 2024

Greatest Generation per-trip spend $129.58 Industry data

Boomers vs Millennials per-trip ~2x higher Numerator

Women aged 60+ have the highest usage rate (80.2%) of any demographic, with nearly
25% taking 4+ supplements regularly. cpc Higher-income older adults spend more, but
even lower-income users demonstrate commitment to supplementation. CRN’s 2024 survey
methodology is robust (3,194 adults, £2.1% credibility interval). Nutraceuticals World

Subscription versus one-time purchase preferences

91% of supplement users purchase "as needed” rather than subscribing (CRN 2024).
spiweb This is critical—the overwhelming majority prefer one-time purchases.

Subscription Metric Data Point

Consumer goods monthly churn 4.1% (Recurly 2024)

Health subscriptions churn Higher than average

DTC supplement poor product 28% churn in 60 days

DTC supplement optimized bundle 12% churn in 60 days

Annual plans vs monthly 51% lower churn Marketing LTB

"Pause subscription” feature 18% reduction in cancellations Marketing LTB
Bundling impact 34% churn reduction Marketing LTB

Subscription preferences are driven by 15-20% discounts, convenience, and easy
pause/cancel flexibility. Rejection factors include subscription fatigue (41% experience this),



cumulative cost concerns, and preference for purchasing "as needed.”

Price sensitivity analysis

62% of Baby Boomers cite price as the biggest driver of brand loyalty—the highest of
any generation. Data Axle However, they are less price-sensitive than Millennials overall
and prioritize convenience, reliability, and familiarity over pure price. Critically, 40% are
willing to pay premiums for quality and brand loyalty rcv  once trust is established.

Price Point Perception Application

$29.99 Budget/entry Trial offers, acquisition

$39.99 Sweet spot Psychological pricing effective
$49.99 Mid-range premium Good balance for quality positioning
$59.99 Premium Requires strong value proposition
$69.99+ Premium/luxury Needs significant differentiation

59% of supplement users are willing to pay MORE for branded ingredients (CRN 2024).
Whole Foods Magazine The "free” Zero Price Effect outperforms percentage discounts for
building loyalty.

Promotional effectiveness

High effectiveness: Free shipping (81% will increase spend to qualify), redex “free”
offers (30-day trials convert at 56%), Roketto bundle pricing, loyalty programs, and quality
messaging over discount messaging.

Moderate effectiveness: Percentage-off discounts, flash sales (41% conversion increase but
train discount-waiting behavior), BOGO offers.

Lower effectiveness for 50+: Aggressive urgency/scarcity tactics, aggressive pop-ups,
“limited time"” without substance.

Free shipping thresholds: $64 median across retailers (2025), but 75% expect free
shipping on orders under $50. convertcart Set threshold 15-25% above current AQV for
basket building. Red stag Fulfilment 47% abandon cart if no free shipping included.

Buy Now Pay Later adoption

Age Group BNPL Adoption



16-24 41%

25-34 39% Morgan Stanley
55-64 12%
65+ 8-11%

95% of adults 55+ have NOT used BNPL payments and 80% have no plans to use it.
payments Credit card ownership among 65+ is 89%—the highest of any generation.
FinTech Weekly Do not prioritize BNPL for this audience.

Actionable insight

Recommended offer structure:
e 1 bottle: $49.99 + $7.95 shipping
e 2 bottles: $89.99 ($44.99 each, 10% off) + FREE SHIPPING
e 3 bottles: $119.99 ($39.99 each, 20% off) + FREE SHIPPING + FREE GIFT

Lead with one-time purchase options prominently; offer subscription as secondary “save
more” option with easy pause/cancel messaging. Set free shipping threshold at $49-59 to
encourage multi-bottle purchases. Phone support visibility matters—Boomers value
customer service options.

6. Emerging DTC brands capturing market share

Multiple DTC brands have achieved significant scale targeting women 50+, with several
recent acquisitions signaling strong buyer interest in this space.

