
CONSUMER INSIGHT: 
Baby Boomers

It’s a generation that is both numerous and expansive. With a  
20-year gap between the oldest and youngest Baby Boomers, 
they are a generation that is entering later life with an 
unparalleled focus on health and wellness. The Baby Boom 
generation – generally the parents of Millennials and older 
Generation Zs – have attracted notice from the time births 
spiked following World War II through the ensuing decades 
(all of which they influenced in a number of ways.) They’re 
still a formidable group, not just in size but in their influence 
on food and beverage trends. Many of them are interested in 
CBD, intense flavors and value-based products – and they’re 
reinventing different markets and segments each day. Let’s take 
a look.   
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The Big Boom
Born after the end of the Second World War between 1946 and 1964, 
the massive Baby Boom generation was named for the skyrocketing 
birth rate during those years of expansion and prosperity. Even now, 
their numbers are impressive: seniors are the most rapidly-growing 
population. 

That said, the nearly 20-year age gap between the first Boomers, now 
65 to 73, and the youngest Boomers, most of whom are still working, 
means that this is not a one-size-fits-all group. There are differences 
in what younger Boomers want and what older Boomers are looking 
for, particularly in foods and beverages and accompanying flavors.  

Younger Boomers, for example, enjoy discovering new tastes and 
consider themselves adventurous.  In addition, this segment of the 
demographic grew up with the heyday of brands and have a continued 
sense of brand attention and loyalty. Older members of this age 
demographic tend to be less brand-focused and are open to items 
under different labels. At the same time, older seniors may be less 
willing to try something new and prefer to stick with what they like and 
know. 

“To connect with the Younger 
Boomer consumer, marketers 
must take a values-centric, 
live-for-the-moment 
approach.”  

-Iconoculture

Current population: 72.4 million 

Expected percentage of seniors in U.S. 

population by 2023: 23.2%

Buying power: $2.5 trillion

Current ages in 2019: Between 55 and 73

Sources: Iconoculture and Mintel

Boomer Basics



Talking ‘Bout My Generation
Pretty much from the late 1940s through today, Baby Boomers have impacted food trends, including fads that have come and gone (oat 
bran, anyone?) and true, lasting changes in eating and drinking. 

Thanks to the Boomers, brands like Coca-Cola, Campbells, Kellogg’s, Kool-Aid, Good Humor, Hostess and McDonald’s, among others, 
became etched in food culture and history. Baby Boomers also spurred interest in various diets over the years, including low-fat and low-cal 

eating plans and fad diets like the Scarsdale, South Beach, Grapefruit, Beverly Hills and Atkins diets, among many others. 



Redefining the Market 
– Again

Just as they continually redefined the nation’s 
culture over the years, Baby Boomers are 
redefining aging as they are moving into their late 
50s through their early 70s, a stage that some have 
referred to as “the Greynaissance.”

Notably, they’re changing the lexicon, shifting 
the focus from “anti-aging” products and 
practices to “pro-aging” ones. They don’t want 
to be reminded of their age, instead preferring 
to engage with and be empowered by products 
that they see as positive and, from a health and 
wellness perspective, preventive and proactive. 
This can include foods designed to improve 
overall health and cognitive function as well as 
foods with medicinal properties that work for 
certain conditions. The current push for plant-
based foods and foods with functional properties 

dovetails into this movement. 

“Brands should innovate with 
preventative claims such as gut, bone 
and joint health, antioxidants and 
cognitive function to protect, promote, 
and maintain health and wellbeing. 
Use positive terms such as ‘vitality’ or 
‘longevity’ rather than positioning anti-
ageing functionality as something that 
requires a fight to maintain.”  

Michelle Teodoro, Mintel



Boomers’ Value-Driven Choices

The pro-aging attitude is exemplified in Boomers’ eating and 
drinking habits and choices, often based on health and wellness. 

While there may be differences between the edges of the Boomer 
population on certain things, health and self-care isn’t one of them. 

Three quarters of older Americans prioritize their health and more 
than half say they plan to improve it. Between 2010 to 2018, the 
percentage of Baby Boomers who say that health is an important 
value to them rose at a rate of 23 percent. The desire for comfort 
among this demographic climbed 12 percent. 

The health- and wellness-centric attitudes of Baby Boomers is 
evident in a variety of food and beverage products:

• Convenience-oriented, single-serve portions geared to those 
who live alone or eat smaller portions.

• Foods that are easier to chew and swallow, like yogurts or 
overnight oats. 

