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Abstract

Research on ageing explains the coping patterns adopted by adults once they face a decline in
their physical, financial, and social status with contemplation of life expectancy. In response
to the changing global trends about longevity, healthy ageing, and wellbeing, the United
Nations (UN) initiated this debate. They referred to it as the debate about the 2021-2030 decade
of healthy ageing. Different from traditional disease-focused research, the field of healthy
ageing has emerged as a significant area of therapeutic inquiry, offering science-based
strategies for better management of wellbeing. Considering the gap highlighted from review of
literature about the impact of healthy ageing trends in the era of social media and its impact on
the consumption of beauty for subjective personal wellbeing by older consumers, a research
model to be tested by future researchers is conceptualised. The overarching goal of this study
was to study the influence of scientifically responsible and sustainable beauty products when

offered to older consumers with perspective of socially responsible communications.
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Introduction
In 2024, the global life expectancy at birth reached 73.3 years, which marked an increase of
8.4 years since 1995 and an offset of the temporary fall caused by the COVID-19 pandemic
(UN, 2024). With rising life expectancy and the growing number of older adults in society, the
concept of wellbeing has emerged and continues to evolve. Therapeutic interventions are
continually being developed to extend not only the lifespan but also the health span of older
individuals leading to awareness of healthy ageing which is broadly defined as “the time spent
with good health, free from chronic diseases and disabilities of ageing” (Kaeberlain, 2018:
361). These interventions extend beyond medical therapeutics, to include nutrition, physical
activity, and social engagement, all of which have been reported to support the wellbeing of
older adults (Kalache, 2019; Sowa et al. 2016; Carlson et al. 1998, Miller and Iris, 2002).
Hence, studying the behaviours and social context of consumption in times when social media
is the most popular mode of communication for companies, is gaining particular significance.
It has become important to better understand the needs of older adults associated with their
consumption patterns with quality of life and independence to enhance the value society places
on their wellbeing as active participation in social, cultural, emotional, and economic activities
(Aspinal et al. 2016; Bowling, 2009). In response to these demographic, social, and scientific
trends, the United Nations has launched the Decade of Healthy Ageing (2021-2030) initiative
that focuses on exploring and promoting effective ways to improve the wellbeing of older
adults within their families, and communities (WHO, 2018; Keating, 2022).

Previous studies that have discussed quality of life, consumer behaviour and
sustainability explain the needs and behaviour of consumers but fail to reflect on the beauty
consumption related behaviour of older consumers from the perspective of their subjective

well-being. Academic research is still to adequately reflect these shifting patterns in the
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expectations of older consumers from the industry activity, as available knowledge is still
largely focused on younger consumer segments (Rousseau, 2018; Dittmar, 2007). In addition
to responding to demographic trends, the beauty industry’s other key priorities are in
developing scientifically responsible sustainable, and ethical innovation and business practices
whilst increasingly relying on social media marketing and communications to reach its
consumers (Lavuri et al. 2022 Singh and Sonnenburg, 2012; Crittenden et al. 2011). Brands
that respond to the impact of this combined shift stand to benefit better from an affluent
customer base seeking better representation, efficacy, and sustainability credentials for their
beauty choices. (Clarke and Griffin, 2008). In summary, despite the notable economic success,
the discourse around beauty consumption and wellbeing is not without criticism.

While more inclusive, safe, effective, and scientifically responsible sustainable beauty
products and services are emerging in the market, framing wellbeing as something to be
resisted and avoided appears to foster beauty consumption driven by negative motivations
(Mendes de Leon, 2003; World Health Organisation, 2021). For this purpose, we differentiate
between healthy ageing and wellbeing by positioning them as concepts of awareness and
subjective understanding of an individual respectively. This study refers to healthy ageing as
awareness of biological, physical, and social issues related to ageing and wellbeing as the
subjective viewpoint of an individual about themselves as their experiences, emotions, and
satisfaction. Furthermore, we reflect on the role of social media in shaping such sentiments and
consumer behaviour across generations, which has grown exponentially too with more older
adults having access to it (Nash, 2019). Thus, the growth of consumerism due to social media
consumption without boundaries of demographics, and the persistence of outdated beauty
standards, appear to overshadow the opportunities for communicating more effectively, the

potential benefits of beauty products and services for enhanced recognition of healthy ageing
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and wellbeing (Santoz, 2024). The National Institute of Health reported an increase in social

media consumption from 41.1% in 2017 to 54% in 2020 (Nie et al 2024).

