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Similar, but Different
My grandmother—who doesn’t live in Arizona where most of 
my family lives—came for an extended visit over the Thanksgiving 
holiday. She lives in a rural part of the United States, so she stocks 
up on certain items that are not as accessible where she lives—one 
of those being supplements. 

When shopping for her supplements, the sales attendant was adamant she purchase 
a gummy multivitamin instead of the standard capsule she prefers. However, gummy 
supplements are difficult for her to chew, and thus, not an option.

As a 20-something adult, I don’t worry much about the format of the supplements  
I take unless I’m worried about convenience. But for seniors and children, the format  
is often a major purchasing factor. 

Format is only one of several considerations that vary depending on the needs and 
preferences of a certain age group. Nutritional needs, for instance, aren’t the same for  
all ages. As an example, cognitive health is important for all groups, but children need 
nutritional support for healthy development, while seniors need support for cognitive 
preservation, and adults may seek support for performance and/or mood. In this Digital 
Magazine, we detail the specific nutritional needs of both seniors (in the article on page 5) 
and children (page 14), along with insight as to which natural ingredients can meet 
these needs. 

Another important consideration is marketing, which must be strategic for the message 
to be delivered effectively and to the right audience. You can find insight on marketing  
on page 29 as well as insight on the market (page 24), and on innovation within  
age-specific categories (page 33).

Importantly, there’s one trend mirrored across all ages—increased interest in wellness. 
Whether seniors, adults or children, health and nutrition are growing as priorities, which 
means great opportunity for natural products brands that want to help these consumers 
achieve their age-specific health and lifestyle goals. 

I hope this Digital Magazine helps you achieve business  
goals in age-specific nutrition categories.

Rachel Adams
Managing Editor
(480)281-6016
rachel.adams.us@informa.com

      @r_adams03

Viewpoint

https://twitter.com/@r_adams03
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INSIDER's Take

 Older consumers are interested in 
natural options to help them feel better 
as they age, and to them, feeling good 
means being active.

 Vitamins, minerals and botanicals 
have shown benefits to consumer 
brain health during aging—improving 
memory and cognitive function.

 Several other natural ingredients can 
also help older supplement users 
increase their joint, immune, digestive 
and heart health. 

Senior Nutrition

Introducing the Wellderly 
 by Lisa Schofield

To paraphrase Sen. Tom Harkin (D-Iowa), co-architect of the Dietary Supplement 
Health and Education Act of 1994 (DSHEA), America has a sick care system, not a health 
care system. Indeed, the natural products industry is all about the latter, and the senator 
was referring to the typical American Medical Association (AMA) big pharma model of 
addressing illness more so than “health.”

In the current context of growing older in the United States, approaching the third 
decade in the 21st century, it is possible to provide tools for Americans to grow elderly 
with fewer devastating, quality-of-life-robbing conditions. Hence, a 
generation can be created unlike any previously—the “wellderly,” heathy 
and well elderly. Here’s why, followed by how.

Tom Druke, director of strategic marketing, Balchem Corp., 
observed, “The current senior population has undergone a shift in how 
they view their personal responsibility for their health. The desire to live 
longer, to remain independent as they age and the availability of 
information about how to better take care of their own health were most 
often cited as the main reasons for this change.” According to data he 
cited from Natural Marketing Institute’s (NMI) "2016 Supplements/OTC/
Rx" consumer trends report, 75 percent of consumers in the firm’s 
Healthy Aging Database indicated they are “taking more responsibility 
for their health today, compared to 10 years ago.” 

Sherry Torkos, holistic pharmacist and consultant to Pharmachem, 
a division of Ashland, explained seniors are informed, ask questions 
about their health, are not quick to use pharmaceuticals and are open to 
natural therapies/prevention. “There is a shift in what we view being a senior 
citizen is like. In the past, the senior years were considered a time of 

75%
of consumers 

in the the Natural Marketing 
Institute's Healthy Aging 
Database indicated they are  

“taking more responsibility 
for their health today, 
compared to 10 years ago.” 

IN THIS ISSUE Viewpoint  p.3 Children’s Nutrition  p.14     Table of Contents  p.2
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retirement, slowing down and taking it easy. Today, we see seniors that are running 
marathons, hiking mountains, entering fitness shows and challenging old perceptions 
of age,” she commented.

2011 research from the National Institutes of Health (NIH) showed that of 3,500 seniors 
polled, 70 percent reported they took at least one dietary supplement, pointed out Bryan 
See, business development manager, ExcelVite Inc.1 “Today’s seniors are more active in 
social media and online activities; they are still active in the workforce, as well as in many 
other leadership positions,” he noted.

Bloomberg reported in January that nearly 19 percent of adults 65 years and older are 
working at least part time—the highest employment/population ratio for this age group in 
55 years. 

Now is time to readjust the research and development (R&D) glasses to focus on how 
today’s and tomorrow’s wellderly population can benefit from targeted dietary supplement 
regimens that fit seamlessly into their active, ever-learning lifestyles.

Cognition and Brain Health
Balchem’s VitaCholine brand of choline salts, such as choline bitartrate, can positively 

impact healthy metabolism and cognitive health, according to Druke. Choline is a 
precursor to acetylcholine, one of the brain’s primary neurotransmitters. Free choline is 
converted to phosphatidylcholine (PS), a key component of cell membranes and the 
body’s main method of exporting fats out of the liver.

Senior Nutrition

2011 research from the National Institutes 
of Health (NIH) showed that of 3,500 
seniors polled, 70 percent reported they 
took at least one dietary supplement.
—Bryan See, business development manager, ExcelVite Inc.
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“The most promising science on choline’s role in cognition lies in focus and concentration,” 
he stated. In one study, researchers examined choline’s role in activities requiring focus 
and accuracy.2 Adults were given choline bitartrate supplements and then asked to 
perform “aim and click” targeting tasks on a computer. The subjects with supplemental 
choline showed significantly better performance than the control group by optimizing the 
brain’s balance between speed and accuracy.

Druke added that post-menopausal women, specifically, 
can benefit from choline supplementation because decreased 
levels of estrogen slow choline synthesis, increasing women’s 
dietary requirements. “We believe the need for more choline in 
this population will soon be more widely recognized,” he 
commented.

Annie Eng, CEO of HP Ingredients, further explained that 
abnormally low acetylcholine, along with oxidative conditions, 
have been implicated in contributing to degradation of brain 
function, notably in memory. Acetylcholinesterase activity is 
found in nerve plaques, which are formed in response to 
pro-inflammatory agents. Inhibiting this activity may be a 
method to promote healthy memory function. 

Quantum IQ is an extract of kesum (Pesacaria minor), used 
traditionally in Malaysia for supporting mental duration of 
functions such as memory and cognition, as well as mood, 
according to Eng. One study gave two 250 mg/d Quantum IQ 
or placebo capsules for six weeks to 40 people aged 35 to  
59 years.3 The results showed favorable mean changes in the 
supplement group for cognitive functions and psychosocial 
assessment. There were also improvements in mood.

Another randomized, double-blind, placebo-controlled study of 20 people aged 35 to 
65 years investigated the effects of a 150 mg dose for seven days on attention and mood 
changes.4 The results showed that after a week, neurostimulatory and neurocognitive 
performance were enhanced, which impacts various aspects of cognition and memory.

For brain health, Ginkgo biloba extract is still popular and known by consumers, 
observed Deanne Dolnick, science director for TR Nutritionals, “but Bacopa monniera 
extract with 20 percent bacosides is exploding in this category.”

A review article about bacopa cited the therapeutic effects are believed to be exerted 
through its triterpenoid saponins, specifically bacosides, which have been shown to help 
repair damaged neurons by upregulating neuronal synthesis and kinase activity. The 
bacosides also aid in the restoration of synaptic activity, which ultimately leads to nerve 
impulse transmission, an action that plays a vital role in promoting healthy cognitive 
functions like attention span, focus, concentration, learning and memory. “There is 
evidence suggesting that bacopa, by the virtue of containing active constituents like 
bacosides, influences the synthesis and availability of the neurotransmitter serotonin; 
therefore, bacopa may assist in maintaining neurotransmitter balance,” Dolnick said.5

Senior Nutrition

Post-menopausal women, 

specifically, can benefit from  
choline supplementation  
because decreased levels of 
estrogen slow choline synthesis, 
increasing women’s dietary 
requirements.

—Tom Druke, director of strategic  
 marketing, Balchem Corp.
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ExcelVite’s EVNol SupraBio™ bioenhanced, natural, full-spectrum, palm tocotrienol 
complex, said See, may preserve cognitive function by slowing the development of 
white matter lesions (WMLs) and thereby lowering risk for stroke.6 “The presence of 
WMLs is indication of fragile brain vascular network, an independent prognostic 
measure of future stroke risk, and is linked to development of cognitive impairment (e.g., 
dementia). Hence attenuation of WML buildup may potentially lower the risk for stroke 
and cognitive impairment. See added that earlier studies collectively showed both 
tocotrienols and tocopherols (to a lesser degree) are beneficial for elderly in reducing 
risk of cognitive impairment.

Connective Tissue Support
Collagen is the most abundant protein in the human body—comprising about 30 percent 

of total protein content—and is a significant component of connective tissue. 
Supplementing with collagen ingredients is believed to help support healthy muscle 
mass, joints and youthful skin.

