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“The appearance of wrinkles is one of the most common
signs of ageing and Irish consumers, particularly women,
are turning to anti-wrinkle cream to revitalise their skin.

However, as the majority of consumers agree that a lot of
anti-ageing products oversell their effectiveness, ‘positive

ageing’ messaging that emphasises healthy skin will help to
better align with what anti-ageing products can deliver.”

– James Wilson, Research Analyst

This report looks at the following areas:

• Physical health – Including an examination of both diet and exercise/activities
undertaken, as well as looking at motivations that lead to a healthy lifestyle. This Report
places a focus on sugar when examining Irish consumers’ diets and looks at how they
maintain a healthy lifestyle.

• Mental health – This looks at the state of positive wellbeing with respect to how
consumers feel, and how they cope with how they feel. The scope of mental health, which
focuses on issues consumers face later in life, includes, but is not limited to, depression,
dementia, retirement and loneliness.

• Financial health – As financial health can act as a trigger for mental health issues such as
stress, this Report will examine the current state of Irish consumers’ finances, with a
focus on older consumers’ finances, and the steps that they could take to improve their
financial health.

Irish consumers believe that their health has improved over the last 12 months, which bodes well for a
society that will continue to age in the coming years. Skin deterioration is one of the most common and
disliked signs of ageing, which could explain the growth of cosmetic surgeries such as Botox and the
use of anti-wrinkle cream, particularly among women. However, with the majority of Irish consumers
agreeing that a lot of anti-ageing products oversell their effectiveness, brands need to do more to
demonstrate how their products help to revitalise skin to win a greater share of this growing market.

Being financially prepared for later life is important to Irish consumers. However, the deep impact of
the financial crisis and the continued uncertainty regarding the UK’s departure from the EU are limiting
consumers’ ability to save and invest for the future. As such, Irish consumers are worrying about how
they will fund their retirement, leading many consumers to think that their generation will retire much
later in life.
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Figure 29: Amount of effort consumers put into staying healthy, NI and RoI, June 2018
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Greying hair the most noticeable sign of ageing
Figure 41: Signs of ageing noticed by consumers, NI and RoI, June 2018

Time spent online linked to lack of energy
Figure 42: Consumers who have noticed a lack of energy as a sign of ageing, by daily internet usage, NI and RoI, June 2018

Immobility tied to age
Figure 43: Consumers who have noticed reduced mobility as a sign of ageing, by age, NI and RoI, June 2018

Baldness a key sign of ageing for men
Figure 44: Consumers who have noticed hair loss as a sign of ageing, by gender, NI and RoI, June 2018

Consumers exercising to tackle signs of ageing
Figure 45: Activities consumers take part in to help reduce the signs of ageing, NI and RoI, June 2018

Boomers seeking regular health check-ups
Figure 46: Consumers who seek regular health check-ups to help reduce the signs of ageing, by social class, NI and RoI, June 2018

Time spent online linked to sleep
Figure 47: Consumers who think getting plenty of sleep (8 hours per night) will help reduce the signs of ageing, by daily internet
usage, NI and RoI, June 2018

Anti-wrinkle cream mainly used by women
Figure 48: Consumers who use anti-wrinkle creams/other beauty treatments to help reduce the signs of ageing, by gender and age, NI
and RoI, June 2018

Affluent consumers exercising regularly to reduce signs of ageing
Figure 49: Consumers who regularly exercise to help reduce the signs of ageing, by social class, NI and RoI, June 2018

Financial preparation important for later life
Figure 50: Agreement with statements relating to healthy ageing, NI and RoI, June 2018

Financial planning important to ABC1s
Figure 51: Agreement with the statement ‘It is important for people to be financially prepared for later life (ie health expenses, funeral
costs)’, by social class, NI and RoI, June 2018

Pollution is a concern for Millennials
Figure 52: Agreement with the statement ‘Climate change/pollution will be a greater health issue when I am older’, by age, NI and
RoI, June 2018

Affluent consumers wary about anti-ageing claims
Figure 53: Agreement with the statement ‘A lot of anti-ageing products oversell their effectiveness’, by gross annual household
income, NI, June 2018
Figure 54: Agreement with the statement ‘A lot of anti-ageing products oversell their effectiveness’, by gross annual household
income, RoI, June 2018
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