Research Problem

Despite the growing demographic and economic significance of older adults, the beauty
industry and academic scholars have overlooked the broader potential of beauty products. Poor
representation of older adults in the beauty media and more recently in social media have also
largely obscured the needs and motivations of the older consumers. The wellbeing of older
adults is a subject of research and policy interventions which in turn offer industries such as
the beauty industry opportunities to innovate and communicate positive experiences of
relevance to this consumer group. Lack of scholarly attention to these dynamics and the
disparate nature of the subject fields has prevented meaningful advancements so far. In
response, this research draws on a wide range of theoretical fields to conceptualise a model
connecting recent developments in the theories of healthy ageing, social media, and beauty
consumption to provide a context within which the wellbeing of older consumers could be

improved via the usage and surrounding communication of beauty products.

To understand how the subjective wellbeing of older adults can be promoted under the
lens of beauty consumption, this study integrates theories from consumer behaviour and
gerontology to conceptualise dependence of subjective wellbeing on beauty consumption
driven by awareness of healthy ageing combined with social media consumption. It then
examines social norms surrounding beauty and ageing, highlighting the role of social media in
shaping and influencing beauty consumption behaviours. The concept of wellbeing is then
discussed broadly and in relation to ageing. Finally, the paper identifies several factors that can
enhance beauty consumption’s potential to improve subjective wellbeing in later life. Each

subtopic concludes with a proposition that connects beauty consumption with opportunities to
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support and promote the wellbeing of older individuals. To date, very few research studies
offer a scholarly discussion of such a broad and diverse range of research to address the

growing concerns about healthy ageing.

Theoretical Underpinning and Research Propositions
Evolutionary theories of ageing explain the hallmarks of ageing and the diversity in ageing
patterns in the world (Lemaitre et al. 2024). This study adopts the sociological theory of ageing
which explains how individuals in their later part of life understand and manage themselves
within their network and engage in relationships (Wrzus et al. 2013). Moreover, ageing has
been traditionally studied by different disciplines concerned with approaches to its
management, however, these were largely focused on medical and social care. In the last two
decades, other research fields also focused on awareness of healthy ageing with the aim to
expand the angle from which it is managed (Yang, 2011). Firstly, biological theories have
focused on the functioning of the human body over the lifespan, how hormones and genes
regulate the biological clock, and the impact of their regulation on the individual’s
development, growth, and maturity in the context of different environments and lifestyles
(Weinert and Timiras, 2003). The psychological theories of healthy ageing focus on the
emotional, social, and mental health of individuals to explain how motivations, attitudes, and
personalities are shaped with age (Hooker and McAdams, 2003). Sociological theories reflect
the role played by a person in a social network and have traditionally focused on the increasing
disengagement and slowing down of the functioning of individuals with age (Kuntsman and
Miyake, 2019; Zunzunegui et al. 2003).

Additionally, gerontology, as a multidisciplinary field that integrates biological,
psychological, and social sciences to study the process of ageing, has grown in significance

and research impact. It is also constantly evolving and reflecting the shifting needs and
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priorities of individuals and society in the context of increased life span and global population
ageing trends (Fries, 2002; Poscia et al, 2015). Drawing on folklore and traditions, a variety of
non-medical approaches are adopted by older individuals to manage the ailments and
limitations associated with the biological ageing process (Cesari et al. 2016). For example, the
healthy management of the physiology of ageing of skin and hair is reliant on the traditional
use of plant oils, butter, and extracts, which are valued for their astringent, moisturising, and
soothing properties. Beyond these, ageing skin and hair are associated with conditions such as
dermatitis, skin cancer, and clinical hair loss which are not commonly seen as a prime health
concern but have the potential impact on one’s quality of life and wellbeing (Jafferany et al.
2012).

The importance of awareness of healthy ageing in modern society is widely
acknowledged, with significant investment in both scientific and social research influencing
policies and commercial practices aimed at supporting older adults (Cardona, 2008). It has
been observed that awareness of older adults about wellness is linked with their understanding
of self-care and social media has played an important part in giving them knowledge and access
to anti-ageing products like skin care. Social media posts also reveal that older adults tend to
prioritize their personal health and care much more than before (Sheldon et al, 2021). In this
context, mental and cognitive health is increasingly becoming an important part of self-care
amongst older adults (Dupuis and Alzheimer, 2008; Sanchez-Izquierdo and Fernandez-
Ballesteros, 2021; Hautekiet et al., 2022; Horgan et al., 2024). However, these health
dimensions are based on clinical definitions and assessments whilst positive psychological and
social life experiences have been historically overlooked. In summary, beauty consumption
spans many goals, but so far has not been aligned with health-orientated consumer needs,
especially in the context of the needs of older consumers. Beauty consumption when

contextualised by appropriate socially responsible communication and education of the older
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consumer can contribute to wellbeing due to improved physical, psychological, and social
experiences.

