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Abstract 

 

      The market for consumers who are 60 years old and above is very promising. Senior 

citizens are wealthier, healthier and have more time to spend their money. Yet, senior citizens is 

actually one of the most neglected market. Senior citizens composes a formidable group of 

consumers. They exhibit variation in their buying behavior and lifestyle nowadays. This study 

explored the buying behavior of the different segments of senior citizens in Region 12 according 

to their reasons in buying products and/or services, their demographic, economic and social 

characteristics, their lifestyle, and their buying practices.  

      The study used a descriptive research design with the aim of describing the different 

segments of senior citizens (as consumers) in Region 12. Respondents of the study are those who 

are 60 years old and above (or the senior citizens). Data was gathered from the four provinces of 

Region 12, namely North Cotabato, Saranggani, South Cotabato, and Sultan Kudarat. Purposively, 

429 respondents were selected from the four component cities (General Santos, Kidapawan, 

Koronadal, and Tacurong) and five municipalities (Midsayap, Alabel, Malungon, Polomolok, and 

Isulan) in Region 12, which are considered as commercial centers or municipalities nearest to the 

commercial centers. Descriptive statistics, factor analysis, and cluster analysis were applied in 

analysing the data.  The result of this study fills in the theoretical gap pertaining to knowledge and 

information about the profile, characteristics, lifestyle, and buying practices of senior citizens in 

Region 12. The segmentation of senior citizens can be referred upon by sellers who are interested 

to capture market share from older consumers. The government will see the findings in the study 

relevant to their policy implementation. 

      Most of the respondents in the study are 60-65 years old, female, married, and living with 

their spouse and children. In addition, most of the respondents are doing a civic, religious, or 

community service and receives support from their child/children or other family members. The 

four factors were extracted from the reasons of the respondents in buying goods and/or availing 

services, which are as follows: Self-Gratification Reasons, Family-Related Reasons, Social-

Related Reasons, and Necessity-Related Reasons. Four segments of senior citizens in Region 12 

emerged using cluster analysis: the Traditional Buyers; Self- and Family-Oriented Buyers; the 

Dependents; and the Well-Rounded Buyers. The four segments of senior citizens differ according 

to the products and/or services that can be found on the buy-list of the majority of the respondents, 

to their possible purchasing power, lifestyle, and the size of the segment. Effective market 

positioning is recommended to the industry players and practitioners. The government must 

determine the specific public service programs/projects for the senior citizens in Region 12. The 

buying behaviour of senior citizens is very interesting to explore and expound by researchers.  
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Background and Rationale of the Study 

 

The market for consumers who are 60 years old and above—or the senior citizens--is very 

promising yet a formidable group. Senior citizens exhibit variations in their buying behavior and 

lifestyle nowadays. Senior citizens are still living an active lifestyle and with preferences that may 

range from basic to luxurious commodities. With the widening array of products and services being 

offered in the market, the senior citizens’ are gradually coping with the market trend.  

Majority of the senior citizens in the Philippines still assumes the role of decision-maker 

in the household and has the purchasing power. Abejo (2004) cited the result of the 2000 Census 

and stated that among nine out of 10 elderly men who were regarded as the head of the household, 

“62.6 percent had gainful occupation, 22.1 percent was without gainful occupation and may be 

receiving retirement pensions or getting support from their children or relatives.” 

The considerably high purchasing power among the elders may not always be the case. In 

the same study, Abejo (2004) stated that “two out of five elderly persons belonged to poor 

households.” The Philippine Daily Inquirer reported the findings of the National Statistical 

Coordination Board stating that “the percentage of Filipinos living below the poverty line remained 

practically the same between 2006 and 2012.” There are households which belong to the lowest 

income stratum and is being headed by a member of the family who is 65 years old and above. In 

2008, the Philippine Statistics Authority (PSA) recorded the households in Region 12 to be 12.8 

percent of the households in the Philippines, which belongs to the abovementioned classification 

of household. In contrast, poverty incidence in the region decreased by 0.1% from years 2012-

2015. 

