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FOREWORD

PULA

THIS RESEARCH AND REPORT
WAS PRODUCED BY THE PULL
AGENCY. THE PULL AGENCY

IS A CREATIVE AGENCY AND
CONSULTANCY, DELIVERING
TRANSFORMATION THROUGH
BRAND STRATEGY, DESIGN AND
TECHNOLOGY, AND SPECIALISING
IN HEALTH AND BEAUTY.

Pull believes that inside every brand

there is a better story waiting to be told.
Pull’s research aim is to provide unique
consumer insights that provide inspiration
to marketers to make their brands more
relevant and appealing to consumers.
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METHODOLOGY
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Source: FOB Quantitative Survey 2023

ANSWER CHOICES RESPONSES
YES - YOUNG CHILDREN 219%
UP TO 12 YEARS OLD
YES - TEENAGE CHILDREN 13-18 24%
YES - GROWN UP CHILDREN 24%
NO - | DON'T HAVE CHILDREN 19%
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METHODOLOGY

To provide richness to the quantitative findings,
additionally we conducted focus groups with 12 Gen X
women aged between 43 and 56 years. This created
some deeper understanding of the meaning and
motivations behind our survey findings.

Source: FOB 2023 Qualitative Study
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ARE GENERATIONAL
COHORTS EVEN RELEVANT?

947

have disposable
income after bills



https://www.thepullagency.com/blog/how-to-do-consumer-research-on-a-shoestring
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WHO ARE GEN X?

IF YOU BELIEVE TV AND CINEMA,
GEN X WOMEN ARE ALL FRAIL,
FRUMPY AND FRAGILE.

THINK AGAIN...

Nielsen reported in 2020 that only 8% of
women in TV roles are over 50 (often portrayed
as mums). If they do feature, a 2020 study by
the Geena Davis Institute on Gender in Media
concluded that women over 50 were often
portrayed negatively, being depicted as senile
or physically frail, and more likely to wear
unfashionable clothing.

CAN YOUR BRAND AFFORD TO IGNORE GEN X?

So, it hardly comes as a surprise that less than
5% of (US) marketing strategies target women
over 50, despite Gen X spending significantly
more than any other generation on health and
beauty: about 44% more than Baby Boomers
and 18% more than Gen Z.



https://www.pymnts.com/news/retail/2023/move-over-millennials-beauty-industry-wants-buyers-with-more-spending-power/
https://www.willowberry.co.uk/pages/agewithoutapology
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ATTITUDES TO AGEING
ARE FLUID AND COMPLEX

The 2023 survey revealed that as women grow

older, their focus shifts from looking to feeling

good. 65% of Gen X said it was more important FUTURE OF BEAUTY RESPONDENT
to feel good than to look good.

Our group discussions and open survey
comments very quickly caveated that both go
hand-in-hand and that it is really about looking
your best for the age you are at.

FUTURE OF BEAUTY RESPONDENT

of Gen X women
650/ said it was more
O important to feel

good than look good.

FUTURE OF BEAUTY RESPONDENT
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Source: 2023 FOB Surve
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IGNORE BIOLOGY - AGE IS
NOT THAT EASILY DEFINED

SELF-PERCEIVED AGE OF GEN X WOMEN IS FLUID AND
DEPENDENT ON CONTEXT AND PERSONAL EXPERIENCES

A 2023 study by the University of
Nottingham Trent discovered that

how Gen X women in the UK deal with
and define their age is as fluid as it is
complex. They found that Gen X women
are especially resistant to demographic
age-identity expectations. Biological age
Is of secondary importance. Women are
far more likely to operate according to

a perceived age defined by self-identity
and psychographics. Simply positioning
brands or products by age brackets (e.g.
over 50s) often does not work.

The study identified seven age frames that

define how Gen X women view and deal
with age. They also found that women

move between these mindsets depending

on context and recent experiences. This
makes Gen X a moving target that can

AFFECTIVE PROTEST ACCEPTANCE

GEN X: THE INVISIBLE GENERATION

CAMOUFLAGE

make communications challenging
but also make it crucial to

really understand your brand’s e
consumers well. Generalised Gen - =
X stereotypes will only get you so o
far. Understanding the attitudes
that define the seven mindsets
and knowing where your brand’s
core audience fits in is more
likely to lead to motivating and
engaging communications.

LIFE STAGE INEQUITY INCONSEQUENCE
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If you are interested to find out more details
from this study, please click on the link below.