Furthermore, the recognition of older adults as a significant group in beauty
consumption is growing (Zhu and Elfving-Hwang, 2024). Some researchers argue that framing
market growth around subjective wellbeing is better from a marketing perspective, as ageing
is a condition that may sometimes foster resistance to innovation and reduce the motivation for
beauty consumption (Wu et al. 2024). Other scholars contradict this view by explaining
wellbeing as a longitudinal view of healthy ageing derived from sustainable consumption
(Santos and Cylus, 2024). In conclusion, population ageing and growing beauty consumption
are two parallel trends that have yet to intersect in a significant way. Policy and commercial
interests supporting older adults can align better by identifying beauty consumption principles
that are beneficial for the wellbeing of older consumers. These should be, in turn,
communicated better to the consumer and all stakeholders, to support sustainable and socially

responsible market growth.

Healthy Ageing and Beauty Consumption

The growing body of empirical research on healthy ageing has led to the proliferation of
systematic reviews on this topic, with the most prominent conclusion being its
multidimensional nature encompassing the management of biological, psychological, and
social aspects of ageing (Behr et al. 2023; Susanti et al, 2020; Seah et al., 2019; Cosco et al,
2014, Lara et al., 2013). It is also argued that these dimensions are interconnected and various
interventions and life adjustments outside disease management could lead to enhanced health
during the later stages of the life span. Another important angle on healthy ageing commonly
reported in primary research and reviews is enhancing the lives of older adults by promoting

independent and active lifestyles and their capability to adapt to changes in the external
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environment rather than relying on medical or social care (Mohan and Lyons, 2024; Stephens
etal., 2015, Suzman, 2015; Murphy et al. 2014; Peel et al. 2004). This notion has been further
evolved in recent years into emphasising on the individuals to care for themselves (Islam et al.
2024; Fjell et al. 2021). Moreover, modern sociological theories propose that an individual
should remain active to live a satisfied life (Pan et al. 2024). Post-retirement activities,
specifically, help to keep older adults engaged whilst a lack of activity can lead to the
withdrawal of the individual from their social network (Lim-Soh et al 2024). With improved
knowledge about the need to self-manage ageing and to remain active, older adults have
become conscious of managing the decline in skin health and its appearance with the help of
beauty enhancing products (Calasanti, 2007). The physiological processes underlying skin
ageing are well understood, with sun-induced skin ageing and the impact of smoking and
pollution on wrinkle formation and irregular pigmentation being considered core preventive/
management targets for cosmetic products (Krutmann et al., 2017).

Whilst cosmetic products for mitigating the impact of the above lifestyle factors on the
skin are commonly targeted at younger consumers, they continue to be important for the
healthy skin ageing of older individuals too (Marsman et al. 2018). Dermatological research
has also identified associations between stress and poor skin health and grey hair thus
supporting the inference that physiological and psychological health and ageing are interrelated
(Trueb, 2021), Hence, one way to care for oneself can be through targeted beauty consumption
to accommodate the physiological needs of the ageing skin (Lamb and Goswami, 2024).
Beauty products are also widely recognised in professional and scientific circles as having
positive psychophysiological and aesthetic effects when applied appropriately (Armstrong and
Detweiler-Bedell, 2008) and such benefits are relevant to the psychological and social

dimensions of healthy ageing. In summary, the increased life span and focus on various health
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dimensions of ageing will require a better understanding of how beauty consumption should
be targeted to the growing segment of older consumers.
Proposition 1: The growing awareness about healthy ageing amongst older consumers will