In most situations, children of senior citizens provide financial support or gifts to their 

parents. Ogena (2006) quoted the finding of Glaser et al. (2004) stating that “senior citizens in the 

Philippines were most likely to receive financial and material support from their children. In study 

of Racelis, Abrigo, and Salas (2012), it was found out that other than the private transfer, “the 

sources of financing for elderly consumption in 2007 were own labor income and asset 

reallocation.” In addition, retirees from formal employment are also receiving their pension 

benefits other than the financial support of their children. 

The Philippine Statistics Authority (2016) recorded an increasing life expectancy at birth 

in Region 12 as of Years 2010-2015, which is 67.4 years for male (a 2.28% increase from Years 

2005-2010) and 72.3 years for female (a 2.12% increase from Years 2005-2010).  

The senior citizens segment is actually one of the most neglected market. An article in the 

Economist magazine dated August 8, 2002 entitled Marketing to the Old stated that “many 

companies seem blind to the fact that their customers are greying” and that, few of the companies 

“see the elderly as an exciting group to sell to.” de Asis (2010) stated that “what is striking is that 

this aging market will want to remain active and independent in their later age thereby opening 

opportunities for a slew of products and services that will enable them to do so.” 

Existing studies in the Philippine context about elders focus more on Gerontology and 

social dimension; few studies explored on the business-related dimension of well-being and 

lifestyle. At present, existing studies about the elders’ population in the Philippines tackle about 

economic well-being (Cruz, 1999), life expectancy (Cruz, 2007), transitions among Filipino 

elderly women (Yoingco, 2010), and living arrangements, work activity and labor income as old-

age support (Racelis, Abrigo, and Salas, 2012).  Yet, there is an absence of published study in the 

Philippines which specifically shows the items that are frequently bought by elders either for 

household or personal consumption and use.  
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While there is a prominent call among business analysts in the world to take heed on the 

promising market for the elders, a more in-depth and area-specific study on the buying behavior 

and practices of the elders market is needed to really determine if the marketing efforts of industries 

will pay-off—which in this case, the senior citizens market in Region 12 or the SOCCSKSARGEN 

area.  

Region 12 is composed of the provinces of North Cotabato, South Cotabato, Sarangani and 

Sultan Kudarat and five (5) cities, which are Cotabato, General Santos, Kidapawan, Koronadal, 

and Tacurong. The Gross Regional Domestic Product (GRDP) of Region 12 (at constant 2000 

prices) increased by 0.4% from fiscal years 2011-2013 (PSA, 2014).  

With the changing socio-economic climate in Region 12, the senior citizens in the region 

are potential consumers that must be explored by various business industries. The challenge is to 

know the varying buying behavior that includes buying practices of the elders market, which is the 

aim of this study. 

 

Statement of the Problem 
The main problem of the study is “What is the buying behavior of the different segments 

of senior citizens in Region 12?” The sub-problem are the following: 1) What are the significant 

factors influencing the buying behavior of senior citizens in Region 12?; 2) What are the different 

segments of senior citizens?; and 3) What are the buying practices of various segments of senior 

citizens? 

 

 

Methodology 

 

Research Design 

The research design used in this study was descriptive research design. The study aimed to 

establish homogeneity in determining the buying behavior of senior citizens in the said region.  

Using the PSA’s recorded population (N) of senior citizens who are 60 years and above in 

May 2010, which is 216,586 and applying the Slovin’s formula, the sample population derived is 

399.26 or 399 from the 4 provinces including the 5 cities in Region 12 with error tolerance (e) of 

0.05 and 95% confidence interval. 

A purposive sampling technique was used in identifying the provinces, 

municipalities/cities and barangays within Region 12 where the sample population was selected. 

