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“The senior BPC consumer has much the same aspirations
to feel confident and look attractive as their younger

counterparts, however the desire for age representation
suggests that the category is still not catering to their

individual needs.”
– Roshida Khanom, Associate Director BPC

This report looks at the following areas:

Despite the shift in the way ageing is discussed in brand communication, there has been little NPD in
products designed with the older consumer in mind. With beauty routines showing little change with
age, brands can do more to educate older consumers on the need to adapt their products with
changing skin/hair needs, as well as offer products specifically for their age.

• Brands are talking the talk, but are they walking the walk?
• Aspirations of seniors reflect those of Millennials
• Targeting seniors with technology
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more holistic view of this market
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Figure 27: Reasons for changes in beauty/grooming routines in the last five years amongst over-55s, by changes in beauty/grooming
routines in the last five years amongst over-55s, September 2018

Eyesight and dexterity issues impacting time on routines
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Figure 30: Correspondence analysis for beauty/grooming retailers amongst over-55s, September 2018

Superdrug doesn’t cater to the over-55s

Feelunique and Space NK have low associations
Figure 31: Perceptions of beauty/grooming retailers amongst over-55s, September 2018

Sampling is essential
Figure 32: Important factors when shopping for beauty/grooming products in-store amongst over-55s, by gender, September 2018

Placing products by age

Offering a helping hand

Seniors as influencers

Abbreviations

Consumer research methodology

Methodology

Important Factors for a Beauty/Grooming Brand

Important Factors for a Beauty/Grooming Brand Ambassador

Attitudes towards Retailers

Important Factors when Buying Beauty/Grooming Products In-store

Appendix – Data Sources, Abbreviations, and Supporting Information

Report Price: £1995.00 | $2693.85 | €2245.17

The Senior BPC Consumer - UK - November 2018

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 China +86 (21) 6032 7300
APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

http://reports.mintel.com//display/store/859729/
mailto:reports@mintel.com

	The Senior BPC Consumer - UK - November 2018
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

	Table of Contents
	Overview
	Executive Summary
	Issues and Insights
	The Market – What You Need to Know
	Market Drivers
	Companies and Brands – What You Need to Know
	Launch Activity and Innovation
	Advertising and Marketing Activity
	The Consumer – What You Need to Know
	Attitudes towards Appearance
	Beauty and Grooming Habits
	Changes in Beauty/Grooming Routines
	Important Factors for a Beauty/Grooming Brand
	Important Factors for a Beauty/Grooming Brand Ambassador
	Attitudes towards Retailers
	Important Factors when Buying Beauty/Grooming Products In-store
	Appendix – Data Sources, Abbreviations, and Supporting Information