Aging can cause sarcopenia, the degenerative loss of skeletal muscle mass. The effects 
of Gelita’s BODYBALANCE® Bioactive Collagen Peptides on body composition and 
muscle strength were tested in a double-blind, placebo-controlled study of 60 
sarcopenic men aged 65 years and older. “The results demonstrated that the 
combination of resistance exercise and specific collagen peptides in supplement 
form is a good way of strengthening muscle power,” reported Lara Niemann, 
marketing director, Gelita.7 

The company also offers FORTIGEL® for joint health (stimulates healthy 
cartilage cell production), and VERISOL® for skin health (stimulates fibroblasts 
in the dermis, increasing synthesis of collagen, elastin and proteoglycans).

Peptan® (from Rousselot) simultaneously supports all the connective tissues by 
stimulating local cells in the target tissues to produce more collagen and other key 
matrix components, according to Pauline Huang, product and brand manager, Peptan. 
In one study, Peptan significantly decreased the fragmentation of collagen in the deep 
layer of the dermis by 18 percent after four weeks and as much as 31 percent after 12 weeks 
of intake. Peptan also significantly increased the density of collagen in the dermis by  
9 percent after four weeks. Skin hydration increased by 28 percent, making skin look 

Senior Nutrition

Supplementing with collagen 
ingredients is believed to help 
support healthy muscle mass, 
joints and youthful skin.
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moister.8 She added that ex vivo studies demonstrated Peptan’s 
anti-aging effects from a mechanistic point of view. “Key findings 
included the positive impact of Peptan on the skin cell’s (fibroblast’s) 
ability to produce collagen fibers and glycosaminoglycans (GAGs), 
such as the moisture-trapping hyaluronic acid.

Another key ingredient “gaining much traction in the senior 
population is citicoline,” stated Elyse Lovett, marketing manager, Kyowa 
Hakko USA. “Cognizin® citicoline supports brain health, in particular, 
focus, attention and mental energy—three key areas seniors can 
benefit from—without the caffeine-infused type of mental energy.”

Immune Support
Dan Lifton, president, Maypro’s Proprietary Branded Ingredients Group, explained that, 

as with many other biological systems, immune function slows down (immunosenescence) 
in the elderly, leaving them susceptible. Maypro’s AHCC® proprietary mushroom extract 
is supported by more than 20 human clinical studies. One 60-day study examined the 
effects of AHCC on immune health in 30 healthy seniors age 50 years and older who 
took the ingredient every day for 60 days; the results showed an increase in interferon 
gamma (IFN-γ) and tumor necrosis factor alpha (TNF-α) by CD4+ and CD8+ T 
lymphocytes (T cells).9 “These findings suggested AHCC enhances CD4+ and CD8+ T 
cell immune response in healthy seniors taking AHCC for at least 30 days, an effect 
which remained up to 30 days after discontinuing supplementation with the ingredient. 
This was the first study suggesting an immune-supportive role for AHCC in healthy older 
individuals,” Lifton explained.

Glutathione, made naturally in almost every cell of the body, declines as humans age, 
according to Lovett. “Kyowa Hakko’s Setria® glutathione, known as a master antioxidant, 
offers support for immune health, detoxification and healthy aging, all key for senior 
healthy living,” she said.

Urinary tract infections (UTIs) are another common concern for 
seniors, especially when their immunity is not functioning as high to 
fight off pathogens, Torkos noted. About 30 percent of women get 
recurrent bladder infections and prevalence rises with age. Men over 
60 years are also at increased risk due to enlargement of the 
prostate. Once a bladder infection develops, it needs to be treated 
with antibiotics, which can lead to other problems such as side 
effects, secondary infections and antibiotic resistance.

Pharmachem’s CranMax, she said, has been shown in clinical studies to be effective in 
preventing recurrent UTIs. Early research found it to be more effective and cost-effective 
compared to pure cranberry juice.10 CranMax has also been compared to 
commonly used antibiotics for prevention of recurrent UTIs and found to be 
comparable in efficacy with better tolerability.11

Senior Nutrition
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Many ingredients can be considered relevant for seniors, but keeping in mind their top 
concerns about health risks and the fact they are determined to remain as active and 
vibrant as they always were can help drive appropriate, relevant and welcome formulas 
to ensure seniors will age well.

Part of immune health is digestive wellness—when seniors eat plant proteins over animal 
(particularly red meat or dairy) proteins, they tend to have less gastric distress, which then 
helps probiotic supplementation work more effectively. “Vegetable protein possesses 
some unique characteristics compared to animal protein,” explained Carol Cheow, CEO 
of Cactus Botanics, which recently launched hemp protein powder and pumpkin protein 
powder. “First, it is abundant in various amino acids (protein building blocks) and key 
nutrients including antioxidants in a balanced content. Secondly, some studies have 
suggested vegetable proteins support healthy blood pressure and cholesterol profiles. 
Also, vegetable protein is much more easily absorbed than animal protein.”

Cardiovascular Artery Support
“Since arterial stiffness is an independent risk factor of cardiovascular disease (CVD), it 

is conceivable that improvement in arterial compliance (reduced arterial stiffness) may 
reduce the risk of CVD,” See explained. ExcelVite’s EVNol SupraBio™ has been shown in 
a human trial to reduce arterial stiffness in healthy adults after two months of oral 
supplementation with 50 mg d-mixed-tocotrienols, twice daily.12 

Excess calcium deposited into arteries and not in bone where it works is a key cause 
of arterial stiffness. “Cardiovascular and bone health are two areas that are core 
concerns for seniors,” said Eric Anderson, senior vice president of global marketing and 
business development with NattoPharma USA Inc.

MenaQ7® vitamin K2 as MK-7 has been clinically shown to 
support bone and cardiovascular health by activating proteins 
that help the body properly utilize calcium: Matrix Gla Protein 
(MGP) is a K-dependent protein that, when activated, inhibits 
calcium from depositing in arteries and soft tissues, 
supporting cardiovascular health; ostecalcin is a K-dependent 
protein that, when activated, binds calcium to the bone 
mineral matrix.

Senior Nutrition

Part of immune health is digestive wellness—
when seniors eat plant proteins over animal 
proteins, they tend to have less gastric distress, 
which then helps probiotic supplementation 
work more effectively.
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A three-year study of 244 healthy, post-menopausal women taking 180 mcg/d dose 
of MenaQ7 Vitamin K2 as MK-7 yielded positive bone and cardiovascular results.13 
Using pulse wave velocity and ultrasound techniques, researchers observed the 
Stiffness Index ß in MenaQ7 group with initial high arterial stiffness had decreased 
significantly compared to the slight increase in the placebo group after three years of 
supplementation at a nutritional daily dose. Results confirmed that MenaQ7 not only 
inhibited age-related stiffening of the artery walls, but also made a statistically 
significant improvement in vascular elasticity.

Clinically statistically significant protection of the vertebrae and the hip (femoral neck) 
against bone loss was the result of a daily nutritional dose of MenaQ7. After three years 
of supplementation, maintenance in both bone mineral content and bone mineral 
density were statistically significant in the MenaQ7 group, as well as improvement in 
bone strength.14

 
Metabolic Syndrome

Poor glucose control and insulin resistance are two of the most pervasive 
biomarkers associated with chronic diseases and affect more than 80 percent of 
Americans, many of whom are seniors. Researchers have suggested an important 
factor of this epidemic is the increased intake of simple carbohydrates that are rapidly 
absorbed (particularly sugars). The issue with simple carbohydrates, like sugar, is that 
they are quickly converted into blood glucose. After consumption, the pancreas 
detects this sudden rise in glucose and tries to regulate it by excreting insulin into the 
bloodstream. A rise in insulin signals the body to stop burning stored fat and begin to 
burn circulating glucose. Until glucose levels return to normal, the body is more efficient 
at storing fat than burning it. 

Torkos commented, “Several clinical studies have demonstrated that 
Phase 2 can facilitate weight loss as well as lower the glycemic impact of 
meals, thus providing a valuable tool for supporting weight management 
and blood sugar control.”15 Phase 2 Carb Controller is a proprietary 
extract of white kidney bean from Pharmachem Labs.   

Lisa Schofield, owner of WorDesigns, is an industry veteran who focuses 

on promotional writing, copy editing and trade press relations. 

She has been assisting ingredient suppliers in their quest for 

industry “fame” for 10 years and prior to this, she was a 

long-time trade media editor.

Senior Nutrition
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A child’s nutrition not only supports overall health, vitality and performance,  
but is the foundation for healthy development. Areas such as cognition, bone health and 
immunity are greatly impacted during years of development and growth. It’s critical 
children receive adequate intake of key nutrients to ensure both short- and long-term 
health is achieved.  

 

Healthy Development
Infant/Early Nutrition
During the infant months and early years that follow, children are rapidly developing, 

growing and learning. These are critical years when nutrition will set the stage for many 
areas of health such as cognitive, immunity and bone.

Children’s Nutrition

Ensuring Healthy Child Development  
via Optimal Nutrition 
 by Rachel Adams

INSIDER's Take

 Early nutrition not only impacts  
short-term health, but can impact  
long-term health in the areas of 
immunity, cognitive performance, etc. 

 During infant and toddler years, 
nutrition will set the stage for many 
areas of health such as cognitive, 
immunity and bone.

 During childhood and adolescence, 
nutrients of importance support  
healthy bones and muscles, as well  
as cognitive development.

