
breakfast habits change as they grow 
older.  Take hot cereal as an example, 
there is a clear relationship between age 
and consumption incidence: 
•	 15-24 years old: 37%
•	 25-34 years old: 45%
•	 35-49 years old: 53%
•	 50-64 years old: 64%
[insert chart?]

The percentage of those aged 50-64 
consuming hot cereal for breakfast is 
1.7 times that of the younger generation 
(aged 15-24)!  The greatness of hot 
cereal is not to be denied and much 
appreciated by the older clan.  As one 
becomes older, a lower cholesterol diet 
is preferred for health and well-being, 
making hot cereal the ideal choice over 
others.

YOU ARE WHAT YOU EAT
The younger generations (15-24s) in 
Hong Kong have specific needs and 
wants.  In the past, milk may not have 
been a popular food item in Asia, 
however, 64% of this younger segment 
now regularly drink milk in the morning 
(and 29% have yoghurt drinks) – the 

highest rate among all age groups.  
They are also the most likely to eat cold 
cereals or even dim sum (both 49%).  
Isotonic and energy drinks, which have 
become a trend in the West over the 
last decade, are also most popular with 
this group, with 22% drinking it regularly 
for breakfast.  By contrast, the more 
‘traditional’ drinks such as tea (48%) and 
coffee (34%) are less popular with them, 
although still at a reasonably high level.
[insert chart?]

The next group (25-34s), having proudly 
grown up and leading an active life, 
sees small changes in their breakfast 
habits; a bit less milk (58%) or fruit and 
vegetables (34% – lowest score among 
all age groups).  Instead they drink more 
coffee (38%), could be as wake-up 
routine, as stimulant to cope with their 
busy lifestyle; and interestingly, more 
yoghurt (26% – most consumed within 
this age group).
[insert chart?]

Age brings more responsibilities – and 
more stress, too, to the 35-49 year olds.  
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The rural poor will command US$1.3 
trillion in purchasing power by 2020 
and constitutes one of the fastest 
growing segments in the market. 
Important needs including hygiene, 
sanitation and food represent 
a strong and growing market. 
Combined, the purchasing power of 
the bottom two classes is expected 
to increase by almost US$1 trillion 
by 2020, roughly equivalent to the 
increase anticipated from the top 
two classes2.

As C.K. Prahalad, the Paul and 
Ruth McCracken Distinguished 
University Professor of Corporate 
Strategy at the Stephen M. Ross 
School of Business in the University 
of Michigan, noted in his jointly 
authored book The Fortune at the 
Bottom of the Pyramid3  - although 
individual wallets may be slim, the 
sheer volume of consumers with 
tangible needs does represent 
growth potential. Traditionally 
ignored, these consumers offer 
enterprising organizations an 
effective way to expand market 
share and extend offerings, provided 
they can effectively message and 

deliver to these consumers without 
negatively impacting their brand 
value. 

Facing saturation and cutthroat 
competition in long-established 
markets, many multinational 
companies are seeking new 
markets, turning their attention to 
the estimated 5 billion low-income 
consumers. While low-income is 
commonly thought to be the very 
bottom tier, more than half of these 
individuals actually earn between 

USD2500 and USD10,000. Such 
medium low income consumers are 
expected to grow demographically as 
people march up the income ladder.

Affluent

Wealthy 
(USD10k PPP)

Middle 
(between 2.5 - 9.9k PPP)

Low 
(less than 2.5k PPP)

The top two tiers 
represent less than 
25% of the world’s 
population, while the 
bottom two tiers 
represent over 

75% 
of the world’s 
population4.

PPP = purchasing power parity
Source: World Resources Institute (World Bank)



breakfast habits change as they grow 
older.  Take hot cereal as an example, 
there is a clear relationship between age 
and consumption incidence: 
•	 15-24 years old: 37%
•	 25-34 years old: 45%
•	 35-49 years old: 53%
•	 50-64 years old: 64%
[insert chart?]

The percentage of those aged 50-64 
consuming hot cereal for breakfast is 
1.7 times that of the younger generation 
(aged 15-24)!  The greatness of hot 
cereal is not to be denied and much 
appreciated by the older clan.  As one 
becomes older, a lower cholesterol diet 
is preferred for health and well-being, 
making hot cereal the ideal choice over 
others.

YOU ARE WHAT YOU EAT
The younger generations (15-24s) in 
Hong Kong have specific needs and 
wants.  In the past, milk may not have 
been a popular food item in Asia, 
however, 64% of this younger segment 
now regularly drink milk in the morning 
(and 29% have yoghurt drinks) – the 

highest rate among all age groups.  
They are also the most likely to eat cold 
cereals or even dim sum (both 49%).  
Isotonic and energy drinks, which have 
become a trend in the West over the 
last decade, are also most popular with 
this group, with 22% drinking it regularly 
for breakfast.  By contrast, the more 
‘traditional’ drinks such as tea (48%) and 
coffee (34%) are less popular with them, 
although still at a reasonably high level.
[insert chart?]

