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“As life expectancy increases, the definition of ‘old’ is ever
changing and marketers are slowly catching on to this.
Recent years have seen the use of older models in
advertising, whilst NPD sees a number of niche brands
targeting the specific needs of older women.”

— Roshida Khanom, Senior Personal Care Analyst

This report looks at the following areas:

BUY THIS
= Older doesn’t mean different REPORT NOW
< Bringing sexy back
= It’s not all about anti-ageing
VISIT:
Appearance is a key motivator for investment in the beauty category, particularly in terms of improving store.m | nte| .Ccom

confidence and looking healthier, which shows little change as women age. However, current marketing
and in-store environments remain geared at younger generations, potentially alienating older women

and subsequently impacting on spend. CALL
EMEA
Mature women show high interest in beauty trends which is not translating into usage, suggesting that +44 (O) 20 7606 4533

brands can do more to tailor new looks to the needs of older women, as well as focus NPD more at this

age group.
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DID YOU KNOW? This report is part of a series of reports, produced to provide you with a
' more holistic view of this market
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Being attractive is for oneself
Motivations are largely the same for older women
Figure 21: Attitudes towards beauty and appearance with high agreement in over-65s, by age, September 2015
Health and appearance
Older women enjoy compliments

Bringing sexy back
Figure 22: Attitudes towards beauty and appearance with low agreement in over-65s, by age, September 2015
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The growing influence of the internet
Figure 28: Changes to beauty activities in the past 5 years, September 2015
More women are looking for natural ingredients
Opportunities for greater advice on how to change make-up shades
Figure 29: Changes to beauty activities relating to buying/using products in the past 5 years (doing more), by age, September 2015
Older women are not buying more prestige products
Haircare advice is sought more than skincare advice
Experience is not translating into advice

Figure 30: Changes to beauty activities relating to seeking/giving advice in the past 5 years (doing more), by age, September 2015

Younger women are spending longer on beauty regimes
Figure 31: Changes in beauty routines in the past 5 years, September 2015

Skincare routines is a focus for older women
Figure 32: Spending more time on beauty routines in the past 5 years by age, September 2015

Interest in Beauty Trends

Nail art is the most popular trend
Figure 33: Interest in beauty trends, September 2015

Older women are interested in contouring

Multi-masking opportunities for older skin
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Figure 34: Interest in trying face beauty trends amongst those who have not already tried them, by age, September 2015
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Attitudes towards Ageing and Appearance

Forever young
Figure 38: Selected attitudes towards ageing and appearance amongst 16-24s, September 2015

Ageing is acceptable at 55
Figure 39: Attitudes related to the signs of ageing, by selected age groups, September 2015

Age specific is more than anti-ageing
Figure 40: Attitudes related to looking for beauty products, 16-24s vs over-65s, September 2015
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