Source: UNICEF 

The short-term and long-term effects of early nutrition

SHORT LONG

Brain development

Growth and muscle mass
Body composition

Metabolic programming  
of glucose, lipids, protein 
hormones/receptor/gene

Cognitive  
and educational  

performance

Immunity
Work capacity

Diabetes, obesity,  
heart disease, high 

blood pressure, cancer, 
stroke and aging

Early  
nutrition in utero  
and childhood
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Proper nutrition is essential to ensure optimal cognitive development. Research shows the 
period of peak vulnerability for cognitive development is during the first 1,000 days of life.1

Omega-3 fatty acids, specifically docosahexaenoic acid (DHA), are well known for 
their effects to cognitive development in infants and children. One study showed a link 
between marine-derived polyunsaturated fatty acids (PUFAs) and development of 
attention and problem-solving abilities in infants.2

Adequate iron intake during early months has been linked to cognitive behavior and 
performance in later years. According to results of a randomized, placebo-controlled trial, 
children 6 to 12 months who were assigned to an iron intervention showed more adaptive 
behavior at 10 years of age compared to those with no added iron, especially in response 
to awards, “which in turn may improve performance at school and work, mental health 
and personal relationships,” Mal Evans, Ph.D., scientific director, KGK Science 
explained.3

Benefiting both brain and eye health, lutein supports development of the 
retina.4 In fact, it’s found in the retina as early as 17 weeks of gestation.5 In 
children’s brains, lutein represents a larger share of total carotenoids compared 
to adult brains.6

“If children eat a variety of vegetables (including dark green leafy 
vegetables), their consumption of dietary lutein and zeaxanthin could 
meet the important needs of these carotenoids for visual and cognitive 
development,” said Ceci Snyder, M.S., R.D., global vision product 

Children’s Nutrition

Compiled using information provided by Stratum Nutrition and KGK Science. 

Infants/Babies  (0 to 2 years)

	Gains control of hands, feet, limbs  
 and bladder

	Begins to develop vocabulary  
 (more than 200 words by 2 years)
	Starts walking

Toddlers  (2 to 5 years)

	Rapid language development, as well as   
 physical and intellectual development
	Active bone development
	Experiences rapid leaps in language,  

 physical and intellectual development with   
 emphasis on cooperative interactions,   
 physical/intellectual competitions

Stages of Development
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manager, human nutrition and health, Kemin. However, vegetable consumption in 
children falls below recommendation, resulting in the need for supplementation. 

Immune support is critical for all ages. Of dire importance to establishing a healthy 
immune system is bacterial colonization during infancy. Pointing to a 2011 publication, 
Johanna Maukonen, global health and nutrition science leader, DuPont Nutrition & 
Health, explained, “Bacterial colonization of the infant gastrointestinal [GI] tract is 
influenced by mode of delivery, prematurity, type of feeding (breast feeding vs. formula 
feeding), antibiotic treatment of the child or the mother, lifestyle and geography.7 
Maternal nutrition and breastfeeding thus have an influence on the microbiota and 
immune health of the fetus and the infant.”

Certain probiotic strains have been shown to support immunity during later years 
when administered during pregnancy and infancy. In a double-blind, randomized, 
placebo-controlled trial of a high-risk birth cohort, maternal supplementation with 
Lactobacillus rhamnosus HN001 (HOWARU® EarlyLife HN001™ from DuPont Nutrition 
& Health) from 35 weeks gestation until six months of breastfeeding, followed by child 
supplementation until 2 years, halved the cumulative prevalence of eczema by age 2 
years and extended through 6 years.8 In comparison, Bifidobacterium animalis subsp 
lactis HN019 (HN019) had no effect. Researchers also indicated the relative risk of 
rhinoconjunctivitis (rhinitis and red eyes) decreased by 63 percent in the 
probiotic group at age 4 years. 

According to Megan DeStefano, global probiotics marketing, DuPont 
Nutrition & Health, a new publication found HN001 administered during and 
after pregnancy demonstrated a significantly lower prevalence of symptoms of 
depression and anxiety postpartum.9

Another nutrient of value to infants is vitamin D, which has been linked to healthy 
body composition in later years when supplemented during infancy. In a double-blind, 
randomized, placebo-controlled trial, 132 1-month-old, healthy, breastfed infants were 
supplemented with vitamin D at doses of 400, 800, 1,200 or 1,600 IU/d for 11 months. 
Between one month and three years, mean 25(OH)D concentration was higher in the 
1,200 IU group compared to the 400 and 800 IU groups, and was associated with 
lower fat mass.10

Children’s Nutrition

Certain probiotic strains have been 
shown to support immunity during 
later years, when administered 
during pregnancy and infancy.
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Additionally, supplementation with vitamin D during infancy and early childhood may 
decrease risk of developing type 1 diabetes.11

A 2017 publication explored the effect of palmitate oil (SN-2 palmitate, as INFAT® 
from Advanced Lipids) on the length and quality of bones in a catch-up growth rat 
model.12 For this investigation, researchers restricted the diets of two groups of rats; one 
group was fed a diet enriched with INFAT and the other received a standard diet. Weight 
gain was similar in the two groups, but the rats supplemented with INFAT scored higher 
on parameters such as humerus length and bone quality, indicating potential for children 
with growth disorders and those with special nutritional needs. 

Additional benefits of SN-2 palmitate oil to infants include fat and calcium absorption, 
intestinal flora and infant comfort.13 

Children’s Nutrition

by Tom Druke, director of VitaCholine brand development,  
Balchem Human Nutrition and Pharma

During its 2017 annual meeting, the American Medical Association (AMA) voted 
to support the inclusion of choline in prenatal multivitamins. The significant need 
for choline by a developing fetus is well-known, but a recent study showed only 
eight of the top 25 prenatal vitamins contained choline, and none provided more 
than 55 mg/d, which is just 12 percent of the DRI for pregnant women.  
(J Fam Med Dis Prev. 2016;2(6):048.)

It’s well-known that folic acid supplementation is important for women of 
child-bearing age; however, the indispensable role choline plays in the development 
of the infant in utero and throughout the child’s life is less appreciated. Choline is 
critical to brain and spinal cord development, so inadequate maternal levels can 
negatively affect a child’s cognitive development. Choline exists in several forms in 
the body that strengthen cell membranes, form neurotransmitters and transport fats 
for conversion to energy. It plays a role in enhancing the availability of 
docosahexaenoic acid (DHA), which is crucial for cognitive development. 

Studies by Marie Caudill, Ph.D., a leading researcher in fetal nutrition and 
development at Cornell University, demonstrated the importance of higher levels of 
choline during pregnancy. Her research showed when pregnant women receive 
more choline, their body makes additional DHA-containing choline for delivery to 
the placenta and baby. (Am J Clin Nutr. 2013 Apr;97(4):718-27.)

Choline for  
Healthy Development
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Children/Adolescence 
As infants and toddlers reach school age and then adolescence, their bodies 

experience changes such as rapid height growth, hormonal development, muscle 
development and continued cognitive advancements, as they continue to develop 
language, social and relationship skills. Nutrients of importance during these ages 
support healthy bones and muscles, as well as cognitive development.

Children’s Nutrition

Compiled using information provided by Stratum Nutrition and KGK Science.

Children  (6 to 12 years)

	Language skill development peaks

	Critical muscle development

	Solidifies mental and physical  
coordination 

	Increases interaction with others  
and environment

	Gradually increases independence,  
but requires guidance in praise  
and achievement, as well as logical  
consequences for mistakes

Adolescents/Teens  (13 to 18 years)

	Rapid height growth occurs

	Hormonal and neurological developments 

	Skill development accelerates

	Develops need for improving social  
and relationship skills

Vitamin A is a critical nutrient to support growth, immune function and vision in 
children, but is also a common deficiency among children around the globe. Bryan See, 
business development manager at ExcelVite Inc., pointed to data from the World Health 
Organization (WHO) showing vitamin A deficiency “is the leading cause of preventable 
blindness in children.” Every year, approximately 250,000 to 500,000 children become 
blind due to vitamin A deficiency, WHO reported. 

Three studies conducted in India of vitamin A-deficient children sought to assess their 
vitamin A status, after feeding foods enriched with natural carotenes from red palm oil 
(RPO) or dietary supplementation with vitamin A, among other objectives.14 In the first 
feeding trial, 24 children aged 7 to 9 years reported significant increase in serum retinol 
levels, following supplementation of a carotenes-fortified snack (consisting of 2,400 
microgram (μg) beta-carotene) and 600 μg vitamin A for 2 months. In the second trial,  

Stages of Development
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Children’s Nutrition

Deficiencies of vitamin A and zinc were estimated to be responsible  
for 0.6 million and 0.4 million deaths, respectively, and a combined  
nine percent of global childhood disability-adjusted life-years (DALYs).

Deficiencies of iron and iodine combined were responsible for about  
0.2 percent of global childhood DALYs. 

Iron deficiency, as a risk factor for maternal mortality, added  
115,000 deaths and 0.4 percent of global total DALYs. 

Suboptimum breastfeeding was estimated to be responsible for  
1.4 million child deaths and 44 million DALYs (10 percent of DALYs  
in children younger than 5 years). 

In an analysis that accounted for co-exposure of these nutrition-related 
factors, they were together responsible for about 35 percent of child  
deaths and 11 percent of total global-disease burden. 

Source: The Lancet. 2008;371(9608):243-260.