increase their beauty consumption

Social Media and Beauty Consumption

Social media has played a significant role in raising consumer awareness of health management
and reshaping perspectives on ageing i.e. healthy ageing as an alternative to the traditional
disease-focus attitudes and narratives (Chitalu, 2024). It also plays a crucial role in spreading
anecdotal information and increasing awareness of the benefits of self-care, which includes
skin and hair management (Hochstein et al. 2024). For example, online communities promoting
wellbeing have emerged offering targeted content such as textured haircare and styling or
skincare advice for cancer patients (Cofield, 2021). Health and aesthetic related education and
related purchase recommendations are also commonly provided on social media mostly by
social influencers positioning themselves as trusted experts (Findlay 2019; Catilllo-Abdul et
al., 2021; Bhatia, 2023) with only a small volume of information being linked to certified
professionals (Ranpariya et al., 2020; DeBoard et al., 2019). Social media also has the potential
to facilitate brand marketing strategies allowing brands to communicate effectively the benefits
of products (Featherstone, 2010). Commonly, beauty marketing strategies have presented a
blend of scientific information while using a language promoting the emotional benefits of
beauty consumption (Shen and Bissell, 2013; Searing and Zeilig, 2017). These practices and
improved product affordability have further fuelled "anti-ageing" beauty consumption. Before
the rise of social media, beauty advertising in fashion and lifestyle outlets reflected society’s
fascination with youth whilst promoting rather narrow cultural and aesthetic norms and related

cosmetic consumption (Reischer and Koo, 2004; Jones, 2011). Social media has largely
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reinforced and amplified this trend and discussions on mature skin are not yet of significant
prominence, neither are positive visual representations. One explanation for this is the
relatively low social media consumption amongst older adults, however as more social media
savvy consumers are reaching retirement age, this trend will be reversed.

Proposition 2: Increased social media consumption amongst older consumers will increase

their beauty consumption

Subjective Wellbeing with Beauty Consumption

The concept of wellbeing emerged as a field of psychology focused on fostering positive
emotions by emphasising the role of personal engagement, relationships, and accomplishment
(Seligman et al., 2018; Seligman et al., 2000). Subjective wellbeing has also been reported to
be influenced by the individuals’ demographic, cultural, social, and environmental factors,
hence research in the field is multidimensional (Barry, 2009; Vaingankar et al., 2012; Sirgy,
2021, Eichstaedt et al., 2020). However, in addition to the above factors, wellbeing always
involves purposeful positive self-evaluation. Many instruments for measuring the subjective
elements of wellbeing have been validated. One example of a well-recognised and widely used
instrument is the World Health Organization’s (WHO) 5-item Well Being Index (Lui and
Fernando, 2018) which is focused on the individual’s experiences of life shaped by their
personal choices (McDowell, 2010). In summary, assessing the wellbeing of a given group of
the population such as older adults is normally done within a certain context reflecting a
combination of external and internal factors. In relation to age alone, some studies report high
subjective wellbeing scores of older adults meaning that declining health is not the strongest
factor, thus highlighting that there is a difference between healthy ageing and subjective
wellbeing (Ranzijn and Luszcz, 2011, Steptoe et al., 2015; Shaw and Langman, 2017; Teater

and Chonody, 2020).
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There is no strong evidence in the literature suggesting that the visible manifestations
of ageing directly diminish or enhance wellbeing. Therefore, simply increasing beauty
consumption is unlikely to influence the wellbeing of older consumers. However, since
subjective wellbeing involves self-evaluation across a broad spectrum of cultural and social
factors, beauty consumption may play a role in shaping how these factors are perceived and

experienced, potentially enhancing or hindering overall wellbeing.

Proposition 3: The growing emphasis on beauty consumption amongst older consumers will
increase their subjective wellbeing

The above three core theories form the foundation of the conceptual model, proposing why
beauty consumption among older adults is expected to increase. They also suggest that this
growth holds the potential to be directed toward sustainable and scientifically responsible
beauty products apart from socially responsible offers being made by the companies to older
consumers. The following two propositions outline and argue for the impact of these two

specific conditions.

Scientifically Responsible Sustainable Products

The production, safety, and efficacy of cosmetic products are regulated in all markets to protect
the consumers and to ensure access to information (EU Regulation (EC) No1223/2009;
Pauwels and Rogiers, 2010). However, there is a gap in the public’s understanding of the
regulatory environment leading to a lack of trust in its effectiveness. This mistrust is partly due
to the need to enhance vigilance, accountability, and cooperation amongst industry players and
regulators and partly due to widespread misinformation on social media. Hence, consumer
awareness and concerns about how beauty brands conduct their scientific research in terms of
safety, efficacy, and sustainability grows and so is the scrutiny by the press, social media, and