Source: Qualitative Study, University of Nottingham Trent 2023
https://phys.org/news/2023-05-generation-women-age-ways.html


https://phys.org/news/2023-05-generation-women-age-ways.html
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2019 GEN X TRENDS HESAI:{L”T\IHY

CRUELTY-FREE LESS PLASTIC

MINMAL

PACKAGING
KEEPING FIT
YOUNGER PERSONALISATION

LOOKING
SKIN EFFICACY

AROMA
BEAUTY THERAPY
FROM LOCALLY SUPPLE-
WITHIN SOURCED MENTS
ENVIRONMENTALLY

FRIENDLY

LOOK GOOD

LESS 1S VITAMINS
MORE

NATURAL

NEW PRODUCT
TECHNOLOGY

REVIEWS

WELLNESS
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GEN X ARE CONFIDENT
DIGITAL ADOPTERS OPEN
TO TRYING NEW THINGS

Many Gen Xers would describe themselves
as experienced health and beauty
shoppers who know what they are looking
for. That does not mean they are stuck

in the past. In fact, only 12% are sticking

to tried and trusted products. In part this
is driven by changing needs and with it
comes a shift from makeup to skincare
and health products. 70% of Gen X are
using skincare products daily compared to
51% for makeup.

Source: FOB 2023 Survey
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DISCOVERING THE HEALTH AND BEAUTY CATEGORY

AS Gen X are extendlng thelr Sklncare and WHERE DO YOU DISCOVER NEW LOOKS OR TRENDS?

healthcare regimes, discovery of new trends

and looks is important to them and happens 25
mostly online. Gen X women describe

themselves as time poor - often juggling a

mixture of career, childcare and supporting

elderly relatives. With 95% smartphone

ownership, it is not surprising that mobile 20
and bite-size friendly online discovery takes
the lead. Our research showed that nearly
half of Gen X women are discovering trends
through social media (47%) or YouTube
(9%) compared to TV (9%) or magazines
and influencers (7%). A quarter are looking
at advertising (cross channels) to discover
new products, but are also browsing in-
store (15%) or look to recommendations
from friends and family (14%).

24%

= 14%

13%

PERCENTAGE

10 9% 9%

L

o of are
looking online for
o health and beauty |
inspiration. (o
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8%
7%
| 6%

6%
3%
I 1%

Instagram Word of Other YouTube TV
Mouth Social
Media

Source: FOB 2023 Survey

In-Store

SOURCE

Magazines

Influencers

TikTok

LinkedIn

Forum

21
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FUTURE OF BEAUTY

GEN X ARE SCEPTICS -
MAKE IT PERSONAL TO
WIN THEIR TRUST X

When learning more about health and beauty
products, Generation X mostly trust talking
to real people: half of the respondents rely
on word of mouth from friends and family
(50%) or professionals (33%).

o .
Gen X women are taking increased note 4 A
of influencers, but whilst one in five can CELEBRITIES
be persuaded by influencers (up from
7% in 2020), most Gen X do not put
much trust in their content. Scepticism
is particularly high when it comes to
celebrity endorsements. Lack of expertise,
bias from sponsorship fees and faked
authenticity undermine their credibility.
What resonates more with Gen X women
Is ‘getting real’, talking about body
confidence and life-stage issues that really
matter, or credible experts explaining
in simple terms how the body changes
with age and how exactly products and
ingredients can help.

33%

23

Source: FOB 2023 Survey
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DISCOVERING THE HEALTH AND BEAUTY CATEGORY

GEN X ARE SCEPTICS -
MAKE IT PERSONAL
TO WIN THEIR TRUST

Online product reviews prove powerful
to validate women’s interest in a brand or
product: three quarters of Gen X women
will be influenced by online reviews. 39%
of them will then go into store to try

and buy. 34% move straight from online
reviews to online purchases.

. o
Sill=

Source: FOB 2023 Survey

GEN X: THE INVISIBLE GENERATION

of Gen X are influenced by
product ratings and reviews
when purchasing a health
and beauty product.

GEN/X
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X

THE POWER OF ENDORSEMENTS

WHO ARE YOU MOST LIKELY TO BE INFLUENCED BY WHEN
THINKING ABOUT HEALTH AND BEAUTY PRODUCTS?

i “JUST BECAUSE

THEY ARE
FAMOUS DOES
NOT MEAN
THEY KNOW
ABOUT HEALTH

AND BEAUTY”

BLOGGER

|
|
|
|
|
CELEBRITY

FUTURE OF BEAUTY RESPONDENT

GEN/X

26

Source: FOB 2023 Survey
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GEN X ARE GOING ONLINE TO
LEARN MORE ABOUT PRODUCTS

WHERE DO YOU LEARN ABOUT HEALTH AND BEAUTY PRODUCTS?