The next group (25-34s), having proudly 
grown up and leading an active life, 
sees small changes in their breakfast 
habits; a bit less milk (58%) or fruit and 
vegetables (34% – lowest score among 
all age groups).  Instead they drink more 
coffee (38%), could be as wake-up 
routine, as stimulant to cope with their 
busy lifestyle; and interestingly, more 
yoghurt (26% – most consumed within 
this age group).
[insert chart?]

Age brings more responsibilities – and 
more stress, too, to the 35-49 year olds.  

page 2

1

radio is not a bad choice as they’re the 
biggest consumption group.  However, 
TV is still king.”

These medium low-income consumers 
are brand conscious; people with 
limited savings need good, reliable 
quality at a fair price. Well-known 
multinational brands are favored 
over domestic brands by 70 percent. 
These customers might not be able to 
afford a standard-sizes of shampoo 
or laundry detergent, but they do see 
the high price of such products as an 

These medium low-
income consumers

are brand conscious; 
people with limited 
savings need good, 
reliable quality at a 

fair price.
2

HOW TO PROFITABLY 
MARKET TO THE MEDIUM 
LOW INCOME

Ipsos Hong Kong Media Atlas 
provides more detail on who the 
people are, at the bottom of the 
pyramid: 

•	 By nature they’re more risk 
adverse than higher income 
groups (only 12% are willing to 
take risks in the lowest quintile 
income group, compared to 27% 
for the richest quintile).

•	 Strong believers in money as 
being the most important yardstick 
for success measurement (32% in 
the lowest quintile compared to 
25% in the highest quintile).

As Clare Lui, Executive Director Media 
CT Ipsos Hong Kong notes, “Media 
Atlas data shows that the medium 
poor are, as expected, lagging behind 
general population on technology 
adoption, however they enjoy the fun 
of shopping and embrace sports... just 
like everyone else (33% across income 
groups among Hong Kong general 
population).  In terms of reaching them, 
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income segment sales represent over 
30% of all Nestle sales in Indonesia 
through a successful focus on 
addressing micronutrient deficiencies 
of iron and Vitamin A. The products 
are manufactured locally which also 
assists over 30,000 milk farmers who 
supply the factory with milk5. 

A.T. Kearney provides a model for 
how to most efficiently address low-
income consumers6. 

purchasing for this group.  Given their 
lower trust towards media, emotional 
attachments in advertising may not 
be as effective in communicating,” 
notes Craig Harvey, Insight Director, 
Universal McCann Hong Kong.

Nestle’s global strategy of 
understanding the consumer, providing 
nutrition and great taste without 
compromising quality or safety as well 
as providing good value spearheads 
their success in reaching out to the 
medium low income segment. Lower 

2

indication of value. Given the right-
sized (and priced) package size, they 
choose global brands when they can.  

“Living on an extremely tight budget, 
our data shows this segment focus 
on stability and security albeit with 
a cautiously defiant opportunistic 
mindset. So, what are the implications 
for marketers?   Products that fulfill the 
basic needs of life that focus on product 
utility and durability will succeed; as 
long as price is realistic since this 
is the most important factor when 

TV, radio, outdoor most likely 
channels

Partnerhips with public 
orgs and NGO's

Awareness

Focus on development 
customers

Innovative solutions to meet 
customer needs

Establish local R&D

Acceptability

     Reduce pack size to reduce per 
item cost

     Lower capital operations to 
leverage scale 

Affordability

    Restructure value chain/ costs 
to shorten supply chain

     Local sourcing
      Selective retailers, 

efficient stocking

Availability
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Ensuring availability of products 
and services remains one of the 
key challenges in serving this 
market. Unlike for other segments, 
distribution channels for the medium 
low income tend to be fragmented 
or non-existent.  After their launch 
of the world’s first 100k rupee 
car, Nano, Tata tackles affordable 
drinking water. Swach from Tata 
delivers eco-friendly potable water 
supply system in a package of: 
strong product design, strictly 
consistent retail price and modules 
for flexibility in construction and 
usage. For distribution, Tata plugged 
into existing channels of mom & pop 
stores. Priced at half of its closest 
competitor (Unilever), it’s set to see 
significant growth7. 

When marketing to the base of the 
pyramid, successful companies 
have focused on the positive: 
aspirations versus price, quality 
of life versus avoiding hardships, 
social acceptability rather than 
product features. P&G says it has 
clearly seen the benefits of a positive 
approach with other products 
and programs. For example, the 

company says that in the Philippines it 
developed a successful clean-hands 
campaign with Safeguard soap that 
combined a message about bacteria 
with upbeat commercials of healthy, 
happy children washing their hands 
and playing8. 

So while the base of the pyramid 
may not be the easiest to reach or 
homogenous segment, they do still 
represent a significant opportunity 
for future growth. As organizations 
start to involve their customers more 

in gaining deeper implementable 
insights, more products and services 
can be developed which meet the 
needs of the medium low income 
consumer.
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