• Foods and beverages designed to enhance gut health and 
holistic wellbeing, such as fermented foods and probiotics. 

• Snacks that boost nutritional intake in an increasingly snack-
focused culture that extends to Baby Boomers. 

• Products that address particular medical conditions, like loss of 
bone mass, poor digestion, memory loss or difficulty swallowing, 
to name some examples.



Hippies Meet Hipsters
Healthy doesn’t mean stodgy. The Baby Boomers who have long been on the cutting edge of culture are also embracing their 
“graynaissance” by considering themselves still relevant and on-trend, another value driving their choices in the marketplace. This is 
particularly true of the Boomers on the younger and middle part of this generation’s spectrum. 

Considering many members of this demographic are parents to Millennials, they are closely connected to their children of that generation 
and enjoy spending time – and meals – with them.  On a broader level, they consider themselves as an important part of a multi-
generational market, which may bode well for an approach of “ageless” for vibrant marketing. 

Baby Boomers are keeping up with other trends in foods and beverages, such as the rise in plant-based eating and ongoing interest in bold, 
authentically ethnic fare and ingredients.



Robust Lifestyles, Robust Flavors 
Part of the popularity of boldly flavored foods among Boomers 
can be attributed to their desire to be live robustly and be on in 
on or driving trends. But another aspect of the appeal of strong 
flavors is related to age. Even as they seek to be empowered 
by what they consume, this generation is like others before in 
that taste buds become duller as years progress: over the age 
of 50 the sense of taste wanes, which often leads to changes in 
eating habits.

There is a spectrum of robust flavors that can appeal to 
Boomers wanting or needing foods that pack more of a punch 
to the palate. Full-flavored fruits are an example, as are spicier, 

zippier flavors like peppers and ginger. 

Over the age of 50 the 
sense of taste wanes, 
which often leads 
to changes in eating 
habits.



Robust Lifestyles, Robust Flavors, continued

THAI KITCHEN INSTANT RICE 

NOODLE SINGLE SERVE VARIETY 

PACK contains a dozen 1.6-oz 

packages of instant soup that 

appeal to Baby Boomer’s interest 

in single-serve portions, flavorful 

foods and on-trend ethnic varieties 

like Lemongrass & Chili, 4 Onion 

and Garlic & Vegetable. 

SPECIAL K BLUEBERRY WITH LEMON 

CLUSTERS, from a venerable brand 

that Baby Boomers grew up with 

and trust, is a cereal containing 

blueberries and “lemony clusters” 

that would be appealing to aging 

consumers seeking vibrant flavors.  

The product is also described as 

containing vitamins C and E. 

CHICKPEA SNACKS from Biena Foods 

are described as high in fiber and 

protein and free from gluten and 

come in bold flavors for seniors’ 

tastes, like Habenaro, Cinnamon 

Crunch and Barbecue. 

THE STARTUP BRAND PERENNIAL 

introduced a new plant-based, 

non-dairy beverage aimed at those 

over age 50, made with fiber, 

vitamins and plant protein and 

described as promoting gut, bone 

and brain health. 

ACTIVIA FIBER STRAWBERRY CEREAL 

PROBIOTIC YOGURT from the 

Boomer-trusted Dannon brand 

is described as a “creamy snack” 

(good for those who have difficulty 

chewing or swallowing) that’s 

also a good source of fiber and 

beneficial probiotics.

PRODUCTS OF NOTE:



Easing into Aging with CBD 
The Baby Boomers’ values of seeking comfort, happiness, health and 
wellness are converging with the more recent trends in cannabis and CBD 
in a marketplace that is rapidly and notably opening to include such items. 
CBD is an acronym for cannabidiol, an active component of cannabis. 
CBD is not THC, the compound that delivers a “high.” CBD is touted for its 
many health benefits, like relief from anxiety and pain. As we mentioned 
in our recent deep dive into the cannabis space, CBD is already 
disrupting the industry – but the FDA has not yet weighed in. This is 
creating a bit of confusion – and a waiting game – for many brands in the 
space. Despite the regulatory hurdles, consumer interest crosses nearly all 
demographics. Nearly the same percentage of Boomers as Millennials are 
interested in CBD, creating a huge opportunity in food and beverage. 