GEN X: THE INVISIBLE GENERATION s FORD TO IGNORE GEN X?

INSTAGRAM
. 50%
_ FRIENDS & FAMILY FACEBOOK
PROFESSIONALS . BRAND WEBSITE
OFFLINE . IN-STORE ONLINE . YOUTUBE
. NV VAIN=S . TIKTOK
. TV so% . PRODUCT PAGES
33%
. SNAPCHAT

29

Source: FOB 2023 Survey
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HOW DO GEN X SHOP?

A TALE OF Two HALVES - WHERE DO YOU SHOP MOST OFTEN/REGULARLY FOR H&B PRODUCTS?
DISCOVERY VERSUS CONVENIENCE

Close to half (45%) of Generation X prefer to DRUGSTORE YBOGIS OR SUBERDRUG) N
shop for health and beauty products in a high

street chemist and another quarter head into a

beauty specialist, but online shopping amongst | BUY MOST OF MY H&B PRODUCTS ONLINE 41%
Gen X has risen in popularity from 15% in 2020 to

41% in 2023.

BEAUTY REP (AVON, ARBONNE, TROPIC SKINCARE

: : . S 24%
Whilst the high street remains the clear destination ETC.)

for health and beauty brand discovery, where

Gen X women can try products or get personal H&B SPECIALIST (HOLLAND & BARRETT, | ..
advice from a variety of health and beauty BODY SHOP, SPACE NK ETC.)

specialists, online shopping has become a close

second favourite. Virtual try-on or personalisation

technologies, product demos and in-depth SURERMARKET . [
information, combined with the convenience of

home delivery, have attracted a loyal following of

Gen X online shoppers. SPA OR SALON 21%

When it comes to supermarkets, it is twice as
likely to be a Millennial (37%) stocking up health

z DEPARTMENT AND FASHION STORES 16%
and beauty products as part of their weekly shop
than Gen X women (21%). Gen X are increasingly
moving to more advanced solutions that are not as
POP-UPS/EVENTS 13%

widely stocked in grocery stores.

Source: FOB 2023 Survey ><
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WOMEN ARE AT PEAK SPENDING
POWER IN THEIR 40S & 50S

GEN X HAVE MONEY AND DESIRE TO INVEST IN HEALTH AND BEAUTY

O 3

Gen X spend

949% 539, 49% 335%

Have money left after Nearly half of Gen X spend Spend between £30
spending bills More on skin/haircare between £16 and £50 per and £100 on vitamins
than Gen Z month on health and beauty and supplements

31
Source: FOB 2023 Quant an d Qual Survey ><
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EN X LIKE SIMPLIC

..UNLESS THEY ARE A BEAUTY FAN ><

TO WHOM AGE DEFYING IS A MUST

We assumed that juggling busy lives and For nearly half of Gen X (45%),

more extensive skincare needs would time is most of the essence and these
make concise three-step routines most are looking for single-step products with
popular among Gen X. However, the great efficacy. It is thus not surprising
survey revealed that women are more that nearly half (48%) like advanced
likely to fall into loving their extensive hybrid solutions such as makeup

beauty routines or be quick and done with products with added skincare nutrients.
it. The middle way only resonated with
one in five.

More than a third of Gen Xers (35%) value Prefar single=ste
an extensive routine. It is their “me time” 450/ ' oo fit int?)
and gives them confidence to deliver best 0 P :

results. Of women with an age-defying busy lives
mindset, nearly half (47%) invest time

in extended rituals or have found a
single-step product that fulfils their
needs (45%). Only one in ten believe in
concise three-step regimes.

Source: FOB 2023 Survey






HAVE THE EDGE WITH GEN X

TS YOUR ATTITUDE TO NEW H&B BRANDS?

CAN YOUR BRAND AFFORD TO IGNORE GEN X?