researchers.
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Product safety is one such field as public mistrust of science is of growing concern to
policymakers, researchers, and industries (Maron, 2020; Nasr, 2021, Pielke, 2024). In the arena
of cosmetic and hygiene products, safety is commonly associated with plan-derived ingredients
or ingredients broadly classified as “natural”. Studies have reported preferences for these
products, a trend further amplified by environmental awareness and endorsed by social media
consumption (Kim and Seock, 2009; Rubin and Bod, 2019; Chandon, 2020; Santos, 2024). An
extension to these public concerns is the societal issue with the ethics of animal testing
conducted for the purpose of ensuring. The Body Shop led the way in the 1980s by offering a
credible portfolio of products, enriched with plant ingredients and banning animal testing
(Chan, 2014). These values have now diffused all segments of the beauty markets globally and
a proliferation of third-party certification bodies allows brands to boost their credentials further
(Cosmos Standard, nd; Cruelty Free International, nd). Beauty product efficacy, on the other
hand, has received minimal scrutiny, with social influencers seemingly driving strongly
consumer’s trust and purchase behaviour (Hassan et al, 2022; Pratiwi et al., 2018; Ganu et al.,
2023). Social media trends reporting product safety issues and efficacy feedback on various
forums and websites is another avenue to gauge public views (Isah et al, 2014), however older
consumers are likely to be significantly represented.

To support healthy ageing, older consumers would require safe and efficacious products
which not only reduce or cover the visible manifestations of ageing but are suitably adjusted to
the physiological needs of ageing skin and hair. So far, the scientific responsibility for safety
and efficacy has not been differentiated significantly, nor communicated adequately to the
growing body of older consumers thus their potential to support wellbeing is underutilised. The
term “sustainable” is often understood in the context of preservation for the future. In the beauty
industry, sustainability is understood as optimising resources and processes and consuming

responsibly. Historically, renewable sources of materials were assumed to be more sustainable
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than petrochemicals and brand communications continues to focus on such innovation (Bom,
2019; Eckelman, 2022, Sahota, 2024). A more holistic approach, based on product life cycle
analysis, has been adopted within the industry, as it reflects the environmental impact of
consumer usage and waste management, with further emphasis on pollution (Bom et al, 2019;
Cubas et al., 2022; Rocca et al., 2022; Kolling et al, 2022). In addition to their “green”
credentials, cosmetics are also evaluated against an ethical dimension related to animal testing
still conducted under some legal frameworks, however, validated alternatives are now available
(Wang et al, 2020; Silva and Tamburic, 2022). Hence, sustainability is complex in scientific
and regulatory contexts and intersects with safety and efficacy thus making consumer
communications challenging. The consumer seems to manage such complexity by focusing
purchase intentions on simple qualities such as organic and animal welfare certifications
despite a lack of understanding of these claims (Yeon and Chung, 2011; Ghazali, 2017; Grappe
et al, 2021). Very little has been researched about older consumers and beauty innovations,
with the few studies over the last two decades focusing on attitudes towards sustainable and
ethical products and more recently on health-related purchases, all suggesting that the market
is not homogenous, and attitudes vary from sceptical to active purchases (Carrigan and
Szmigin, 2004; Puhakka et al., 2017; Delistravrou and Tilikidou, 2022).

Proposition 4 Scientifically responsible sustainable products will improve the impact of beauty

consumption on subjective wellbeing of older consumers

Socially Responsible Communications

Beauty plays a crucial role in shaping identity, yet narrow mainstream beauty standards have
contributed to the marginalisation of older individuals, fostering negative body image, social
invisibility, and even ageism (Clarke and Griffin, 2008; Tiggemann and McCourt, 2013).

Particularly, biological ageing of skin and hair is central to the personal identity of women who
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face heightened societal pressure to maintain a youthful appearance (Winterich, 2007; Thorpe,
2018; Cecil et al., 2023). The absence of models with ageing skin and the association of
cosmetic products with aesthetic dermatology procedures, such as "erasing wrinkles” has
normalised the idea that ageing skin is undesirable and needs correction (Coupland, 2009;
Searing and Zeilig, 2017). Social media marketing campaigns featuring celebrities do not
represent sociologically typical ageing faces, thereby perpetuating ageist stereotypes that fuel

product consumption from the position of unattainable goals (McKay, 2003).