Respondents coming from the four provinces in Region 12, namely, the provinces of North 

Cotabato, Sarangani, South Cotabato, and Sultan Kudarat were selected. The total population of 

the respondents in this study was 500. One-hundred percent of the questionnaires was distributed 

but 85.8% or 429 were retrieved and encoded.  

 

Data Collection Method 
The conduct of survey in 4 provinces in Region 12 started in December 21, 2015 and 

culminated on January 26, 2016. Respondents were conveniently interviewed using either self-

administered survey or structured survey interview. The instrument which was used in the survey 

was a self-made survey questionnaire.  
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Statistical Treatment 

The data were first analysed using the Cronbach’s Alpha Reliability Test, descriptive 

statistics, factor analysis and cluster analysis. The reliability of the data needed for factor and 

cluster analysis was tested using the Cronbach’s Alpha Test of Reliability. Similar rule used in 

testing the data gathered during the pre-test was applied. 

Part 1 was the conduct of factor analysis before the data was subjected to descriptive 

analysis and into cluster analysis.  To determine how many factors (or components) to extract, the 

result of Kaiser’s criterion and the Scree Plot was observed.  

Upon determining the number of factors to be extracted, an orthogonal rotation was 

conducted, and that is, the Varimax rotation method. The four factors were determined after 

twenty-five rotations. Factor analysis was used to identify latent variables that could be retained 

for cluster analysis. 

Part 2 was the conduct of a cluster analysis to identify the segments of the senior citizens 

market considering some variables that may affect their buying behavior. The first part of cluster 

analysis was the clustering of variables or according to the reasons of respondents in buying goods 

and/or availing services. The second clustering procedure was according to the respondents or 

cases that became the basis of segmentation of respondents.  

After the senior citizens-respondents have been clustered, the clusters were cross-tabulated 

using the frequency and percentage distribution of the profile and the buying practices of the 

respondents. SPSS 22.0 software was used in analysing the data for all statistical treatments.  

 

Findings and Implications 

 

Analysis and Interpretation of Results 
Significant Factors of Buying Behavior of Senior Citizens in Region 12. Factor analysis 

was applied on purpose of extracting the significant latent variables and eliminating the 

insignificant one. Four factors were generated. 

Factor 1 is labelled as the Self-Gratification Reasons. The label of Factor 1 emanated from 

the latent variables that are more likely pertaining to the importance that the respondents have 

given to their wants desires rather than wants. 

Factor 2 is labelled as Family-Related Reasons. The latent variables in Factor 2 are 

appertaining to involvement of the filial considerations in buying products and/or availing services. 

Factor 3 is labelled as Social-Related Reasons. The label given to Factor 3 are related to 

the value that the respondents gave on the social-dimension of their lifestyle as one of the reasons 

in deciding on what products to buy and/or services to avail. 

Factor 4 is labelled as Necessity-Related Reasons. The latent variables in Factor 4 are 

appertaining to the needs of the respondents as a reason in buying products and/or availing 

services. 

Different Segments of Senior Citizens in Region 12. Four clusters emerged: the Traditional 

Buyers; the Self- and Family-Oriented Buyers; the Dependents; and the Well-Rounded Buyers. 

Comparing the four clusters generated, it can be observed that the respondents in the clusters have 

approximately the same dominant result in terms of gender, civil status, source of income, living 

arrangement, the usual products and/or service that they buy depending on the time basis, retail 

outlet/format and location of buying.  

Profile and Buying Practice of Different Segments of Senior Citizens in Region 12. The 

four clusters (or segments) are profiled and labelled in this section. Cluster 1 is labelled as the 
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Traditional Buyers because most respondents in this cluster buy products and/or avail services that 

an aged or older consumers are expected to include on their buy-list. Grocery food products, which 

can be bought conveniently is on the buy-list of majority of respondents. The Traditional Buyers 

prioritize on their buy-list and in their buying decision the most necessary and essential products 

and/or services that a senior citizen should be consuming. This segment buys basic food products 

in daily basis and health-related and non-food products on monthly or yearly basis.  