SMALLER BRANDS DON'T AUTOMATICALLY

NEW PRODUCTS
COME AND GO.
THEY PROMISE

SOMETHING BETTER

AND DON’T DELIVER

EVERY NOW AND
THEN SOMETHING NEW
COMES ALONG THAT
REALLY IS BETTER

| TRUST NEWER SMALLER
BRANDS TO BE BETTER FOR
ME AND THE ENVIRONMENT
MORE THAN THE BIG
ESTABLISHED BRANDS

34%

59%

31%

MILLENNIALS 33%

54%

18%

18%

66%

1%

37
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GEN X WANT PRODUCTS
THAT WORK ‘FOR ME'’

GETTING PERSONALISATION RIGHT MULTIPLIES YOUR

CHANCES FOR TRIAL, REPURCHASE AND RECOMMENDATIONS

To date, only one in five Gen X have used
tools such as augmented reality, but 64%
would be interested in personalisation
or trying technology to help select and
try products that best suit their individual
needs*. Our survey identified that key
personalisation criteria include matching
skin tone/colour, specific skin conditions,
and creating recommendations for
general signs of aging, from wrinkles

to improved complexion.

A 2021 McKinsey study** demonstrated
how personalisation can drive growth for
your brand: 71% of consumers nowadays
expect a personalised shopping
experience online and in-store. 58% of
beauty shoppers said they are more
likely to buy from a brand that offers

X

Source: *FOB 2019/2023 Surveys
**McKinsey 2021 Consumer Survey

an online survey to create a tailored,
personal recommendation. 45% are
more likely to complete a purchase if
Augmented Reality allowed them to

try the product on. Three quarters of
consumers who have found products that
work for them through a personalised
experience claim that they will make a
repeat purchase or recommend the brand
to friends.

These are powerful stats to justify the right
investment into technology for your brand.

GEN/X
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KEY TAKE-OUTS

GEN X: THE INVISIBLE GENERATION

Product efficacy is non-negotiable.

Gen X women know what is in it
for them, have high expectations
and are results-oriented. Focus
on what products are designed to
do rather than generic ingredients
or claims. And then, make sure
products do what they say -
visibly. Gen X are less likely to be
won over on impulse, but products
that deliver have a high chance

of getting a loyal following.

Authentic communication wins.
Middle aged women know and
accept that no matter how

great the skincare, no product

or treatment can turn the clock
back to give you the skin you had
when you were 18. Looking and
feeling your best version of ‘now’ is
just fine and far more credible than
advertising anti-wrinkle serums
with a 20-year-old model.

Think Omnichannel. Gen X women
are easily reached on and offline
from TV, magazines, in-store

to social media, YouTube and
apps. Brand websites or branded
pages on retailer sites are popular
amongst older women. The Gen

X demographic is equally at ease
shopping online or in-store. Their
range of touchpoints in areas such
as beauty, health and shopping, in
general, is much wider than that of
younger, tech-driven populations or
older generations less inclined to
use technology.

Build on Gen X’s trust in
peers and experts. Product
reviews combine Gen X desire
for advanced solutions with
trusted endorsement from real
women. Influencers are met with
indifference or scepticism unless
you can partner with a relatable
brand ambassador that has credible
expertise and is not sponsored.
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WHICH BRANDS ARE MAKING | .
GOOD STRIDES WITH GEN X? [\

BE INSPIRED BY SOME BRANDS
WHO ARE GETTING IT RIGHT

We have collected just a few examples of

brands that we believe have found a positive _ ‘ |

way to normalise talking about growing old _ E .' e e
and portraying their brand in manner that . P, i :.

proves highly engaging for Gen X. These are 1 '

by far not the only brands that are starting to

positively embrace Gen X.

If you have another great brand story to tell,
we’d love to hear from you.

41
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IN SUMMARY

Gen X women are a complex yet down-to-earth
group of women with high expectations for more
advanced needs. They are also a high-spending,
sizable segment. This makes it an attractive
audience for many health and beauty brands.

Whilst there is much diversity within this age
segment, a few key factors hold true for the
cohort as a whole.

Gen X are outspending
younger consumers by
up to 44%

Product needs are evolving
from self-expressive colour
cosmetics to advanced
solutions led by skincare

Gen X can just as easily be
reached online. Digital media
and social platforms are not the
prerogative of younger people

Age is neither just a number

nor an ‘evil’ that can be stopped.

Many Gen X women have grown
in confidence with age and it is
not all about anti-ageing

CAN YOUR BRAND AFFORD TO IGNORE GEN X?

Feeling good and looking good
goes hand-in-hand with plenty
of opportunities for health

and beauty brands to explore
wellness or hybrid products

Advertising that features
relatable, real women remains
a gap: models appear either
too young or too old. As a
respondent put it “l am neither
20 nor do | have grey hair”

Gen X are pragmatic and
respond best to ‘no nonsense’,
to-the-point communication
and product regimes

46
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