Positive initiatives, like Dove's Real Beauty campaign and its Self-Esteem Project, have
attempted to counter the narrow definitions of beauty by introducing concepts of inclusivity
and equality for diverse body types and skin tones (Daszkiewicz, 2022). Whilst the Dove
campaign has been praised for its innovative and inclusive focus (Bennett, 2024) critics argued
that they covertly perpetuate the consumerism and beauty ideologies they aim to challenge
(Murray, 2013). More recently, social media has become the platform for activists, influencers,
and brands to create alternative narratives around inclusivity (Makita et al. 2019; Xu 2020,
Turley and Fisher 2018; Bai 2014).

Enforcing these, researchers have reported only a weak association between face self-
image satisfaction and age, whilst ethnic groups and gender were more significant, thus
suggesting that the desire for cosmetics and aesthetic procedures stems from more complex
sociological motivations than simply wanting to maintain a youthful appearance (Frederick et
al. 2022). Furthermore, economic factors were also found to play a role in getting access to
anti-ageing products and treatments (Pussetti et al. 2021). In summary, while social attitudes
and social media marketing practices continue to value youthfulness, a shift in recognition of
consumption related to beauty and health by older consumers can be noticed (MacGregor et al.
2021). Hence, beauty consumption represents the person’s self-image negotiation, and in the

context of age simultaneously supplements and benefits from lifestyle adjustments, exercise,
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and diet (Bennett et al. 2017). However, communications related to beauty consumption are
related to positive life adjustments and do not target specifically older consumers for whom
these are of different significance and magnitude. Scholars have reported that beauty
consumption has a direct link with the social identity of the user as it impacts their social status
(Dittmar, 2011; Wilska, 2002; Chang, 2024; Chang and Hsu, 2022). Thus, a positive
representation of ageing consumers’ purchases and motivations is needed in social media and
beyond.

Proposition 5: Socially responsible beauty communications will improve the impact of beauty

consumption on subjective wellbeing of older consumers

Please insert Figure 1 about here

Methodology

To recognise the current periphery of academic knowledge about subjective wellbeing of older
adults under the lens of beauty consumption, a review of available literature available in the
academic journals through library search and anecdotal information offered by secondary
sources was performed. The review of literature encompassed looking for information in
published journal articles, books and book chapters in different databases such as Scopus,
Science Direct, Web of Science etc. using six main keywords “Healthy Ageing”, “Social Media
Consumption”, “Beauty Consumption”, “Scientifically Responsible Sustainable Products”,
“Socially Responsible Communications” and “Subjective Wellbeing”. The knowledge
gathered has been summarised in Table 1. Review of these studies with discourse analysis of
beauty press news and blogs highlighted the gap in the literature. The analysis of the literature

and anecdotes encouraged researchers to conceptualise a framework and developed research
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propositions, to be considered in future by other researchers working in this area of

investigation.

Please insert Table 1 about here

Discussion and Conclusion

The relationship between youth and beauty is a complex mix of biological imperatives and
cultural constructs (Frost, 2005). Evolutionary anthropologists suggest that youth is important
due to its role in sexual selection (Jones et al. 1995). Beauty, meanwhile, is a multifaceted
concept that includes not only physical features but also personal, social, and age-related
manifestations of inner strength and grace (Shumka, 2000; Arkah, 2022). Due to this
complexity, beauty standards throughout history often became tools for reinforcing power and
privilege (Kuipers, 2022). For instance, aristocratic women across ancient Eastern and Western
cultures used pale skin, kohl eyeliner, and natural lip stains, while rulers in Africa, Asia,
Europe, and the Americas adorned themselves with elaborate hairpieces and wigs (Davies,
2020). These early cosmetics were accessible only to a small, affluent segment of society
(Stewart, 2017). However, following the rise in prosperity due to industrialisation during the
late 19th and early 20th centuries, companies specialising in cosmetics emerged (Jones, 2011).
For instance, Procter and Gamble and Unilever started by producing soaps, while L’Oréal
manufactured pharmaceutical-grade skin care preparations. Throughout the 20th and 21st
centuries, these companies evolved into multinational corporations with expanding brand
portfolios, facilitating the global and local appeal of their products (Jones, 2011). Today, the
relationship between beauty and power has evolved but it remains significant with some social

