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It's hard to accurately
imagine being older than you
are; most people rely on
existing cultural narratives
to do that imagining.
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The cultural narrative about
female aging can be summed
up in the word

ANT |

1% OF MWOMEN AGED 50-7G FEEL THAT THE "RMTI" MAREATIVE IM ARDWERTISING DOES MOT REFLECT THEIR RCTUAL

LIVED EXFERIEHCE OF %ITALITY AMHD GROWTH.

#Sources: Girlpower The Importance of Boomer Women, American Society on Aging, 26823 Ageism in the Media: An Insider's Perspective
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Contrary to the cultural narrative,
no one — female or male — in their
day to day life, is against their
life moving forward and evolving.
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SELF-ACCEPTANCE

76%

of women over 58

ACCEPT THEIR AGE
(68 % embrace it)

AUTHENTICITY GAP

1/3

believe Media is
ACCURATE PORTRAYAL

one-third of the time.

#Source: AARP's 20825 & 2024 Mirror/Mirror Study
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POSITIVE AGING

51%

of Boomers
NO NEGATIVE BODY IMAGE

Report having total confidence

MISREPRESENTATION

68%

of women over 58

RARELY/NEVER REPRESENTED

in media & advertising.

While older women report record-high
levels of self-acceptance, the
industry continues to ‘symbolically

annihilate’ them through erasure.
Dr. Julie Whiteman, University of Birmingham



When we consider the possibility that
women enjoy being the age they are
(64?7 32?7 45?7), we enter a white space.

The upside is huge:

DECISIONS AMD ARE THE FASTEST-GEOMIMG
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27 OF WOMEHM 40+ LISH BEAUTY FEATURED MORE REALISTIC FORTEAYALS OF WOMEM THEIR AGE.

ADYERTISEMEHTS

Yet the images beauty advertisers are
creating for women and the content
women actually respond to on social

media remain markedly different.

CAMPAIGHS FEATURIHWG MATURE OF EELATABELE CREATORS

DELIVER 2%% HIGHER AUDIEMCE RETEHTIOM THAM THOSE USINMG "IDEALIZED" IHAGERY .,

DIRECT SALES IMPACT: AUTHEMTIC, PROGEESSIVE ADWERTISIMG DELIVERS A 2,58 HIGHER SHORT-TEREM SALES

UPLIFT AMD 1&,3% HIGHER LOMG-TERM SALES COMFRREED TO aADS WITH LOWER IMCLUSIVE SCORES,

Sources: Blue Mercury The Harris Poll 2825 Up Next, The Unstereotype Alliance (UN Women) 2024

Inclusion = Income, Amra & Elma 2826 Beauty Marketing Statistics
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Women are frustrated:
they were brought up to believe their
station in society had improved and
would continue to do so.

That narrative is false.

ACKNOWLEDGE THE DISCONNECT
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PAY IS STILL
OT EQUAL
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ACCORDIMG TO US CEMSUS DATA: IM 2024, THE AVERAGE MWOMAHN MWORKIMG FULL-TIME IS TYPICALLY PAID 21 CEMTS

FER #1.,20 PARID TO THE AVERAGE MAM. A GAP THAT HAD GROWH WIDER SIHCE 2023,

WHEH LOOKEIMG AT ALL WORKERS, WOMEH HMAKE F& CEMTS OM THE DOLLAR COMPREED TO HEH.

#Source: US Census Bureau of Labor Statis i

b g_f 2024 Data a
) § v
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Women
Weekly Earnings
$1076
Net Remaining
$983.97
Men
Weekly Earnings
$1333
Net Remaining
$1253.48

%] 160 200 30680 408 500 600 700 BOBO 900 1000 11680 1200 1300 1480 15600
(In $)

B Prescriptions Personal Care B clothing
$30.60 (Women) $20.45 (Women) $41.58 (Woman)
$23.60 (Men) $18.18 (Men) $38.50 (Men)
30 % Gap 13 % Gap 8 % Gap

*Sources: US Bureau of Labor Statistics 2825, World Economic Forum's Global Gender Gap Report 2823,
The California Pink Tax Ban (AB 1287) and NYC DCA Report: From Cradle to Cane, Deloitte.