High-revenue brands ($100M+)

O Positiv Health — The standout success story. Projected $275M revenue in 2025  vahoo!
(22% YoY growth), currently exploring a $1B sale. Products include FLO (PMS), MENO
(menopause gummies), and URO (vaginal health). Positioning as “"#1 OB/GYN recommended
menopause relief gummy” with 135K+ five-star reviews. Channels: Target (#1 fastest-
growing brand), Walmart, Amazon, DTC website.

Ritual — $250M+ gross revenue in 2024 with 2 million customers and a 92% repeat
purchase rate. Clean-label multivitamins including Essential for Women 50+. Differentiator:
ingredient transparency with “visible supply chain” spocket and $5M invested in clinical



studies. Recently launched in 300 Ulta Beauty stores (2025).

Gundry MD — Estimated $100M+ annual revenue Wwhynative With 5M+ units of MCT
Wellness sold. Yahoo Finance Authority positioning around Dr. Steven Gundry.

Abby Langer Nutrition Primary channels: native advertising (major spend), Facebook, 30-60
minute longform VSLs. Marketing approach: fear-based health messaging combined with
extensive A/B testing. Wwhynative

Hims & Hers (Hers division) — $872M total revenue (2024), projected $2.3-2.4B for 2025;
1.9M subscribers. Hers division doubled YoY. Telehealth + supplements model covering
sexual health, hair loss, weight loss (GLP-1), and expanding to menopause. Subscription
telehealth model with personalized treatments.

Growth-stage brands ($10M-$100M)

Bonafide Health — Acquired by Pharmavite for $425 million capros (November 2023)
Grand View Research ~after raising $41M. pitchBook Hormone-free menopause supplements
crunchbase (Revaree, Relizen, Ristela). Business wire Unique approach: direct-to-physician

sales cCrunchbase Wwith 14,000+ unpaid HCP recommendations. Business wire Positioning:

"Trusted by 8,600+ healthcare providers." Linkedin

Stripes Beauty (Naomi Watts) — Achieved 3x growth since L Catterton acquisition (June
2024). Menopause skincare, supplements, and vaginal wellness. Celebrity authenticity with
"pro-aging” positioning. NewBeauty Channels: DTC, Amazon, QVC, Sephora.com, Credo
Beauty retail.

Happy Mammoth — $14M annual revenue confirmed. Menopause supplements (Hormone
Harmony), gut health, sleep support. Marketing approach: emotional storytelling combined
with scientific education, heavy UGC testimonials. Channels: Meta ads, TikTok, YouTube
(long and short form).

Griins — $300M annualized revenue reached just 24 months post-launch. Gummy
superfood supplements positioning premium greens in accessible format. Channels:
Amazon, Target launch, DTC, TikTok/social.

Patterns in successful marketing

Authority positioning dominates: medical doctor founders/endorsers, clinical study
backing, OB/GYN recommendations. Format innovation matters: gummies are dominating
2024-2025 acquisitions. Channel mix consistency: Meta/Facebook advertising is primary
for 50+ demographic, native advertising for education (Gundry MD model), YouTube for
authority building.

Messaging themes across winners: destigmatization of menopause/aging, “science-



backed"” and “clinically proven” claims, hormone-free alternatives, emotional transformation
stories.

Recent M&A activity

e Bonafide - Pharmavite: $425M (November 2023) capros
e Stripes - L Catterton: Undisclosed (June 2024)
¢ O Positiv: Exploring $1B sale (June 2025)

e Bloom Nutrition - Nutrabolt: $110M (September 2025) capstone Partners

Actionable insight

The competitive landscape rewards clinical credibility and physician endorsements—O
Positiv's “"#1 OB/GYN recommended” positioning and Bonafide's 14,000+ HCP
recommendations Business Wire demonstrate the power of medical authority. Native
advertising remains a viable high-spend channel (Gundry MD model). whynative Gummy
formats are table stakes for acquisition, but capsules maintain credibility for clinical-grade
positioning. The acquisition activity signals strong buyer interest; brands demonstrating
$50M+ revenue with growth trajectory are attracting premium valuations.