The Implications  
of Child Malnutrition

36 school children were divided into two groups; one group received a carotenes-fortified 
snack while the other group received a single massive dose of 100,000 IU of synthetic 
vitamin A. Serum retinol concentrations increased significantly in both groups, while 
beta-carotene level was significantly increased in the carotenes-fortified snack group. 

In the third trial, 36 vitamin A-deficient children (serum retinol levels below 0.7 μmol/L 
at baseline) were divided evenly into 3 groups to receive either a single massive dose of 
100,000 IU vitamin A, 4 g RPO (equivalent to approximately 50,00 0IU vitamin A) or 8 g 
RPO (equivalent to approximately 100,000 IU vitamin A) for 30 days. All treatment groups 
showed significant increase in serum retinol levels after the treatment period. However, 
after 6 months of cessation of supplementation, the mean serum retinol levels for children 
receiving 8 g of RPO and a single massive dose were above 0.7 μmol/L, slightly higher in 
the 8 g RPO group. In comparison, mean serum retinol levels in the 4 gram RPO group 
was dropped below the 0.7 μmol/L level (0.67 μmol/L).

“Results from the above studies indicated that natural palm carotenes from RPO are a 
safe and reliable source for vitamin A,” See said. “The results also indicated that oral 
supplementation of palm carotenes twice or thrice a year may help to sustain adequate 
vitamin A status for the whole year, thereby helping to reduce vitamin A deficiency rates, 
night blindness incidences and most importantly save lives.”
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Children’s Nutrition

Iron is critical for mental development of children. In a review of 26 controlled trials of 
iron-deficient or anemic children living in developing countries with reduced cognitive and 
motor development, iron supplementation improved mental development in children older 
than 7 years.15

Another critical nutrient for children, zinc supports cognitive development via its effect 
on neurogenesis, neural migration and synaptogenesis.16 Zinc deficiency in children has 
been linked with reduced cognitive and motor performance, as well as higher incidence 
of depression and attention deficit hyperactive disorder (ADHD) in children.17 

Childhood and adolescence is a critical time for bone development and growth. In fact, 
Eric Anderson, senior vice president of global marketing and business development with 
NattoPharma USA Inc., noted up to 90 percent of peak bone mass is acquired by age 18 
in girls and by age 20 in boys. Proper nutrition is critical to ensuring optimum bone mass 
is achieved, which sets the foundation for healthy bones in later years. 

Calcium promotes bone mineralization in children and adolescents, while vitamin D 
aids with calcium uptake and bone development and remodeling.18,19

In a review and meta-analysis of calcium intervention in children and adolescents aged 
6 to 14 years, all randomized studies found significant intervention effects for percent 
change in bone mass growth at various bone sites.20 In a double-blind, placebo-
controlled study, 149 healthy, prepubertal girls were given two food products containing 
850 mg/d calcium or placebo for one year. Results showed calcium-enriched foods 
significantly increased bone mass accrual in prepubertal girls, especially in the 
appendicular skeleton.18 

Research has shown omega-3 fatty acid supplementation can mitigate vitamin D 
deficiency in children aged 9 to 10 years, which may be attributed to vitamin D’s need for 
dietary fat for absorption.21

Vitamin K2 as MK-7 (menaquinone-7) supports bones by activating two proteins—
osteocalcin and matrix GLA protein (MGP)—that work cohesively to ensure incoming 
calcium is bound to the bone mineral matrix. “Without adequate vitamin K2 to activate 
osteocalcin—the bone-building, K-dependent protein—calcium cannot be properly used 
to build healthy, strong bones,” Anderson said. “Unfortunately, research shows there is a 
high prevalence of K deficiency among children.”

Zinc deficiency in children has been 
linked with reduced cognitive and motor 
performance, as well as higher incidence 
of depression and attention deficit 
hyperactive disorder (ADHD) in children.
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Children’s Nutrition

One study compared vitamin K status of bone in healthy children with that of adults. In 
children, a marked elevation of UCR (ratio of inactive osteocalcin to active osteocalcin), 
indicative of a poor vitamin K status, was observed.22 Levels of the K-dependent protein, 
osteocalcin, were 8 to 10 times higher in children than adults. “Hence, their requirement 
of vitamin K is also higher,” Anderson explained. 

In a randomized, placebo-controlled trial, daily supplementation with 45 to 50 mcg of 
vitamin K2 as MK-7 (as MenaQ7® from NattoPharma) in children 6 and 10 years old for 
two years resulted in improved vitamin K status, as well as stronger, denser bones.23

Further, a new study presented at the International Conference on Children’s Bone 
Health in Würzburg, Germany in 2017 showed increased risk of fracture risk in children 
with low vitamin K2 status. The study group of 20 children aged 5 to 15 years old, with 
clinically confirmed, low-energy fractures, was compared with the control group of  
19 healthy children, 7 to 17 years old, without fractures. Study authors concluded that 
children with bone fractures have two times lower vitamin K status (based on ratio of 
inactive osteocalcin to active osteocalcin) than healthy controls.24      

References

1. Black R et al. “Maternal and child undernutrition: global and regional exposures and health consequences.”  
The Lancet. 2008;371(9608):243-260.

2. Williams P, Forsyth G. “The role of long-chain polyunsaturated fatty acids in infant cognitive development.” 
Prostaglandins, Leukotrienes and Essential Fatty Acids. 2000;63(1-2):95-100.

3. Lozoff B et al. “Iron supplementation in infancy contributes to more adaptive behavior at 10 years of age 1-4.”  
J Nutr. 2014;144:838-45.



22   INSIDER Age-Related Nutrition Digital Magazine December 2017

Children’s Nutrition

4. Hammond BR Jr. “Possible role for dietary lutein and zeaxanthin in visual development.” Nutr Rev. 2008 
Dec;66(12):695–702.

5. Leung IY-F et al. “Nutritional manipulation of primate retinas, II: effects of age, n-3 fatty acids, lutein,  
and zeaxanthin on retinal pigment epithelium.” Invest Ophthalmol Vis Sci. 2004 Sep;45(9):3244–56.

6. Walk A et al. “From neuro-pigments to neural efficiency: The relationship between retinal carotenoids and 
behavioral and neuroelectric indices of cognitive control in childhood.” International Journal of Psychophysiology. 
2017;118:1–8.

7. Aguilera M et al. “Determinants of the human infant intestinal microbiota after the introduction of first 
complementary foods in infant samples from five European centres.” Microbiology. 2011;157(5):1385-1392.

8. Wickens K et al. “Early supplementation with Lactobacillus rhamnosous HN001 reduces eczema prevalence  
to 6 years: does it also reduce atopic sensitization?” Clin Exp Allergy. 2013;43(9):1048-57.

9. Wickens K et al. “Effect of Lactobacillus rhamnosus HN001 in Pregnancy on Postpartum Symptoms of 
Depression and Anxiety: A Randomised Double-blind Placebo-controlled Trial.” EBioMedicine. 2017;24:159-165. 
DOI: 10.1016/j.ebiom.2017.09.013.

10. Hazell et al. “Vitamin D supplementation trial in infancy: body composition effects at 3 years of age  
in a prospective follow-up study from Montreal.” Pediatric Obesity. 2017;12(1):38-47.

11. Hypponen et al. “Intake of vitamin D and risk of type 1 diabetes: A birth cohort study.” The Lancet. 
2001;358(9292):1500-1503.

12. Bar-Maisels M et al. “Beta Palmitate Improves Bone Length and Quality During Catch-Up Growth in Young Rats.” 
Nutrients. 2017;9(7):764.

13. Bar-Yoseph F, Lifshitz Y, Cohen T. “Review of sn-2 palmitate oil implications for infant health.” Prostaglandins 
Leukot Essent Fatty Acids. 2013 Sep;89(4):139-43.

14. Manorama R et al. “Red palm oil for combating vitamin A deficiency.” Asia Pacific J Clin Nutr. 1997;6(1):56-59.

15. Lozoff B et al. “Iron supplementation in infancy contributes to more adaptive behavior at 10 years of age 1-4.”  
J Nutr. 2014;144:838-45.

16. Bhatnagar S, Taneja S. “Zinc and Cognitive Development.” The British Journal of Nutrition. 2001;85 Suppl 
2:S139-45.

17. DiGirolamo AM et al. “Randomized trial of the effect of zinc supplementation on the mental health of school  
age children in Guatemala.” American Journal of Clinical Nutrition. 2010;92(5):1241-50.

18. Bonjour JP et al. “Calcium-enriched foods and bone mass in prepubertal girls: a randomized, double-blind, 
placebo-controlled trial.” J Clin Invest. 1997;99(6):1287-94.

19. Lanou AJ. “Calcium, dairy products and bone health in children and young adults: a reevaluation of the 
evidence.” Pediatrics. 2005;115(3):736-43.

20. French S, Fulkerson J, Story M. “Increasing weight bearing physical activity and calcium intake for bone mass 
growth in children and adolescents: a review of intervention trials.” Preventative Medicine. 2000;31(6):722-31.

21. Dawson-Hughes B et al. “Dietary fat increases vitamin D-3 absorption.” Journal of the Academy of Nutrition  
and Dietetics. 2015;115(2)225-30.

22. Theuwissen E et al. “Vitamin K status in healthy volunteers.” Food & Function. 2013;5(2):229-34.

23. van Summeren M et al. “The effect of menaquinone-7 (vitamin K2) supplementation on osteocalcin 
carboxylation in healthy prepubertal children.” Br J Nutr. 2009 Oct;102(8):1171-8.

