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Every spring, consumers develop familiar symptoms—sneezing, 
watery eyes, itchy skin, and throbbing heads. While many get 

to enjoy the green grass and blooming flowers, others have to take 
extra precautions to ward off allergy symptoms. With so many people 
needing relief, brands and retailers that sell allergy products have a lot 
of opportunity for sales.

According to the Centers for Disease Control and Prevention, allergies 
are the sixth-leading cause of chronic illness in the United States and 
affect more than 50 million Americans.1 Plus, Forbes reports that the 
past few years have brought progressively worse allergy seasons.2 If 
this year’s season sets another record, then retailers will have an even 
greater chance of boosting their bottom lines.

To help brands and retailers prepare for the peak of allergy season, 
we located the top neighborhoods in the nation with the highest 
concentration of households interested in relief from seasonal, pet, 
food, and medicine allergies, as well as from asthma. We found that 
the top neighborhoods looking for allergy relief were:

10
Silverwood, MI

Households: 422

Age: 55+
Family Status: Married with children
Annual Income: $40,000–$85,000
Home Status: Own or rent

Interests: 
•  Elderly care
•  Extreme sports
•  Retirement planning
•  Yoga 

9
Branchdale, PA

Households: 2,719

Age: 45+
Family Status: Single or married with children
Annual Income: $20,000–$60,000
Home Status: Own

Interests: 
•  Gardening
•  Home improvement
•  Running
•  Weddings 

1. Centers for Disease Control and Prevention, 2011.

2. Forbes, 2011.
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Allergies are the sixth-leading cause 
of chronic illness in the United States.

http://www.cdc.gov/healthcommunication/toolstemplates/entertainmented/tips/allergies.html
http://www.forbes.com/sites/melaniehaiken/2013/03/20/allergy-alert-worst-allergy-season-ever/


8
Drew, MS

Households: 1,107

Age: 35–54
Family Status: Married or single
Annual Income: $20,000–$40,000
Home Status: Own

Interests: 
•  Beauty
•  Crafts
•  Eco-friendly living
•  Flu remedies

7
Saltsburg, PA

Households: 1,434

Age: 55+
Family Status: Married with children
Annual Income: $40,000–$60,000
Home Status: Own

Interests: 
•  Fashion
•  Running
•  Weddings
•  Yoga

6
Baileytown, AL

Households: 882

Age: 45+
Family Status: Married with children
Annual Income: $20,000–$60,000
Home Status: Own

Interests: 
•  Anime
•  Antiques
•  Crafts

5
Shiprock, NM

Households: 933

Age: 25–39
Family Status: Married with children 
Annual Income: $20,000–$60,000
Home Status: Own or rent

Interests: 
•  Fitness
•  Gardening
•  Running

4
Thorndale, TX

Households: 1,089

Age: 25–39
Family Status: Married with children
Annual Income: $20,000–$60,000
Home Status: Own

Interests: 
•  Eco-friendly living
•  Food and drink trends
•  Gardening
•  Yoga
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3
Bemidji, MN

Households: 4,238

Age: 18–24
Family Status: Single or married
Annual Income: $40,000–$60,000
Home Status: Own or rent

Interests: 
•  Beauty
•  Eco-friendly living
•  Home improvement
•  New technology

2
Sparta, VA

Households: 720

Age: 25–39
Family Status: Married with children
Annual Income: $100,000+
Home Status: Own

Interests: 
•  Anxiety relief
•  Fitness
•  Home improvement
•  Yoga

1
Aberdeen, SD

Households: 278

Age: 45–64 
Family Status: Married with children
Annual Income: $20,000–$60,000
Home Status: Own

Interests: 
•  Food and drink trends

The neighborhoods on this list will produce big results for advertisers trying to sell more allergy products. But if 
advertisers really want to reduce their ad waste, they can go a level deeper. 

Next Page:
Profiles of Natural-Remedy Seekers and

Medicinal-Remedy Seekers
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Two Paths to Healthy Sales: 
Natural-Remedy Seekers and Medicinal-Remedy Seekers

When it comes to allergy products, people tend to fall into one of two categories. 
Some consumers prefer natural remedies, such as nasal saline pots, herbal 
supplements, and allergy-fighting foods (for example, vitamin-rich fruits or fish 
that contain Omega-3 fatty acids).3 Others opt for over-the-counter (OTC) and 
prescription medications to ease their symptoms. 