researchers using the term "aesthetic capital" to describe how physical appearance is
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strategically accumulated and used by the individual for economic and social benefits (Miller,
2002). Simultaneously, scientific research on beauty products has expanded to exploring
various skin phenotypes, skin ageing, and the impact of genes, lifestyle, and the environment
on it (Parrado et al. 2019). Thus, beauty consumption is simultaneously driven by social media
consumption and by research responding to the increasingly differentiated expectations of the
consumers and is expected to deliver tangible improvement in the condition and appearance of
skin and hair (Alsabeelah et al. 2021). The field of aesthetic dermatology offers another route
to beautification, by meeting the growing demand for procedures with varying degrees of
invasiveness aimed at achieving more significant and long-lasting skin rejuvenation effects
(Wollina et al. 2008). However, the suitability of these procedures for different stages and
manifestations of skin ageing, as well as their social and cultural context, is crucial (Partridge
et al. 2018).

Amid these emerging social and economic policies, new commercial opportunities have
arisen to support and enhance awareness of healthy ageing (Dogra et al. 2022). A notable
example is the beauty industry which for decades targeted limited demographic groups,
primarily younger women aspiring to narrow beauty standards exclusively associated with
youth and characterised by wrinkle-free skin and flawless complexion, thus overlooking older
women as products failed to address their skin needs and the models used in product advertising
were significantly younger (Sharma, 2024, Yoon et al. 2009, Solomon et al. 1992). In the last
two decades, in response to the shifting demographics and the economic potential of older
adults as beauty consumers supported by improved health, extended employment, and active
lifestyles, beauty brands have been evolving their product offers and some older models have
been featured in their advertising campaigns e.g. Viola Davis, Helen Mirren (Ory et al. 2003).
Critics note that despite the improved representation of older adults, the covert messages are

still promoting youthfulness as they are framed around resisting the signs of ageing virus
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looking good, and enjoying one’s age (Searing and Zeilig, 2017; Kenalemang, 2021). However,
this approach is economically successful as in the last decade, the global anti-ageing skincare
market has maintained a double-digit growth (Singh and Sonnenburg, 2012) and is currently
valued at approximately $76.6 billion and is projected to reach $93.1 billion by 2027 (Statista,
nd).

Considering the above, beauty consumption can be explored through four key drivers:
skin management in terms of healthcare, social media driven consumption, scientifically
responsible and sustainable innovation, and managing personal and social identity. While the
skin is the body’s largest organ, its aesthetic status has traditionally been prioritised over its
physiological health (Papaccio et al. 2022). Moreover, this cross disciplinary analysis of
biological skin ageing research and the social context of skin ageing reveals a discrepancy
between the potential health benefits of beauty products and their trivialised positioning as
mere wrinkle reducers or beautifying agents (Antoniou, 2024). Although older adults
understand that careful consideration of one’s health is important when selecting beauty
products or procedures (Balts and Carstensen, 1996). One important issue to be considered is
accessibility because most older adults in many countries have no or limited access to high-
quality beauty products due to financial constraints, mobility issues, or other health-related
issues. Furthermore, some beauty treatments or products might not be suitable for older adults
due to skin sensitivity, medical conditions, or allergies.

Previous research has also suggested that beauty consumption declines with ageing
while health-related interventions are prioritised (Yianne et al. 2009; Higgs et al. 2009).
However, the literature indicates that positive self-image impacts psychological and social
adaptation during ageing, preventing negative self-evaluation and enhancing subjective
wellbeing (Pinquart and Sorensen, 2001). A positive self-image and shifting attitudes towards

independence, self-care and social engagement, in line with healthy ageing drivers, are
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expected to drive increased beauty product consumption within this age group (Katz and
Marshall, 2003). Social media is emerging as an important facilitator not only as a platform of
social engagement but also as a source of information and knowledge relevant to beauty
consumption (MacGregor et al. 2021). Social media can be a valuable platform for both
educating the older consumer as well as for promoting social values celebrating the wisdom
and resilience in older adults over appearance, with skincare management being just one
manifestation of this change (Haber, 2019). While achieving this shift may be challenging and
complex, the convergence of healthy ageing and beauty consumption presents opportunities to
redefine beauty for the better. Finally, the goal of enhancing wellbeing by beauty consumption
is feasible and worthy of further investigation. The interconnected roles of innovation of
relevance and macro marketing strategy that communicates appropriately beauty products
functions and supports positive image and social identity is of pivotal importance to achieve
this goal.