24. Karpiński M et al. “Roles of Vitamins D and K, Nutrition, and Lifestyle in Low-Energy Bone Fractures in Children 
and Young Adults.” Journal of the American College of Nutrition. 2017;36:5:399-412.



What is aging 

AstaReal® Astaxanthin 

makes aging 

healthier and happier.

GMP Registered

Aging is inevitable. Decline is not.
AstaReal® Astaxanthin has clinically proven benefits for the eyes, brain, muscle, and skin.

You can choose to age beautifully, actively, and happily.

www.astareal.com www.astaxanthin.net

AstaReal® ‒  The Most Studied Brand of Natural Astaxanthin

Click on this page to see the anti-aging benefits of AstaReal® Astaxanthin

Take Your Product to the Next Era of Healthy Aging with AstaReal® Astaxanthin

http://www.astareal.com/apo/Anti-ating_AstaReal.html


24   INSIDER Age-Related Nutrition Digital Magazine December 2017

Nutrition is not a one-size-fits-all endeavor. Calorie and nutrient needs vary 
throughout the life cycle, and can increase or decrease based on age, sex, activity levels, 
and illness or disease. During periods of rapid growth, such as pregnancy and lactation,  
infancy and adolescence, these needs increase. While the goal should be to meet dietary 
needs with foods first, many turn to supplements as additional assurance to support 
health goals. Through the lens of SPINS’ proprietary attribution and segmentation in 
supplements, data illuminate key trends in how consumers interact with evolving nutrition 
needs throughout the life cycle.

A Growing Market for Growing Bodies
The health and nutrition of babies and their mothers are intimately linked. Nutrient 

needs during pregnancy increase slightly, but the principles of healthy eating remain  
the same. The Dietary Guidelines for Americans 2015 to 2020 recommend adequate 
amounts of fruits, vegetables, lean proteins, whole grains, dairy and healthy fats.  
Prenatal care and nutrition are main areas of focus for expectant mothers, with dietary 
supplements marketed for prenatal support increasing in sales by 11.4 percent over the 
prior year, growing into a US$140.1 million annual market.1 Sales of folic acid, as a single 
ingredient, have increased by 13.9 percent, as well. Many of the top-selling folic acid 
supplements use the active forms of this vitamin, L-methylfolate (5-MTHF).

While health experts agree breastmilk is best for infants, vitamin D requirements often 
cannot be met through breastfeeding alone. Therefore, the American Academy of 
Pediatrics recommends supplementation of 400 IU/d of vitamin D, the recommended 
dietary allowance (RDA) for this nutrient during infancy, for infants who are exclusively 
and partially breastfed.2 Vitamin D supplements totaled $312.1 million in sales, with  
1.9 percent growth during last year; supplements specifically 
marketed for babies accounted for $12.3 million in sales during 
the prior year, but with a more substantial growth rate of  
14.7 percent. When parents are not able to breastfeed for 
the recommended 12-month duration, infant formula can 
offer a healthful alternative. Baby formula is a $4.1 billion 
segment, with no sales growth over the prior year; however, a 

Market Data

Specializing Supplements Across  
the Life Cycle
 by Kimberly Kawa

INSIDER's Take

 As new parents learn more about early 
life nutrition benefits, prenatal vitamins 
and infant vitamin D supplements are 
increasing in sales.

 Digestive health supplements marketed 
toward specific age groups—such as 
babies, children and mature adults—
show high sales growth rates.

 Mature adults are buying supplements 
for general health and weight 
management, with top functional 
ingredient sales for protein and fish oil.

IN THIS ISSUE Children’s Nutrition  p.14 Brand Marketing  p.29 Table of Contents  p.2
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niche area of growth is in probiotic-enhanced formulas, which show 74.6 percent growth.  
In the last few years, the infant microbiome and its connections to several areas of health 
(inclusive of digestion, metabolism, immune function, neurotransmitter production and 
cognitive function) have been an increasingly popular topic reported across a range  
of publications.3

From childhood through adolescence, kids have increased nutrient needs. Teens’ 
needs increase calorically, and macro- and micronutrients—especially protein, calcium, 
phosphorus and magnesium (plus zinc for females)—supply the body with tools needed 
for growth. Children’s vitamins and minerals are a $245.1 million segment, and 
supplements geared toward teens account for $14 million in sales. Increasing produce 
consumption is one area where parents are looking for help during these life stages. To 
ensure children and teens meet dietary needs through food, brands are innovating and 
investing in kid-centric marketing on a variety of products. An example is frozen vegetable 
bites in fun shapes, which represent a $4.2 million niche segment with 19.5 percent 
growth. Another example is applesauce, plain or with additional fruit puree for added 
flavor, in convenient squeeze pouches—a $230.5 million segment with 28.3 percent 
growth. This is a booming product set that appeals to one’s inner child, too.

The Broad Appeal of Digestive Health
Reporting on condition-specific marketing, digestive health supplements hold the lion’s 

share of dollar sales at $1.5 billion. (Probiotics hold the highest market share for digestive 
health in the dietary supplement segment.) And, while digestive health holds universal 
appeal for all ages, age-specific marketing of these supplements is trending, with sales 
growth in every age group. Specific formulas targeting babies, children and mature adults 
all show double-digit growth rates of 22.8 percent, 19.1 percent and 27.1 percent, 
respectively. Refrigerated yogurt, marketed for babies, and probiotic-based beverages, 

Market Data

Children's vitamins and minerals 
are a $245.1 million segment, and 
supplements geared toward teens 
account for $14 million in sales.
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marketed toward kids, are outpacing the growth of the greater refrigerated yogurt and 
kefir category. Digestive and cognitive health are interwoven, and as more research 
continues to shine a light on the gut-brain axis, the importance of maintaining microbiome 
health will remain in the forefront of consideration throughout all life stages.

Specialized Supplements for Adults
In addition to digestive and cognitive health, SPINS data show strong sales in other 

specific segments, such as energy support ($817.3 million), bone health ($550.1 million), eye 
health ($317.6 million), joint health ($262.2 million), pain and inflammation ($140.9 million), 
cognitive health ($139 million) and cleanse/detox support ($96 million). Additionally, as 
approximately 71 percent of the U.S. adult population qualifies as overweight or obese, 
four correlating risks (diabetes, heart disease, high blood pressure and high cholesterol) 
are met in the marketplace with substantial sales for condition-specific products to 
support these concerns: cardiovascular health ($716.4 million), weight management 
($635 million), blood sugar support ($149.7 million) and immune health ($128.8 million). 

Another interesting area of specialized supplements for adults is sexual health.  
Sales of intimacy products were $88.6 million with 11.9 percent growth over last year. 
While dollar sales are significantly less for products marketed to women ($1.4 million) than 
for those marketed to men ($80.7 million), the growth rate is higher for women’s products 
(17.7 percent vs. 12.4 percent, respectively). Although not explicitly connected to sexual 
health, another adult women’s focus holds a sizeable market: Menopause support 
products post $64.4 million in sales, though they currently show no year-over-year growth. 

Good Health for the Golden Years
For mature adults (50 years and older) looking to stave off negative effects of the aging 

process, SPINS data reported double- and triple-digit growth in key segments for 
digestive and general health, as well as products geared toward weight management.

Market Data

Source: SPINS

Digestive Aids 
and Enzymes

Protein and Liquid  
Meal Replacements

Weight Management 
Formulas

Carotenoids and  
Antioxidants

Sales Growth in Products for Mature Adults

25.9%

47.9%

43.7%

141.5%



27   INSIDER Age-Related Nutrition Digital Magazine December 2017

Market Data

Marketed specifically to this demographic, top functional ingredients and their year-
over-year growth rates, listed in order of market share, include: combination animal-/
plant-based protein (203.2 percent), fish oil concentrate (41.9 percent) and whey/casein 
protein (380.1 percent). 

Future of Personalization
Throughout the life cycle, consumers have a variety of choices to help them meet 

dietary and health goals. Among them, personalized nutrition is emerging as the wave of 
the future, and SPINS expects to see a rise in diets based on DNA. Will it be accompanied 
by a corresponding rise in dietary supplements, as consumers seek holistic alternatives 
to more proactively manage their health, in addition to or in lieu of traditional prescriptive 
medicine? Or, will improved eating patterns emerge to match dietary recommendations, 
so consumers can meet their nutrient needs with foods first? Hopefully, with the plethora 
of options to manage health with food, fitness and supplements, consumers can find  
the solutions that best work for them to help improve quality of life.    

Kimberly Kawa is director of scientific affairs at SPINS and has applied her bachelor’s of science in nutrition  

and dietetics and experience in community health to the ongoing development of the SPINS Product Library.  

Her focus lies in vitamins and supplements, and she supports coding initiatives and identifies industry trends 

related to the segment.
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Combination  
animal-/plant-based protein

Fish oil concentrate

Whey/casein protein

203.2%

41.9%

380.1%

Source: SPINS

Top Functional Ingredients From 
October 2016 to October 2017

http://spins.com/


®

https://www.chromadex.com/ingredients-overview/
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With an aging population and consumers taking an active interest in their health 
and well-being, the marketing of age-related nutritional ingredients is a vital strategy  
for marketers. 

Baby Boomers, Gen Xers and Millennials are key consumer target groups for 
marketers, and with three different sets of needs and buying propensities, it’s important 
that brands define their unique selling propositions. 