More than seventy percent of the respondents in this segment personally buys products 

and/or services (79.8%) but 59.6 percent have child/children who are buying or availing 

commodities for them. A large number of respondents buy products and/or avail services in the 

public market (92.9%) and more than fifty-percent is buying in the department stores (60.6%), 

shopping malls (57.6%), and sari-sari stores (54%). Almost all of the respondents in this segment 

buy products and/or avail services within the municipality/city (99%) but approximately fifty 

percent of the cluster’s population buys also in other municipality/city (44.9%).  

This segment has the biggest population among all other segments, which is approximately 

50 percent of the total population of the respondents (198 respondents). This segment is on the 

mid-age of seniority. If combined, respondents who are 71-75 years old (19.2%) and 76-80 years 

old (16.2%) are more than the population of the 60-65 years old.  

More than half of the population of the segment is female (60.6%) and married (61.6%). 

Traditional Buyers are occupied with the following activities: religious, civic, and community 

service (39.4%), managing own farm (35.4%), retired and attending personal activities (27.3%), 

retired and attending family (25.8%), and managing own business (23.7%). Sources of income of 

more than thirty-percent of the respondents are support from children or relatives (46.5%), pension 

(44.9%), and income from own farm (34.3%). More than twenty percent of the respondents in this 

segment are living with their spouse and children (33.8%) and with their children only (21.2%).  

Most Traditional Buyers have limited source of income that is consequential to modest 

purchasing power compared to Self- and Family-Oriented Buyers and the Well-Rounded Buyers. 

Cluster 2 is labelled as the Self- and Family-Oriented Buyers because majority of the 

respondents in this cluster buy products and/or services for the basic needs of their family and for 

their own needs. Other than managing their own business, they are attending their family after 

their retirement. It can also be observed that even though they are prioritizing food products that 

are needed for their physiological survival on their buy-list, most of them put due importance on 

clothing (92.3%), footwear (85.7%), and beauty and grooming services (61.9%) as needed in 

dealing with people who are within their business circle.  

The Self- and Family-Oriented Buyers buy highly perishable food products on a daily basis 

and food products with longer perishability on a weekly basis (except rice which they buy on a 

monthly basis). Health-related products/services are being bought on a monthly basis while 

clothing, footwear, apparels and other non-food products are bought on a monthly or yearly basis.  

Above fifty-percent of the respondents in this segment buy products and/or services in the 

public market (93.8%), department stores (80%), sari-sari store (69.2%) and shopping mall 

(53.8%). The Self- and Family-Oriented Buyers buy products and/or avail services from within 

the municipality/city (100%) but more than fifty percent of the cluster’s population buys also in 

other municipality/city. The Self- and Family-Oriented Buyers segment has least number of 

respondents which accounts to slightly above 15% of the total population of the respondents.  

The Self- and Family-Oriented Buyers are better-off than respondents from other segments 

as indicated by the multiple sources of income of the respondents if thirty-percent will be used as 
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benchmark of comparison. Moreover, majority of the respondents in this segment manage their 

own business and their own farm, which can surely provide them with purchasing power. 

The Self- and Family-Oriented Buyers are young seniors compared to the Dependents and 

the Traditional Buyers (see Table 4.23). More than thirty-percent is 60-64 years old (43.1%) and 

65-70 years old (33.8%). Majority is female (64.6%), married (52.3%) and living with spouse and 

children. 

Cluster 3 is labelled as the Dependents. The Dependents are on older age of seniority 

compared to other segments. Majority of the respondents in this segment are in between the age 

of 66-70, followed by the same percentage for 71-75 years old (21.4%) and 60-65 years old.  

The population of the Dependents who are into buying activity is few compared to other 

segments. The segment is about thirteen-percent of the total population of respondents. The 

Dependents are not ardent buyers.  