7. Emerging trends shaping 2024-2025

Top 10 emerging ingredients with momentum

Ingredient Growth Indicator Relevance to 50+ Women
Magnesium +33.6% YoY Google Sleep, mood, blood sugar, bone health
glycinate searches during menopause
] Breakthrough year for Brain health, bone density, perimenopause
Creatine e
women's positioning support Lifestyle Medicine
) "Nature's Ozempic” Blood glucose, insulin sensitivity, weight
Berberine e
positioning management
Rising rapidly with Gut health, immunity, combined with
Colostrum i )
celebrity backing collagen
NMN/NAD+ 1,330% increase for

. Cellular energy, DNA repair, healthy aging
precursors branded Niagen



Urolithin A Timeline launched gummy

Cellular aging, muscle strength
(MitoPure) format 2025 9ing 9

L. In David Sinclair's .
Spermidine . Hair growth, autophagy
publicized stack

4x increase since 2020 . .
Ashwagandha Mood support during perimenopause
(now 8%)

Rapidly growing per Spate
Vitamin K2 q f yd ap P Bone and cardiovascular health
ata

. Next-gen probiotic; new L . .
Akkermansia . . Inflammation, immunity, metabolic health
strains emerging

Rising health concerns ranked by cultural relevance

Menopause awareness is experiencing a mainstream breakthrough. wintel The global
menopause market is valued at $17.66-21.39 billion (2024-2025), with supplements
projected to reach $1.4-1.7 billion by 2034. Approximately 6,000 US women enter
menopause daily, and 90% experience symptoms affecting life and work (AARP 2024).

GLP-1 and metabolic health awareness is transforming the supplement landscape. 22%
of US adults are currently taking GLP-1 medications with an additional 14.5% planning to
start. The GLP-1 nutritional support market stands at $4.1 billion in 2025, projected to reach
$13 billion by 2035. Companion product opportunities include protein/muscle preservation
(up to 40-60% of GLP-1 weight loss is muscle), micronutrient replenishment, digestive
health, and skin elasticity support. U.S. Chamber of Commerce

Longevity and healthspan focus represents a paradigm shift from “anti-aging” to “healthy
aging.” The US longevity supplements market reached $6.01 billion in 2024. Consumers
increasingly distinguish between lifespan (total years) and healthspan (functional, healthy

years). Market Research Future

Product format trends

Gummies hold 18.9% of US supplement market dollar share nNasdag but declined 8%
YoY while capsules grew 5.3%. Powders grew 17% (greens category exploded 145% in
mainstream channels). Liquid/RTD is the fastest-growing format at 18% growth. The 65+
demographic remains “underdeveloped” for gummy formats, representing an acquisition
opportunity.

Media consumption shifts



Podcast listening among women is surging: 45% of US women are monthly listeners
(15% increase YoY), with female listeners consuming 9.5 episodes weekly. Among ages 50-
64, 42% listen to podcasts monthly. 92% of female monthly listeners prefer podcasts
hosted/produced by women. Short-form video is increasingly influencing purchasing
decisions, even for older demographics exposed to trends initially popular with younger
consumers.

Purchasing behavior shifts

DTC now represents 29% of supplement sales (up from 16% in 2020), with DTC brands
reporting 2x profit margins versus retail. The hybrid model (DTC + retail + Amazon)
performs best for brand resilience. Subscription fatigue is emerging as consumers become
more selective, but access subscription models maintain the lowest churn (5-8%).

Trendtrack

58% of US consumers use health/fitness apps, and 91% of app users have purchased
an app-recommended supplement at least once—representing a significant emerging
discovery channel.