Born between 1946 and 1964, Baby Boomers have the largest disposable income. 
Eighty-five percent of Baby Boomers spend time browsing and shopping online, with  
66 percent of over-50s in the United States routinely making an online purchase, 
according to Immersion Active. Baby Boomers are active on networks such as 
Facebook, using it to keep in touch with family and friends. Around 70 percent of Baby 
Boomers have an account, making this social media platform of paramount importance 
for marketers looking to target purchasing decisions online.  

For marketers looking to target Baby Boomers with age-related nutrition ingredients, 
techniques like email marketing are particularly effective. But the tried-and-tested 
traditional forms of marketing, like direct mail and couponing, are also appealing, with 
older consumers responding well to promotions and money-saving offers. 

Brand Marketing

Marketing Age-Related Nutritional 
Ingredients to Consumers
 by Lindsey Carnett
INSIDER's Take

 Baby Boomers respond to email 
marketing and traditional couponing, 
while Generation Xers like video 
testimonials and ingredient 
explanations.

 Millennials like to share and create 
user-generated content, and listen 
to recommendations of health and 
nutrition influencers. 

 Brands must understand their 
consumers’ needs and design marketing 
campaigns that generate trust and 
help maintain brand loyalty. 

Baby Boomers, Gen Xers and Millennials are Key Consumer Target Groups for Marketers
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Baby Boomers
1946-1964

Gen Xers
1961-1981

Millennials
1981-1997

85%
spend time browsing and 
shopping online, with

66%
of over-50s in the  
United States routinely  
making an online 
purchase.

29%  
of U.S. spending,  
according to American 
Express. They possess 
a high level of spending 
power and importantly 
for brands, are 
financially stable.

25 hours 
online a week, according 
to Advertising Age, and 

68% 
of this group influenced by their 
friends’ social media posts, 
according to eMarketer.
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By comparison, Gen X consumers were born in the 1960s and 1970s, and contribute 
to 29 percent of U.S. spending, according to American Express. They possess a high 
level of spending power and, importantly for brands, are financially stable. Tech-savvy, 
Gen X consumers are particularly attracted to video content and use Facebook to 
communicate online, according to eMarketer. This platform provides marketers with an 
opportunity-rich destination to create content that can promote the benefits of nutritional 
ingredients. With Gen X consumers responding well to educational content, video content 
such as testimonials and a scientific breakdown of ingredients is another example that 
marketers could use to target users. 

Millennials are many times the opposite in their health needs and levels of digital 
literacy. With a Millennial spending 25 hours online a week, according to Advertising Age, 
and 68 percent of this group influenced by their friends’ social media posts, according to 
eMarketer, it’s vital that a brand creates content that is both engaging and shareable. 

Marketers targeting Millennials should embrace the power of user-generated content 
and create marketing and advertising campaigns that perform well on mobile devices. 
Additionally, investing in influencer marketing and working with bloggers and popular 
social media personalities is a particularly effective way for brands to promote their products. 
For ingredients targeted at improving Millennial health, video content demonstrating the 
difference made from the perspective of an influential digital native can persuade younger 
consumers to part with their cash. Distributing this content on platforms such as Snapchat 
and Instagram takes the brand’s message directly to where these influential consumers 

hang out and is more powerful than traditional forms of marketing. 
For consumers with specific health concerns, marketers 

shouldn’t be afraid to address them head on. Traditionally 
considered a taboo subject, promoting ingredients to women 
experiencing menopause can pose a challenge. However, for 
menopause in particular, it’s important for brands and their 
marketing teams to remove the stigma of the condition while 
raising awareness of symptoms.

Kimberly Clark addressed the perceived embarrassment of 
menopause in a direct way. Launching a 360-degree marketing 
strategy, the brand devised a print, television and online campaign to 
promote its range of intimate care products. The Poise Feminine 
Wellness line was supported by “The 2nd Talk” marketing campaign, 
encouraging women to talk about menopause and feel comfortable 
with “the change.” Television spots showed women talking frankly 
about menopause, the lack of conversation around symptoms and 
how to deal with them. Ad copy on products also directed women 
to participate, with an online “ask the experts” section, educational 
resources and a community forum. This example of a structured, 
multiplatform campaign is an effective approach to a sensitive 
issue, and one that would reach the brand’s target market in the 
forms of media they consume.

Brand Marketing

Marketers targeting 
Millennials should 
embrace the power of 
user-generated content 
and create marketing 
and advertising 
campaigns that perform 
well on mobile devices. 
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Mothers also respond well to brands that have an authentic-sounding narrative and 
display a social conscience. Products that have an ethical story and give to charity are 
particularly appealing to moms and, for marketers, it is important not to focus on 
perfection or portray products as a way for mothers to obtain it. Professionals should use 
techniques to show how products can help make life easier for mothers, whether they 
may save them time or improve their health through the power of ingredients. And, 
technology can help capture attention. A 2015 study by Goldman Sachs revealed 
mothers respond well to technology, making the digital arena a profitable marketplace  
for health brands to develop apps for health tracking and interactive concepts to access 
detailed ingredient information.

To successfully promote age-related ingredients, marketers must define purchasing 
decision variables from the position of the customer. For example, when targeting  
stay-at-home moms, marketers should investigate which channels they use to find 
product information and communicate their choices with peers. An online forum  
like thebump.com is an influential example.

Marketers should also design and implement multiplatform digital campaigns, targeting 
consumers by age and on specific social media networks. Pay-per-click advertising, 
sponsored content and boosted posts should all be utilized to promote the benefits of 
nutritional ingredients targeted at specific health concerns. Social media influencers 
should be used to create a relationship between brand, consumer and a familiar face, 
encouraging customers to place their faith in a reliable recommendation.

For brands to successfully promote age-related nutrition ingredients, they must place 
themselves in the shoes of their target consumers. By understanding their needs and the 
problems that require a solution, marketers can create content, design marketing 
campaigns and use social media platforms to reach consumers in a way that generates 
trust and helps shape and maintain brand loyalty for the long-term.   

    
Lindsey Carnett is CEO and president of Marketing Maven, an Entrepreneur 360 company and integrated 

marketing firm ranked nationally in the healthcare category by third-party ranking company O’Dwyer’s PR.  

She is a FOLIO Magazine 2015 Top Women in Media Honoree and is noted for helping to launch consumer 

brands with substantiated ingredients. 

Brand Marketing

Mothers are also a lucrative target consumer 
for brands. Research from Saatchi & Saatchi 
revealed moms prefer to be spoken to as 
multidimensional individuals, with their 
role as a mother not treated as a job.

mailto:lindsey%40marketingmaven.com?subject=
http://www.marketingmaven.com/


Follow Cognizin®

Raise the IQ of your next functional food or beverage.
The brain keeps the whole body running. Support the whole brain with patented Cognizin® Citicoline, clinically shown to: increase 

brain cell membrane formation by 35%, supporting healthy brain structure; boost ATP levels by 13.6%, restoring brain energy; and 

reduce select cognitive errors by 87%, improving attention and focus.* A non-stimulant, vegetarian GRAS ingredient, Cognizin 

Citicoline is the perfect addition to functional foods and beverages that support brain health. And it’s pure, stable and allergen-free. 

Cognizin® is a registered trademark of KYOWA HAKKO BIO CO., LTD.
Copyright ©2017 KYOWA HAKKO U.S.A., INC.     All Rights Reserved. 

*These statements have not been evaluated by the Food and Drug Administration. 

This product is not intended to diagnose, treat, cure, or prevent any disease.

Look for Cognizin® Citicoline in these fine brands.

Want a smart pick for your 
next product? Learn more 
at www.kyowa-usa.com

https://kyowa-usa.com/branded-ingredients/cognizin-citicoline
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One size does not fit all when it comes to nutrition. The wide variety of ingredients, 
extracts and formulations allows innovative supplement companies to tailor their 
products to the specific life stages of their customers. Whether it is parents seeking to 
raise healthy children from infancy, adults improving and maintaining their minds and 
bodies, or older adults seeking to maintain their active lifestyle, consumers are looking 
for specialized products that are suitable for their age. Innovative companies continue 
to meet this need by inventing new products, and creating new brands to help guide 
their customers.

 
Leading Companies

A variety of companies provide several avenues of innovation for age-related products. 
For example, nutrition-based companies may create specific formulations to assist 
ingestion and digestion for the very young and the very mature. Cosmetic companies 
may create natural product-based skin care to maintain skin health as it ages. National 
research organizations assist in 
bringing traditional medicines to 
the market through modern 
science. The wide variety of 
innovative organizations is 
shown by the leading patent 
application filers. 

Popular Ingredients
Patent applications associated 

with nutrition and human health 
are often categorized according 
to their most important ingredient. 
Using the patent system, 
companies can identify popular 
ingredients, as well as areas 
that are open to innovation  
(i.e., white space). 

Intellectual Property

Intellectual Property Trends  
for Age-Specific Products
 by Andreas Baltatzis and Gideon Eckhouse
INSIDER's Take

 As research expands to show how 
nutrients affect different ages, brands 
are innovating with new, specialized 
products targeted at different 
demographics.

 Botanicals are the most popular type 
of ingredients featured in recent age-
related patent applications, showing 
their attractiveness to consumers.

 The most common term used in 
trademark filings for age-related products 
are “baby,” followed by “menopause,” 
“age” and “child/children.” 