Even though the Dependents are not ardent buyers, it is interesting to know that clothing 

(89.3%) and footwear (85.7%) are into the top of the buy-list of the majority of the respondents 

other than grocery food products (92.9%), and rice and health-related products and services 

(86.9%).  The Dependents buy food products on a weekly basis (except vegetables, which are 

being bought on a daily basis) and non-food products/services on a monthly and yearly basis. 

The Dependents practically seeks assistance from their children in buying products and/or 

services that they need or want (73.8%) although they also buy products and/or services, personally 

(70.2%). Only three retail outlets/formats are frequented by more than fifty-percent of the 

Dependents compared with the retail outlets/formats in other segments. The retail outlets/formats 

mentioned above are public market (90.5%)’ department store (61.9%), and sari-sari store (56%). 

Almost all of the Dependents are buying products and/or availing services within the 

municipality/city (98.8%) while 45.2 percent buys outside the municipality/city and in both places. 

The Dependents primarily get support from their children or relatives (73.8%). Very few 

respondents from this segment have multiple source of income, which makes them, basically, 

dependent to their family members and relatives. Even with their age, the Dependents are still 

active. The respondents are still occupied with their religious, civic and community service 

(29.8%) and in managing their own farm (22.6%). Since they are socially interactive, the 

Dependents make sure that they feel good and look good because they put clothing and health-

related products on top of their buy-list other than wet market products, vegetables, fruits, and 

bread and other bakery products. As mentioned above, the Dependents have the fewest source of 

income and the older senior citizens. In this regard, gadgets, private vehicle, leisure travel, and 

recreation are the least priority.  

Majority of the Dependents are living with their spouse and children (40.5%). The 

population of the Dependents is almost twenty-percent of the total population of the respondents 

(n=84). 

Cluster 4 was labelled as the Well-Rounded Buyers .The Well-Rounded buyers are more 

active and explorative than buyers from other segments mentioned above because more than fifty 

percent of the respondents bought items such as gadgets (53.7%) and leisure travel (52.4%). This 

segment is composed of ardent buyers. As presented in Table 4.21, more than fifty-percent of the 

respondents include more than twenty products and/or service on their buy-list in comparison with 

respondents in other segments who include only less-than-twenty products and/or services on their 

buy-list.  
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The Well-Rounded Buyers are dominantly female. The buy-list of the Well-Rounded 

Buyers includes not only products and services that an average older consumers buy but also those 

that they do not basically need to survive, physiologically, as compared with other segments.  

In this segment, food products are being bought on a weekly basis (except vegetables, 

which are being bought on daily basis). Health-related products/services are bought and leisure 

travel are done on a monthly basis. Other non-food products/services are being bought on a 

monthly or yearly basis.  

The Well-Rounded Buyers personally buy products/services in public market (90.2%), 

department stores (81.7%), shopping mall (59.8%) and sari-sari store (54.9%). More than ninety-

percent of the respondents buy products and/or avail services within the municipality/city but 

exactly fifty percent of the cluster’s population buys also in other municipality/city and in both 

locations.  

The Well-Rounded Buyers are younger than the Traditional Buyers and the Dependents 

but could be of same age or older age of seniority with the Self- and Family-Oriented Buyers. Most 

respondents are 60-65 years old (46.3%) but 66-70 years old is 22 percent of the respondents and 

76-80 years old constitutes 20.7 percent of the respondents (see Table 4.23). Majority of the Well-

Rounded Buyers are female (61%) and married (70.7%).  

The Well-Rounded Buyers really personify a retired senior citizens who are indulging 

themselves with goodness of life after retirement. Most respondents from this segment still manage 

their own farm (39%) but majority of them are doing religious, civic, and community service 

(37.8%), retired and attending their family (31.7%), and retired and attending personal activities 

(25.6%).  