• More than half of consumers in the U.S. and Canada say they would 
try recreational cannabis when and if it is legal and people are most 
likely to try therapeutic cannabis in foods, vitamins and skincare. (AT 
Kearney)

• When asked, “Do you agree that products derived from or containing 
cannabis can offer wellness or therapeutic benefits?”, 77% of 
consumers between 53 and 62 agree, compared to 78% of those 
between 18 and 22 and 79% of those between 43 and 52. (AT Kearney)

“We believe there is great market 
potential in the Boomer segment, from 
cannabis to inherently functional food 
and beverage.” 

The Hartman Group

https://www.fona.com/cannabis0519/


Easing into Aging with CBD, continued

POSITIVE PERCEPTION
We took a look at Baby Boomer social media posts, and discovered 83% positivity about CBD. Those posting about CBD are evenly 
split by gender, 50/50. (Infegy)

We’re not the only ones spotting a positive perception of CBD, and social media activity from Boomers around the topic. In a study 
analyzing more than 1.3 million social media posts and public comments in the U.S., Baby Boomers and Millennials each comprised 
41% of the content, while GenXers generated 18% of the posts and comments. (source: CBD Marketing) 

And in an A.T. Kearney study, respondents were asked how they’d perceive their favorite brand if they introduced a product 
containing cannabis, 86% of respondents in the U.S. said their perceptions would be improved or be unchanged. Nearly half (49%) 
said they would buy more often from brands offering cannabis products and 46% say they would be more loyal to those brands. 

Baby Boomers have 83% positivity 
about CBD on social media

41% of social posts about CBD are 
from Baby Boomers 



Famous Baby Boomers have gotten on the CBD train, including Martha Stewart, who is working with Canopy Growth Corporation, and 
golfer Greg Norman, who is developing his own brand of CBD products. 

Given the fact that they grew up tuned in to big brands, there is an opportunity for Baby Boomers to support brands that expand into 
cannabis products or brands that produce satisfying cannabis items. Another area of potential is in CBD or cannabis-based products that 
also are infused with bold flavors that appeal to Boomers’ fading palates.

Easing into Aging with CBD, continued

BUDDHA CBD TEA is described 

as a water-soluble CBD tea that 

provides higher bioavailability of CBD 

compared to teas made with oil-

based CBD. Varieties include zesty 

flavors like Turmeric and Ginger and 

Peppermint, as well as Chamomile 

Blend and Matcha Green Tea. 

FROOT POOFS CBD BREAKFAST 

CEREAL from Earthshine Organics 

might appeal to Boomers nostalgic 

for the sugary fruit cereals of their 

youth. Each bag is said to contain 

100 mg of hemp CBD.

INFUSION AYURVEDIC TEAS are 

described as the first herbal teas 

infused with hemp.  The teas are 

available in Hemp Lemonade, 

Turmeric Peach and Brahmi 

Raspberry flavors. 

PRODUCTS OF NOTE:

CANNABINOID CREATIONS’ CBD 

CHOCOLATES for snacking and 

dessert are available in CBD Dark 

Chocolate Boysenberry Crunch, CBD 

Dark Chocolate Mint and CBD Milk 

Chocolate flavors. The company 

notes that their products contain 

“safe, natural CBD that is derived 

from industrial hemp plants.”
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TAKEAWAYS 
With a majority of the population moving into their older working and retirement 
years, food and beverage companies can tap into Baby Boomers’ interest in 
products that are preventive and proactive in terms of health and wellness, from 
robustly flavored items for aging palates to products with ingredients designed 
to enhance certain health conditions and prevent other conditions. Meanwhile, 
as more states pass legislation legalizing products containing industrial hemp 
and derivatives such as CBD, companies can meet demand from the majority 
of consumers – including Baby Boomers. They are interested in such items 
through the development of new products that deliver both therapeutic and 
comfort benefits. Success in the CBD/cannabis market can come in products 
and flavors that already resonate with the Boomer segment, including snacks, 
boldly flavored items and plant-based products. 

 
What does true partnership look like? You deserve a flavor partner ready to 
turn these trends into the tangible. 

Let FONA’s market insight and research experts get to work for you. 
Translate these trends into bold new ideas for your brand. Increase market 
share and get to your “what’s next.” Our technical flavor and product 
development experts are also at your service to help meet the labeling 
and flavor profile needs for your products to capitalize on this consumer 
trend. Let’s mesh the complexities of flavor with your brand development, 
technical requirements and regulatory needs to deliver a complete taste 
solution. 

From concept to manufacturing, we’re here for you — every step of the 
way. Contact 630.578.8600 to request a flavor sample or chat us up at 
www.fona.com/contact-fona/

YOU DESERVE MORE. LET’S GET STARTED. 

http://www.fona.com/contact-fona/