 Company Applications

 Amorepacific 31
 Avon Products 29
 Johnson & Johnson  23
 LVMH Recherche 19
 Cognis 18
 Shiseido 18
 L’Oreal 17
 Korea Institute of Oriental Medicine 15
 Nestec 15
 BASF Beauty Care Solutions 11
 KAO 8
 Laboratoires Expanscience 8
 Mary Kay 8
 Korea Res. Inst. of Bioscience and Biotech 7
 Abbott 6
 Council of Sci. & Industrial Res. 6
 Tsumura 6
 Centre National De La Recherche Scientifique 5
 DSM  5

Age-Related Patent Applications by Organization



34   INSIDER Age-Related Nutrition Digital Magazine December 2017

Popular Natural Ingredients in Age-Related Patent Applications

APPLICATIONS MAIN INGREDIENT

242 Magnoliopsida (dicotyledons)

208 Fabaceae or leguminosae (pea or legume family)

135 Asteraceae or compositae (aster or sunflower family), e.g., chamomile, echinacea

82 Theaceae (tea family), e.g., camellia

75 Lamiaceae or labiatae (mint family), e.g., thyme, rosemary or lavender

72 Panax (ginseng)

70 Vitaceae or ampelidaceae (vine or grape family)

65 Poaceae or gramineae (grass family), e.g., bamboo, corn or sugar cane

60 Apiaceae or umbelliferae (carrot family), e.g., dill, chervil, coriander or cumin

57  Citrus, e.g., lime, orange or lemon

54  Liliopsida (monocotyledons)

52 Rosaceae (rose family), e.g., strawberry, chokeberry, blackberry, pear or firethorn

49 Ericaceae or vacciniaceae (heath or blueberry family)

49 Solanaceae (potato family), e.g., nightshade, tomato, belladonna or capsicum 

48 Brassicaceae or cruciferae (mustard family), e.g., broccoli, cabbage or kohlrabi

48 Glycyrrhiza (licorice)

48 Curcuma, e.g., common turmeric, East Indian arrowroot or mango ginger

47 Ginkgophyta (Ginkgo family), e.g., Ginkgoaceae 

46 Basidiomycota, e.g., cryptococcus

Patent Filing Trends
Innovation for age-specific products has been a consistent target for companies during 

the past 15 years. This trend is indicated by the relatively consistent number of patent 
applications filed over that time, averaging about 70 applications per year since 2001.

Intellectual Property

1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015

17

70
91

61 66 69 6867
81 80 8272 65 69

5548 60

14 2411

Age-Specific Product Applications Filed per Year
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Intellectual Property

These data show brands encompass all stages of life: from birth through childhood, to 
adulthood and into the later stages of life. Many brand owners have evidently considered 
all parts of the life cycle, and targeted consumers in each one.

Common terms are not eligible for trademark protection. To successfully register 
age-related trademarks, it is necessary to couple these kinds of terms with more 
distinctive terms, such as a company name or a coined product name.

Common Terms Used in Trademark Filings for Age-Related Products

246

589

196
60

123

82

49

34

Age

Baby
Child/Children

Old

Menopause

Senior

Infant

Adult
 Term Occurrences

●	 Age 196
●	 Senior 60
●	 Child/Children 123
●	 Menopause 246
●	 Old 82
●	 Infant 34
●	 Baby 589
●	 Adult 49

Trademark Applications Filed During Recent 5-Year Periods

●				Age
●				Menopause
●				Child/Children

1993-1997

1998-2002

2003-2007

2008-2012

2013-2017

0         10         20        30        40         50        60

40

25
13

47

24
11

50

23
35

28

26
31

16

10
13

 Age-related brands are often designed to convey to the consumer that a product is 
targeted to a specific age group. 
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Intellectual Property

A review of trademark filings showed 15 years ago, the term “age” spiked, which appears 
to have leveled off. Supplement trademarks that include the term “child” or “children” 
have been filed at a consistent rate for 20 years. However, terms that include “menopause,” 
or variations thereof, have declined in frequency during the last 10 years. These data 
indicate both steady and varying trends in the age-related supplement field.  

Attorney Andreas Baltatzis is a director at KramerAmado PC (krameramado.com), a boutique law firm specializing 

in intellectual property (IP). He represents a number of innovative nutritional supplement and nutraceutical 

companies that improve people’s lives every day. Baltatzis also helps companies prepare and implement IP 

strategies by obtaining patents and trademarks that protect their innovations and cash flow, as well as advising 

clients on successfully launching new products and brands.

Gideon Eckhouse is a senior associate at KramerAmado, with more than 10 years of experience in patents and 

trademarks. He assists innovative nutritional supplement and nutraceutical companies in protecting their IP 

throughout the world. Eckhouse counsels and implements global trademark strategies for new brand launches. 

Additionally, he prepares and prosecutes patent portfolios, protecting new products coming to market.

http://www.krameramado.com/


Mobility is key to extending healthy life years. Peptan is a unique bioactive protein proven to support 

mobility by simultaneously promoting joint, bone and muscle health. Neutral in taste and easy to 

formulate and blend with other nutrients and proteins, Peptan is the single active ingredient that can 

be efficiently incorporated into daily diets. It offers consumers multiple health benefits and supports 

an active lifestyle.

For the science behind Peptan and the latest whitepapers, visit peptan.com’.

peptan.com   PeptanbyRousselot  @Peptan_Global  Collagen Peptides

Collagen Peptides for a Healthy Lifestyle

PRODUCED & MARKETED BY ROUSSELOT

PEPTAN®,  FOR
HEALTHY AGING

For the science 

behind Peptan and 

the latest 

whitepapers visit 

peptan.com

https://www.peptan.com/about-peptan/downloads/?lookup[878][filter][0]=13%3A31#c878
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In the current context of growing older in the United States, it is possible to provide 
tools for Americans to age with fewer devastating, quality-of-life-robbing conditions. Hence, 
a generation can be created unlike any previously—the “wellderly,” heathy and well elderly. 

The senior population has undergone a shift in how they view their personal 
responsibility for their health, according to Tom Druke, director of strategic marketing, 
Balchem Corp., and they’re taking more responsibility to stay active and independent. 
Ingredients supporting mature adults include choline, kesum (Pesacaria minor), Ginkgo 
biloba, Bacopa monniera, tocotrienols and collagen, among others. 

For mature adults (50 years and older) looking to stave off negative effects of the aging 
process, SPINS’ data reported double- and triple-digit growth in key segments for 
digestive and general health, as well as products geared toward weight management.

For children, nutrition not only supports overall health, vitality and performance, but is 
the foundation for healthy development. 

During infant months and the early years that follow, children are rapidly developing, 
growing and learning. These are critical years, when nutrition will set the stage for many 
areas of health such as cognition, immunity and bone. As infants and toddlers grow to 
elementary ages and then into adolescence, their bodies experience changes such as 
rapid height growth, hormonal and muscle development, and continued cognitive 
advancements. Nutrients of importance support healthy bones and muscles, as well as 
cognitive development. 

For adults, SPINS’ data show strong sales in specific segments such as digestive 
health, energy support, bone health, eye health, joint health, pain and inflammation, 
cognitive health, sexual health and cleanse/detox support.

Baby Boomers, Gen Xers and Millennials are key consumer target groups for marketers, 
and with three different sets of needs and buying propensities, it’s important brands 
define their unique selling propositions. Around 70 percent of Baby Boomers have a 
Facebook account, making this social media platform of paramount importance for 
marketers looking to target purchasing decisions online. Gen X consumers are attracted 
to video and educational content; video content such as testimonials and a scientific 
breakdown of ingredients are two examples that marketers could use to target these users. 
Marketers targeting Millennials should embrace the power of user-generated content, and 
create marketing and advertising campaigns that perform well on mobile devices.

A review of trademark filings showed that 15 years ago, the term “age” spiked,  
which appears to have leveled off. Supplement trademarks that include the term “child” 
or “children” have been filed at a consistent rate for 20 years. However, terms that  
include “menopause,” or variations thereof, have declined in frequency during the last  
10 years. These data indicate both steady and varying trends in the age-related 
supplement field.  
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Register today at east.supplysideshow.com

Secaucus, NJ
Meadowlands Exposition Center

April 10-11, 2018

Find the latest ingredients & solutions, 
all in one location, for your next  
age-specific nutrition product.

Early Registration is 

NOW OPEN.

SupplySide East 2018
IT’S BACK 

AND IN THE  
NYC AREA

https://east.supplysideshow.com/en/home.html?utm_source=INSIDER&utm_medium=printad&utm_campaign=AGERELNUTDM&utm_content=EarlyReg_Open
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Looking for ingredients, suppliers and solutions in the age-specific nutrition space? 
Check out these SupplySide and Vitafoods Global Storefronts to get more information such as whitepapers, 
presentations, contacts and other content from suppliers offering results for age-related nutrition manufacturers 
and marketers.