The Well-Rounded Buyers might be ardent buyers but they have a modest purchasing 

power compared to the Self- and Family-Oriented Buyers.  The primary source of income of the 

respondents in this segment are pension and support from children or relatives (both at 50%). Yet, 

more than thirty-percent of the respondents derive income from their own farm (36.6%) and 

savings (34.1%) they also receive income from their own farm. Majority of the respondents in this 

segment live with their spouse and children (45.1%). On the other hand, the Well-Rounded Buyers 

have seemingly a freedom of choice as a consumer because 15.9% of them are living 

independently. The Traditional Buyers segment have 16.2% of the population who are living 

independently, whereas the Self- and Family-Oriented Buyers and the Dependents have less than 

ten percent.  The population of the Well-Rounded Buyers is approximately similar to the 

population of the Dependents (n=82 or 19.11%).      

         

Conclusions 

Elder consumer is a growing market in global economy and eventually, in the Philippines 

and in Region 12. Moreover, a considerable number of senior citizens nowadays are revealing an 

active lifestyle. Health and wellness is still the utmost priority of the active elders, but they are 

also aware of the change in the market trends.  

 

Statement of the Problem No. 1: “What are significant factors influencing the buying 

behavior of senior citizens in Region 12?” 

Four factors were generated that explains the reason why senior citizens in Region 12 buy 

products and/or avail services, which are:  The Self-Gratification Reasons; the Family-Related 

Reasons; the Social-Related Reasons; and the Necessity-Related Reasons. The two extreme factors 

are the Self-Gratification Reasons and the Necessity-Related Reasons. Necessity-Related Reasons 
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are reasons in buying products and/or availing services that compose the needs for health, wellness, 

and physiological survival. On the other hand, Self-Gratification Reasons are composed of reasons 

of senior citizens in buying products and/or availing services that are related to their wants or 

desires, which are beyond their basic needs. The factor Family-Related Reasons, is composed of 

reasons in buying products and/or availing services, which pertain to family. Reasons of senior 

citizens in buying products and/or availing services for their community, business, and social 

interactions are clumped in the Social-Related Reasons.  

With the derivation of the factors influencing the buying behaviour of senior citizens in 

Region 12, it can be concluded that even the reasons in buying products and/or availing services 

for personal use have varying categories as reflected by the emergence of Self-Gratification 

Reasons and the Necessity-Related Reasons.  

 

Statement of the Problem No. 2: “What are the different segments of senior citizens?” 

The market segment of senior citizens in Region 12 are the following:  The Traditional 

Buyers; The Self- and Family-Oriented Buyers; The Dependents; and The Well-Rounded Buyers.  

 

Statement of the Problem No. 3: “What are the buying practices of various segments of 

senior citizens?” 

The Traditional Buyers prioritize on their buy-list and in their buying decision the most 

necessary and essential products and/or services that a senior citizen should be consuming. Food 

and health-related products/services are on the top of the buy-list of this segment than non-food 

products/services. The Traditional Buyers is a segment with the biggest population among other 

segments but it has limited purchasing power. 

Self- and Family-Oriented Buyers want to feel good and to look good. Other than food 

products, most of senior citizens in this segment include clothing and footwear on top of their buy-

list than health-related products/services but not conspicuously. The Self- and Family-Oriented 

Buyers segment has least number of respondents but it has the highest purchasing power among 

the segments. 

The Dependents are not ardent buyers but most of them include clothing and footwear into 

their buy-list than basic food items such vegetables, fruits, and bread and other bakery products. 

They are older than the buyers in other segments and have limited sources of income, which could 

be the reason why they are not eager buyers. The segment depends on the provisions and assistance 

of family members and/or relatives.  

The Well-Rounded Buyers are more active and explorative compared to other segments. 

The segment has a freedom of choice and more decisive when it comes to buying decision. The 

segment is also the most ardent buyers among the segments but it has a modest purchasing power.   

The profile of the four segments are almost the same. The four segments of senior citizens 

share commonalities in terms of the following: 1) they are active senior citizens; 2) grocery food 

products is at the buy-list of almost all respondents;  3) they personally buy products and/or 

services in public markets and department stores but go to other places, as well, to buy; 4) majority 

are female and married; 5) the main source of their income is the financial support coming from 

their children or relatives; 4) they are living with their spouse and children. 