This paper highlights the emerging phenomenon of growing beauty consumption within
the broader context of the healthy ageing movement which is gaining traction in policy research
and commercial sectors. It also defines wellbeing and explores various aspects of beauty
consumption for their potential to enhance the subjective wellbeing of older adults. While the
presented conceptual model is not based on primary research, it synthesises findings from
primary studies in the fields of psychology, consumer behaviour, and social and wellbeing
aspects of ageing, measuring the effects of different factors on the consumption of older adults
and their wellbeing. Therefore, the conclusion reflects the relevant past and current body of

knowledge in these different fields of research.

Implications, Limitations and Future Research
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This paper advocates for an interdisciplinary approach to conceptualising complex phenomena,
such as healthy ageing and beauty with social media marketing, which have so far been studied
in isolation across different fields. While integrating diverse research areas is challenging, the
paper demonstrates the value of this research can result in producing comprehensive and
innovative insights for healthy ageing for holistic and impactful results. It can also enrich the
healthy ageing research field and offer alternatives to critics of the stereotypical social beauty
evaluations. Authors have conceptualised the multidimensionality in the ageing process of an
older person as healthy ageing. The propositions that have been developed based on the
exploration of the available literature and anecdotal evidence have not been tested using
empirical data. Hence, this paper invites academics to perform statistical analysis to establish
the relationships related to healthy ageing and beauty consumption. It will also be interesting
to see the outcome of effective innovation and marketing strategies that deliver greater
economic and social value overall and for older consumers. A balanced analysis of both the
positive and negative aspects of beauty consumption can relate these findings to healthy ageing.
This research emphasises the need for society to recognise and enhance the social value of life
for old age adults, including their role in beauty consumption through the lens of social
inclusion for subjective well being. Future researchers should extend this investigation to the
impact of subjective wellbeing on mental health issues faced by older adults, which may lead
to serious diseases such as Alzheimer's, Parkinson, Diabetes, etc. The current study should also
be continued using mixed methods. Findings will be useful for both practitioners and
academics focusing on this area of investigation. This research should also be extended to
explore the relationship between the consumption of social media and the awareness of older

adults about the process of healthy ageing.
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Table 1. Summary of key publications defining the concepts of healthy ageing and wellbeing.

Concept | Key works Definition Theoretical Contribution Methodology
Menassa et | A successful, healthy, This research offers a A systematic
al. 2023 well and active ageing comprehensive overview of literature

process. theoretical HA models by review
identifying the dimensions,
characteristics, antecedents and
consequences of conceptualisation
of the term.
Carrillo- A process of developing | To promote healthy ageing across A scoping
Alvarez et | and maintaining the the lifespan will need sound review
al. 2023 functional ability and competences regarding person-
wellbeing while centred communication,
progressing to an older professional communication,
age. technology applications,
physiological and
pathophysiological aspects of
ageing, social and environmental
aspects, cultural diversity, programs
and policies, ethics, general and
basic skills, context and self-
management-related skills, health
promotion and disease prevention
Healthy sk%lls, educatiopal apd research
Ageing skills, leaQershlp skills, N
technological skills and clinical
reasoning.
Abud et al. | Determinants of healthy | There are ten determinants for A systematic
2022 ageing fall within the healthy ageing, namely, physical literature
three domains of activity, diet, self-awareness, review
physical, outlook/attitude, life-long learning,
mental/cognitive, and faith, social support, financial
social wellbeing security, community engagement,
and independence.
Fuchs et al. | Survival to a specific Development of a set of indicators Empirical
2013 age, being free of chronic | for the assessment of healthy testing
diseases, autonomy in ageing.
activities of daily living,
wellbeing, good quality
of life, high social
participation, only mild
cognitive or functional
impairment, and little or
no disability
Lawton Wellbeing is behavioural | Wellbeing should be considered in | Empirical
(1983) competence, perceived relation to life events, personal testing
. quality of life, causation, neuroticism, and
Wellbeing psychological well- introversion-extra-version
being, and objective
environment
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Burt and Successful management | Art, creativity, creative hobbies and | Qualitative
Atkinson of social, emotional and | hobbies can be a meaningful research
(2012) cognitive health with vehicle for enhancing cognitive,

meaningful relationships. | emotional and social wellbeing.
LaPlaca et | Wellbeing is meeting For wellbeing to be considered as A discourse
al (2013) individual need, giving an important element of future for

sense of purpose in terms
of personal relations,
financial reward and
attractive environments

policy commitment, a collaborative
approach between researchers,
intervention agencies and service
users is important.

conceptualisin
g a framework
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