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About
Lightbox
We invest in next generation consumer
businesses that use technology and brand
to solve for India’s consumption economy.
Rebel Foods, Bombay Shirt Co, Zeno
Health, Cityflo, Nua, Amaha and Furlenco
are some of the companies in our current
portfolio.

www.lightbox.vc
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This report is a copyright of Lightbox India Advisors Private Limited (the
Company). No reader should act on the basis of any statement

contained herein without seeking professional advice.This document is
for general information purposes only and does not constitute

investment advice and should not be relied upon for investment
decisions. This document neither constitutes an offer to sell nor a

solicitation to invest in any product or service.

Disclaimer

Use of copyrighted materials or images has been
avoided and if used, the source has been cited and/or

credit attributed. 
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Executive 
Summary
India's elderly are the fastest growing segment of the country's population.
Against the backdrop of growing consumption across the board, there is merit
to evaluating this demographic as an untapped opportunity. 

While the elderly are by no means a monolith, they do skew heavily towards
spending on healthcare and away from discretionary spending, which provides
the initial lens through which we examine opportunities in this space.

The unique health challenges of the elderly are inadequately addressed today.
There is a need for services (and products) to improve and expand their
healthcare experience.

But the market for them is relatively fledgling. Existing and emerging models
have not yet proven scale and sustainable economics. 
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Executive 
Summary
In our analysis of the eldercare market opportunity, we looked at the limitations
and complexities of existing segments and explored white spaces where
elders and their children may be willing to spend. 

Beyond health, we are also at the starting line for an uptick in discretionary
consumption by young and soon-to-be (urban and mid-high-income) elders,
who earn and consume more than previous generations.

Overall, there is high conviction on latent demand and the inevitability of this
market. This thesis is a foundation upon which to build further views as the
landscape evolves. 
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Sizing the
Market
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India is experiencing a demographic shift reflective of global trends. While the
country may not be ageing as rapidly as developed nations such as Japan or the
United States, the elderly population is on the rise.
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Eldercare is not the most straightforward market to size. The age demographic
involves a massive horizontal cross-section, with a lot of geographic, financial,
cultural and, therefore, behavioural variation. After spending some time with
consumption data, we took urban elders as a rough proxy and looked at their
consumption expenditure, excluding categories such as food, rent and educational
spending. 

The sandbox within which this thesis plays takes into account expenditure on health,
consumer goods and services and, discretionary spending. This gives us a working
market size of around $13 billion.



It is important to note that urban elders are not the perfect proxy for paying
elders. Because we are talking about a demographic and not a sector, the
size of the market is not the best indicator of the real consumption
opportunity in this space.
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Healthcare
Opportunities
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 Insurance is truly the key that can unlock the eldercare market -- the most
important piece of the puzzle that’s suboptimal in adoption and impact today.
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There are a couple of things that stay our hand on this space. This is an inevitable
market, and in the long term, could be a very exciting opportunity. However, there
are a host of players with similar playbooks and similar propositions. They are
attempting the same kind of horizontal expansion in services.These players could
continue to do what they're doing at the current rate of topline growth or expand
further to non-home care with assisted living facilities. 
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Discretionary
Spending
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The WHO uses a age-based framework to introduce some nuance within the
elder demographic. They divide the elderly into the young-old, the older-old
and the oldest-old. We think the goldilocks segment for building consumer
brands is young-old. We borrow the term, and modify it refer to those under 65
at present, and even to the soon-to-be old – 50 and older. The caveat -- this is
a mid-to-high-income urban ‘young elder’. That's the sandbox. 

Where can brands be built within the eldercare segment?
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Get in touch with us if you
have questions about this
report or would like to share
your feedback.

 hello@lightbox.vc

linkedin.com/lightbox-ventures

@lbvc

lightboxvc

Author

Tanya Rohatgi
Analyst, Lightbox

Tanya Rohatgi is part of the
Lightbox investment team. She is
reponsible for sourcing and
dealflow, portfolio engagement,
sector evaluation and contributing
to building investment theses. She
is interested in most things
consumer health and distribution-
first brands building for Tier 2
India and beyond.

www.lightbox.vc



Thank
You

www.lightbox.vc
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