Actionable insight

Three immediate opportunities emerge: (1) Menopause-specific positioning as the market
enters mainstream destigmatization; (2) GLP-1 companion products targeting the 22% of
adults on these medications; (3) Magnesium glycinate for sleep and mood given strong
search momentum and clear benefit alignment. Medium-term, creatine repositioning for
women 50+ NewBeauty (from “gym bro” to brain/bone/energy) and podcast-first
marketing strategies (45% of women are monthly listeners) represent underexploited
opportunities.

Executive summary: Seven critical findings for direct response
supplement marketing

1. Weight loss/metabolism is the highest-growth category with immediate
GLP-1 opportunity

The weight loss supplement market ($8.6B) is growing at 13.1-14.2% CAGR—the fastest of
any category. The 22% of US adults on GLP-1 medications need companion products for
muscle preservation, nutrient replenishment, and digestive support. This $4.1B market will
reach $13B by 2035. First-mover positioning as "GLP-1 support” is immediately available.



2. Facebook remains the dominant platform—native advertising is
underutilized

72% of adults 50+ use Facebook with 54% daily usage. It is the #1 platform for product
discovery among women 50+. Critically, older adults find native advertising MORE credible
than younger consumers—75% trust editorial sites versus 54% for social media. The
Gundry MD model (heavy native ad spend with longform educational content) proves this
channel's viability at scale. whynative

3. Clinical credibility is non-negotiable—"clinically proven” doubles purchase
intent

60% of consumers do not find supplement manufacturer claims trustworthy.

Nutralngredients.com The phrase “clinically proven” increases purchase intent by 2x and
willingness to pay by 20%+. Doctor endorsements, third-party certifications, and peer
testimonials from same-age women are essential trust builders. The most successful DTC
brands (O Positiv, Bonafide) lead with physician recommendations.

4. Long-form VSLs work—this demographic will watch 8-15 minute videos

Viewers retain 95% of message from video versus 10% from text. Thesparkhouse Baby
Boomers prefer detailed, educational content and spend 52% of online time on desktop with
average session times of 5+ minutes. The optimal VSL structure follows: Problem-Agitate-
Solve, Ppromo.com educational section with clinical evidence, same-age testimonials, clear
mechanism explanation, and strong guarantee. Wwhynative

5. Independence, not vanity, drives purchase decisions

The fear of losing independence is the dominant motivator—"1 want to be healthy and able
to function.” Marketing should lead with the independence narrative: “Stay active,
independent, and engaged with your family.” Women in their 50s have MORE health anxiety
than women in their 70s, aAarRp making the 50-65 segment highly responsive to
prevention-focused messaging.

6. Price the core product at $39.99-$49.99 with bundle incentives for free
shipping

The median monthly supplement spend is $50, Wwhole Foods Magazine and 59% will pay
more for branded ingredients. Wwhole Foods Magazine  Spiweb Bundle pricing outperforms
BOGO. Optimal structure: single bottle at $49.99 + shipping, 2-bottle at $89.99 with free
shipping (10% savings), 3-bottle at $119.99 with free shipping and free gift (20% savings).
Set free shipping threshold at $49-59 to encourage multi-bottle purchases.



7. Lead with one-time purchase, subscription as secondary option

91% of supplement users purchase “as needed” rather than subscribing. spiweb
Subscription should be positioned as “save more” with prominent pause/cancel messaging.
Annual plans reduce churn by 51% versus monthly; bundling reduces churn by 34%.

Marketing LTB Do not prioritize BNPL—only 12% of adults 55-64 use it; Morgan Stanley 89%
of 65+ have credit cards. FinTech Weekly

Research compiled February 2026 based on data from CRN Consumer Survey (August
2024), Grand View Research (2024-2025), AARP Research (2022-2025), Pew Research
Center (2025), eMarketer/Insider Intelligence, Nutrition Business Journal, SPINS, McKinsey
State of Fashion 2025, and industry sources including Modern Retail, Reuters, and Business
Wire.