As an advertiser, it’s up to you to make sure you reach the right consumers with the right message. To help you do that, 
start with this breakdown of the two types of allergy relief consumers: 

Natural-Remedy Seekers Medicinal-Remedy Seekers

Age: 18–35 Age: 35–64

Annual Income: $25,000–$39,000 Annual Income: $60,000–$85,000

Home Status: Own or rent Home Status: Own

Interests: 
•  Business finance
•  Eco-friendly living
•  Heart health

Interests:
•  Economy
•  New technology
•  Sports

Purchases:
1.  Financial services
2.  Department stores
3.  Family apparel stores
4.  Music and video stores
5.  Furniture stores

Purchases:
1.  Discount department stores
2.  Quick-service restaurants
3.  Mass grocery stores
4.  Women’s apparel stores
5.  Department stores

Grocery Purchases:
•  General Mills Wheat Chex™

•  Quaker® Life® cereal
•  Puffs® facial tissue
•  7UP®

Grocery Purchases:
•  General Mills Corn Chex®

•  Keebler® Soft Batch® cookies
•  Nabisco® Chicken in a Biskit® crackers
•  Mello Yello®

Neighborhoods:
 1.  Slanesville, WV
 2.  Abilene, TX
 3.  Beclabito, NM
 4.  South Addison, IL
 5.  North River Shores, FL
 6.  Cabot, AK
 7.  Kemp, IL
 8.  Darlove, MS
 9.  Missoula, MT 
10. Central Tucson, AZ

Neighborhoods:
 1.  Whitesburg, KY
 2.  Udell, IA
 3.  Oxford, NE
 4.  Muddlety, WV
 5.  Victor, KS
 6.  Newbury, VT
 7.  Clifford, KY
 8.  Northeast Lincoln, NE
 9.  Manayunk, PA
10. Big Creek, KY

3. Time, 2013.
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http://healthland.time.com/2013/04/12/surprising-ways-to-cure-your-spring-allergies/slide/diet/


Key Takeaways

Brands and retailers can use these profiles to tailor their digital advertising approaches to match their ideal consumers. 
For example, pharmaceutical companies can shift their ad buys to reach more of the medicinal crowd while steering 
clear of the natural-remedy seekers. This would keep their ad waste low and still allow them to boost their overall bottom 
line. In fact, here are a few other ways to boost sales:

Make Smart Creative Choices—Advertisers should use the profiles to inform 
their creative strategy. For the younger natural-remedy seekers, images of 
twentysomethings will likely have the most appeal. For the medicinal group, 
advertisers should feature imagery of older models to match the demographic, 
perhaps including sports imagery to appeal to the group’s interests.

Favor Mobile—The medicinal-remedy seekers have an interest in new technology, 
making these consumers extremely likely to have the latest smartphones and 
tablets. So, if you want to reach even more of this group, then you should try 
shifting your media mix to favor mobile. 

Reach Consumers Where They Go Online—It’s tempting to simply target 
niche sites on allergy relief, but as the interest data shows, these consumers also 
browse business finance, heart health, and sports sites. To get the most out of 
your advertising, focus on reaching consumers wherever they go online. 

Consider Advertising Complementary Products—We researched these profiles 
to help advertisers promote allergy remedies. But this information can be useful for 
brands and retailers that sell complementary products at stores these consumers 
already frequent. For instance, furniture manufacturers could promote hypoallergenic 
furniture, and clothing stores could promote organic cotton products for the same 
reason. Quick-service restaurants could advertise lactose-free and gluten-free menu 
items to appeal to the diners who might have dairy or wheat allergies. 

1
2
3
4

Ultimately, these profiles can help you build a strong digital advertising strategy. When you construct your campaigns 
using the right data and insights, you set yourself up for strong sales during allergy season and beyond. 
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MaxPoint in Action

MaxPoint’s hyperlocal digital campaigns often begin with profiles like these. But we also continually optimize our 
approach based on real-time data and feedback. These capabilities have helped us run many health- and allergy-
related hyperlocal campaigns over the years. 

 For instance:

Personal Care Company Generates Sales for New Allergy Relief Product
One of the world’s leading personal care companies turned to MaxPoint to help launch 
a new medicinal allergy relief product. By using a combination of hyperlocal digital 
advertising, real-time optimization, and store-level sales analysis, MaxPoint generated 
a 10% increase in average daily dollar sales per store for the advertised product during 
the campaign’s run, and a 42% increase in average daily dollar sales per store for the 
advertised product once the campaign concluded. Read More
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About the Profiles

The profiles used in this report were assembled using MaxPoint’s 
proprietary Digital Zip® technology, which divides the nation into 
more than 44,000 neighborhoods. Researchers analyzed billions 
of data points to rank each neighborhood based on its interests 
in allergy relief and allergy remedies. These ranks were derived 
using Internet traffic data, page views, video downloads, and 
search volume. Additionally, the profiles reflect the demographics, 
interests, and purchase data of the residents of the top 
neighborhoods. All data was anonymized, without any personally 
identifiable information attached. 

About MaxPoint

With hyperlocal digital advertising, every neighborhood is within reach. 

MaxPoint provides a leading business intelligence and digital marketing solution 
that enables national brands to drive local, in-store sales. The company’s 
proprietary Digital Zip® technology and the MaxPoint Intelligence Platform 
predict the most likely local buyers of a specific product at a particular retail 
location and then execute cross-channel digital marketing campaigns to reach 
these buyers. MaxPoint has worked with each of the top 20 leading national 
advertisers and each of the top 10 advertising agencies in the United States as 
ranked by Advertising Age. For more information, visit www.maxpoint.com, 
follow MaxPoint on Twitter @maxpoint_int, and subscribe to the OnPoint Blog.
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