D I R E C T O R Y

Akay USA LLC
(732)912-7179

rajive.joseph@akay-group.com

Algatechnologies
+97-25-245-99528

efratk@algatech.com

ADM
 (844)441-3663

food@adm.com

AG Commodities Inc.
(714)782-7131

mikesingh8@gmail.com

ArcticSource1
(719)201-4641
jan.haakonsen 

@arcticsource1.com

AstaReal Inc.
(609)614-6904

hrichardson@astarealusa.com

Aviva Pharmaceuticals Ltd.
+86-21-613-53236

info@avivapharma.com

Benexia
+56-22-437-5820

AIDP Inc.
(503)636-7555

dave@aidp.com

Bergstrom Nutrition / 
OptiMSM

(360)693-1883
timh@bergstromnutrition.com

BGG
(949)748-7348

tony@bggworld.com

Balchem: Albion,  
VitaCholine, SensoryEffects

(801)773-4631
tjohnson@albionminerals.com

Acara Bioherb Pvt. Ltd.
+91-90-088-43025

extracts@acarabioherb.com

Alpha Packaging
(314)427-4300

marny.bielefeldt@alphap.com

Bionap S.r.l.
+39-34-273-59657

v.mignosi@bionap.com

BIO-CAT & BIO-CAT Microbials
(877)978-2811

mjensen@bio-cat.com

Bioenergy Life Science Inc. 
(BLS)

(763)746-3926
penny.portner@bioenergyls.com

Agropur Ingredients
(608)781-2345

corrie.drellack@agropur.com

Applied Food Sciences Inc.
(512)732-8300

info@appliedfoods.com

Bioiberica S.A.
+34-93-490-4908

mgomez@bioiberica.com

mailto:jan.haakonsen%20%40arcticsource1.com?subject=
mailto:jan.haakonsen%20%40arcticsource1.com?subject=
http://storefronts.supplysideshow.com/listing.aspx?id=72101
http://storefronts.supplysideshow.com/listing.aspx?id=180843
http://storefronts.supplysideshow.com/listing.aspx?id=98762
http://storefronts.supplysideshow.com/listing.aspx?id=72123
http://storefronts.supplysideshow.com/listing.aspx?id=179637
http://storefronts.supplysideshow.com/listing.aspx?id=74071
http://storefronts.supplysideshow.com/listing.aspx?id=72585
http://storefronts.supplysideshow.com/listing.aspx?id=76330
http://storefronts.supplysideshow.com/listing.aspx?id=72105
http://storefronts.supplysideshow.com/listing.aspx?id=181312
http://storefronts.supplysideshow.com/listing.aspx?id=72231
http://storefronts.supplysideshow.com/listing.aspx?id=72238
http://storefronts.supplysideshow.com/listing.aspx?id=72250
http://storefronts.supplysideshow.com/listing.aspx?id=179877
http://storefronts.supplysideshow.com/listing.aspx?id=72261
http://storefronts.supplysideshow.com/listing.aspx?id=72265
http://storefronts.supplysideshow.com/listing.aspx?id=181021
http://storefronts.supplysideshow.com/listing.aspx?id=73546
http://storefronts.supplysideshow.com/listing.aspx?id=180859
http://storefronts.supplysideshow.com/listing.aspx?id=72900
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SupplySide and Vitafoods Global Storefronts Directory

Daiwa Health Development
(516)880-2811

hcheatham@dhdusa.net

Farbest Brands
(800)897-6096

information@farbest.com

GELITA
(712)943-1692

lara.niemann@gelita.com

Gemini Pharmaceuticals Inc.
(631)543-3334

mjost@geminipharm.com

Gelco Gelatinas do Brasil Ltda.
+551938528119
henrique.bartel@

gelcointernational.com

Infiniti Nutraceuticals
(949)455-9708

rocio@infinitimg.com

Herbochem
+91-40-230-77331

somnath@herbochem.com

Cactus Botanics
(949)556-4287

carol.c@cactusbotanics.com

Cepham Inc.
(201)255-6011

info@cepham.com

Charles Bowman & Co.
(616)786-4000

cbc@charlesbowman.com

CPX PERU
+51-93-939-2222

comercial@cpxperu.com.pe

Cargill
(952)742-6080

pam_stauffer@cargill.com

Indena USA Inc.
(206)340-6140

greg@indenausa.com

Ingredients By Nature
(909)230-6203

jbrewster@ingredientsbynature.com

Capsugel
(800)845-6973

marketing.amer@pfizer.com

BioNeutra North America
(780)466-1481

sheri.obrien@bioneutra.ca

Evear Extraction
+33-24-157-6881

j.carriou@evear-extraction.com

Captek / J+D Labs
(800)638-6883

terry@capteksoftgel.com

K. Patel Phyto  
Extractions Pvt. Ltd.
+91-22-283-33318

punit@phytoextractskp.com

Innovative Food  
Processors Inc. (IFP)

(800)997-4437
sales@ifpinc.biz

JBSL-USA Inc.
(925)938-2732

v_hackel@jbsl-net.com

Jianhe Biotech Co. Ltd.
+86-31-183-506700

jack.ma@jh-biotech.com

Deerland Enzymes & Probiotics
(800)697-8179

todburgess 
@deerlandenzymes.com

Herbally Yours Inc.
(480)892-8220

mimi@herballyyours.net

mailto:henrique.bartel%40gelcointernational.com?subject=
mailto:henrique.bartel%40gelcointernational.com?subject=
mailto:todburgess%40deerlandenzymes.com?subject=
mailto:todburgess%40deerlandenzymes.com?subject=
http://storefronts.supplysideshow.com/listing.aspx?id=72267
http://storefronts.supplysideshow.com/listing.aspx?id=72313
http://storefronts.supplysideshow.com/listing.aspx?id=72325
http://storefronts.supplysideshow.com/listing.aspx?id=72327
http://storefronts.supplysideshow.com/listing.aspx?id=76349
http://storefronts.supplysideshow.com/listing.aspx?id=72344
http://storefronts.supplysideshow.com/listing.aspx?id=72357
http://storefronts.supplysideshow.com/listing.aspx?id=181843
http://storefronts.supplysideshow.com/listing.aspx?id=74252
http://storefronts.supplysideshow.com/listing.aspx?id=72448
http://storefronts.supplysideshow.com/listing.aspx?id=181728
http://storefronts.supplysideshow.com/listing.aspx?id=72537
http://storefronts.supplysideshow.com/listing.aspx?id=182740
http://storefronts.supplysideshow.com/listing.aspx?id=72603
http://storefronts.supplysideshow.com/listing.aspx?id=84958
http://storefronts.supplysideshow.com/listing.aspx?id=72686
http://storefronts.supplysideshow.com/listing.aspx?id=85000
http://storefronts.supplysideshow.com/listing.aspx?id=72737
http://storefronts.supplysideshow.com/listing.aspx?id=79361
http://storefronts.supplysideshow.com/listing.aspx?id=72744
http://storefronts.supplysideshow.com/listing.aspx?id=72758
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Natural Remedies Pvt. Ltd.
+91-80-402-09999

gayathri@naturalremedy.com

NutraScience Labs
(855)492-7388

agoldman@nutrasciencelabs.com

Orgenetics Inc.
(714)575-0005

saumil@orgenetics.com

Nutralliance Inc.
(714)694-1400

msodaro@nutralliance.com

Pines International
(800)697-4637

ctong@wheatgrass.com

PAT Vitamins Inc.
(626)810-8886

lorraine@patvitamins.com

KSM-66 Ashwagandha
+91-40-232-04385

kartikeya@ixoreal.com

Natreon Inc.
(973)222-5713

jeff@natreoninc.com

Nascent Health Sciences LLC
(347)583-2601

michael@nascent-health.com

PB Leiner Gelatins
(563)386-8040

kevin.paulsen@pbleiner.com

Pizzey Ingredients
(651)425-0313

mary@pizzeyingredients.com

LOVPURE Natural  
Ingredients Co. Ltd.
+86-13-801-650414

shsunxm@foxmai.com

KEB Nutraceutical USA Inc.
(714)990-8830

iris@kebnutra.com

Nippon Supplement Inc.
+81-66-376-2220

mark-s@nippon-sapuri.co.jp

Mitsubishi International  
Food Ingredients, Inc.

(551)574-9398
rprice@mitsubishiingredients.com

Robinson Pharma Inc.
(714)241-0235

sales@robinsonpharma.com

PLT Health Solutions
(973)984-0900

steve@plthealth.com

Polyphenolics
(908)941-6535

gregory.arabatzis@cbrands.com

Probi USA, Inc.,  
dba Nutraceutix

425-883-9518 x329

Nexira
(908)707-9400

f.gillet@nexira.com

Orkla Health, div. Denomega
+47-91-812-845

jennifer.kibel@denomega.com

NATAC
+34-91-827-6470

ngonzalez@natac.es

Natural Marketing Institute(NMI)
(215)513-7300

michael.molyneaux@
nmisolutions.com

Nutraland USA Inc.
(949)988-7615

xu.sanying@nutralandusa.com
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Vitajoy USA Inc.
(954)675-9770

casey@vitajoyusa.com

Xsto Solutions
(973)975-4224

fxfoley@xstosolutions.com

Savesta LifeSciences Inc.
(818)709-2411

William@savestalife.com

Stratum Nutrition
(417)313-2738

aknell@stratumnutrition.com

TR Nutritionals
(714)342-3411

nick@trnutritionals.com

TSI USA Inc./Metabolic 
Technologies Inc.

(406)541-9754
asullivan@tsiinc.com

Stepan Lipid Nutrition
(201)712-7642

food.health@stepan.com

Soft Gel Technologies Inc.
(800)360-7484

sales@soft-gel.com

Sabinsa Corp.
(732)777-1111

shaheen@sabinsa.com

Welch’s Global  
Ingredients Group

(978)831-0241
pjwhite@welchs.com

Solabia USA
+33-14-810-1940

laurent.lassalle@solabia.fr

Wantuming Biological 
Products Co. Ltd.

(818)651-1818
phil@joyssunnyhealth.com
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