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This report looks at the following areas:

+ How the COVID-19 pandemic is affecting the behavior of those over 55. “Brazilians aged 55+ are
« How the economic recession, aggravated by the pandemic, affects the among the most affected by

the COVID-19 pandemic. In

« Current habits and activities of Brazilians aged 55+ N P

+ New launches and consumer interest in innovation addition to greater concerns
over cleanliness and hygiene,

lifestyle and purchasing power of those over 55.

Seniors made up 13% of Br(jzil’s population in 2018. By 2043, according fo IBGE, the outbreak has accelerated
a quarter of Brazilians (25%) are expected to be aged 60+. The market,

however, still sees seniors as a niche, with few products specifically designed the adoption of certain
for them and low representation in the media. It is not surprising, therefore, that ‘rechnologies."
only 12% of consumers aged 55+ agree with the statement, "My age group is — Ana Paula G“Squmol

accurately portrayed in advertising.”
Research Analyst

Brands and companies must start developing products and services tailored to
the needs of seniors and a communication strategy that engages this target
audience. Otherwise, they will face fierce competition in the future, having
fewer opportunities to build a relationship with younger seniors, who tend to
live longer. In 2043, according to IBGE, Brazilians’ average life expectancy will

be 80.
Currently, the COVID-19 pandemic has changed seniors’ consumption Buy this report now
behaviors (eg accelerating the adoption of certain technologies). However, . .
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25% of consumers aged 55+ often ask for help from family and friends when

they are trying to use an online service (eg Uber, online grocery shopping), an EMEA +44 (0) 20 7606 4533

indication that companies need to help them in that matter by developing

products, services and communication straftegies that are inclusive and Brozll 0800 0959094

compatible with their limitations. Americas +1(312) 943 5250

In terms of health, the pandemic seems to have accentuated seniors’ concerns China +86 (21) 6032 7300

over physical health as well as mental and emotional health. The sociall
distancing measures bring different impacts on seniors’ lifestyles. Depending on APAC +61(0) 2 8284 8100
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their circumstances, they can feel lonely, burdened and useless. According to
the survey, 36% of consumers aged 55+ are afraid of feeling as if they are no
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Figure 3: Hyundai action

< Aid networks
Figure 4: Facebook’s “offer assistance” feature

* Safe contact
Figure 5: Trés Figueiras action

« Free services

* Recco launches a lingerie collection focused on senior
women’s beauty and sensuality
Figure 6: Recco’s lingerie collection in partnership with
Helena Schargel

* Unilever creates program to recruit university students aged
55+
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+ Brain health benefits have space to grow in food and drinks
Figure 7: Global launches of food and drinks, by functionall
positioning, 2014-19

» Beauty and personal care products that offer blue light
protection should keep growing
Figure 8: Global launches of BPC products with the term “blue
light” within the category total launches, by annual moving
average, August 2017 to July 2020
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* Pandemic creates opportunity fo encourage women aged
55+ to do exercises
Figure 14: Physical health actions, by gender, May 2020
Figure 15: Petz campaign features a series of exercises to do
with pets

* Women like to spend time alone but are also keen on
socializing
Figure 16: Current habits and activities, by gender, May 2020
Figure 17: McDonald’s “Happy Meal Senior”
Figure 18: Football Museum campaign
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» Social distancing measures impact seniors’ main beauty
habits
Figure 19: Beauty and personal care routine, May 2020
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- Despite their interest in health claims, most seniors wouldn’t
pay more for it
Figure 20: Health claims interest, May 2020

* Lactose-free products can highlight easy digestion claim

* Men aged 55+ are more likely o have an interest in easy-

to-chew products
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= 9 out of ten seniors don't feel represented in advertising
Figure 23: Attitudes and opinions, May 2020
Figure 24: Toronto campaign against “ageism” in the labor
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« One out of four grandparents help pay their grandchildren’s
necessities
Figure 27: Grandchildren care/activities, May 2020

* Grandparents see their skills valued during the pandemic

Figure 28: "Aprenda Com Uma Avd” platform
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