Among the four segments, the Traditional Buyers is the most promising segment in terms 

of size but in contrary when it comes to purchasing power. Meanwhile, the Self- and Family-

Oriented Buyers might be an unappealing segment in terms of size but it has a higher purchasing 

power.  
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In addition, the Well-Rounded Buyers maybe relatively small in size as compared to the 

Traditional Buyers, but this is the most pro-active segment of older consumers and the most ardent 

buyers. The segment would not mind spending more time for information search. The Well-

Rounded Buyers have high propensity to buy but with a modest purchasing power. 

Lastly, the Dependents might easily be dismissed as a less promising consumers segment. 

But their child/children who buy the products for them become a potential target market.   

 

Recommendations 

Products and/or services can be positioned among the four market segments of senior 

citizens in Region 12 in three ways: potentialities in terms of size, the product/service offering, 

and of the propensity to buy.  

Companies and marketing practitioners who are interested in expanding a bigger market 

share in Region 12 should consider capturing the older consumers composed of senior citizens.     

Industry players who are conceptualizing penetration strategy (high volume of product offering 

and low price) among the older consumers market must target the Traditional Buyers and the Well-

Rounded Buyers. The modest purchasing power of the previously mentioned segments encourage 

them to find low-priced products and/or services. Moreover, the combined size (or population) of 

the Traditional Buyers and the Well-Rounded Buyers provides assurance to producers and 

retailers.   

Product development strategies would be more effective to the explorative Well-Rounded 

Buyers.    Market development and market expansion strategies must be applied to the Traditional 

Buyers, Self- and Family-Oriented Buyers and the Dependents. The market development and 

market expansion strategies would be most effective if applied by manufacturers and retailers of 

low-priced products to Traditional Buyers and the Dependents. Manufacturers and sellers of 

relatively high-priced products must consider exploring the Self- and Family-Oriented Buyers. 

The Self- and Family-Oriented Buyers may be the least populated segment but they are the most 

affluent among the four segments.  

On the other hand, the Dependents is a potential market segment for expansion given their 

dependence to their child/children in buying products and/or availing services. The child/children 

of the Dependents become(s) a potential target market. Strategies of producers and sellers must 

aim to capture the preference of both the senior citizens in this segment and their child/children. 

A strategic planning on how to synchronously target these two segments is recommended.  

Other than public market and department store as the retail outlets/formats where 

Traditional Buyers and the Well-Rounded Buyers buy products and/or avail services, the segments 

buy from shopping malls. Shopping malls must ensure that their wet market section can compete 

with the public market, not only in terms of variety and assortment of products, but on the freshness 

of the products on-display, as well. It is worth recommending that shopping malls must have 

pharmacy that can compete with the product offering of stand-alone pharmacies or drug stores. 

The recommendations, however, applies to municipalities/cities where shopping malls are present.  

The government must be keener in the implementation and monitoring of the consumer’s 

rights of the older consumers in public market, department stores, and shopping malls where the 

different segments of senior citizens usually buy the products and/or avail the services.  

Findings about the older segment of the consumers group can be utilized as material in 

academic discussions pertaining to market segmentation, consumer’s behaviour and marketing 

strategies. Presentations of the socio-demographic and economic characteristics, lifestyles, and 

buying practices of various segments of senior citizens provide basic knowledge about the 
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upcoming valuable consumers group in the Philippines to the future marketers and industry 

players. 

This study establishes baseline information about senior citizens in Region 12. Researchers 

of business-related phenomenon in research universities must continually explore the market for 

older consumers and their corresponding market segments, as well as the supply-side involving 

senior citizens. Future researchers should study the preference of senior citizens in Region 12 for 

specific products or services or specific characteristics that they wanted from products and/or 

services that they need. A study about the strategies of the producers and sellers to entice the older 

consumers would be very informative. 
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