The cumulative
cost of gender-
based pricing
remains a
primary barrier
to long-term
wealth building
for women.*
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*Sources: Medium 2025 Never Enough,

THE WEIGHT PENALTY

There is an estimated
9% to 18% wage penalty specifically
for women perceived as “fat”.x

NPR 2823 Women face welght biases at work, Journal of Health Economics 2012 When does welght matter most



JUSTICE IS
STILL UNEQUAL



HEALTH CARE IS
STILL UNEQUAL
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UMDERIMVESTED
Only 6% of private
healthcare capital

is spent on conditions
affecting women.*

UMDER-RESERRCHED §
The US NIH only began
mandating that women
be included in health

research in 1993.%*

*Sources: World Economic Forum and McKinsey Health Institute 2624 Closing the Women's Health Gap,
NIH Report on Research on Women's Health 1993, Deloitte 2823 Hiding in Plain Sight.

OYERCHARGED !
Women spend $15 billion

more annually on
healthcare than men do.*

17
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AT-HOME LABOR IS

STILL UNEQUAL

N
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WOMEM GLOBALLY SPEMHD 2,5 TO 2 TIMES MORE HOURS OH UHPAID WORKE THAM HEH,

“Make it work"” translates to
“do the work” for women.

7

FOR LATIHO WOMEH, THE DISFAREITY IS EVEW MORE DREAHATIC, AT 3.6 TIMES THE HOURS OF HEM,

N Women The Gefd 'Z-.,‘-_f[LU Care Work and care Jobs for the
Ecent Work
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GLOBALLY, GIELS AGED 5 TO 14 SPEHD deo

HOURS OH DRILY CHORES THAM EBOYS OF THE

*Source: UNICEF 2823, Harnessing the Power of Data for Girls

MILLION MORE

SAME AGE.

Your customers live in mounting
frustration at the culture's false
narrative. The older they are,
‘the more clarity they have into
its falseness, and the less accepting
they become of “you’re broken,
here’'s the fix" messaging.

28
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Show your customers you understand
their frustration and you become
authentic, a truth-teller, an entity
to be trusted.

Relieve it in some way and you can
really sell stuff.

MESOMORPH
Seattle women
‘wan their bodies
1o ba beoutitul

and strong—the
batar to bike, sail,



Women’s Beauty:

OVERSTUDIED
AND
OVERSERVED



The culture hones and
amplifies the need for
female self-improvement in
the realm of physical beauty
to an ever-more extreme
degree.

Beauty companies spend
millions on clinical studies
every year, testing
ingredients and attempting
to prove their efficacy.
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2025 Research Investment:

BEAUTY :
1 Corporation Estée Lauder

R&D expenses spend of
$316 millions in 2025.

HEALTH:

The U.S. NIH Office of Research
Government on Women’'s Health (ORWH)

$83.3MM

*Spurces: Estee Lauder 2025 Annual Report, NIH ORWH SWHR FY 2626 Testimony April 2825

ORWH base budget request:
$83.3 millions for 2026

$316MM

25
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Clinical The

Testing Crowded
Standards: Shelf:
Premium skincare brands In 2025, the aiw°-;-

now conduct
an average of
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Women’'s bodies and faces and
hairstyles are constantly criticized
and shamed.

WOMEM SPEHD UP TO FOUR HOURS A DAY O GROOMIMG,

TIME EQUIVALEHT TO A PART-TIHE JOE,

i-l |. I /
WOMEM SPEMD AW AYERAGE OF $1.120 OW COSHETIC PROCEDURES IM THEIR LIFETIME,. COMPAEED TO JUST 4159
FOR MEWM - A 7 ¥ DIFFEEEHCE DRIVEM BY SOCIETAL AGIHG STAMDARDS,

Source: Advanced Dermatoldii) t: Y1 { ) b6
[ v | 11 )
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In much the way the plastic industry
creates a problem and then campaigns
to demand that consumers fix it, the
beauty industry often runs on creating
insecurities about aspects of women’s
bodies that they then purport to fix.
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The universal consumer-blaming of
capitalism mirrors the culture’s
stance toward female aging,
“empowering” women to fix made-up
problems.

(How can you tell a problem is made
up? An easy shortcut is to imagine
telling a powerful man that
he's suffering from the problem.)




Women's Health:

UNDERSTUDIED
AND
UNDERSERVED
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FAILUEE TO STUDY MEDICATIOHNS AMD OTHERE IMTERVEHTIOWNS IM A BEREOAD SAMFLIMG OF WOMEM HASs COMTREIEUTED

TO WOMEM EXFERIEMCIMG ADWERSE EFFECTS FROM MEDICATIOHS AT THICE THE RATE OF HEH.,

The culture de-prioritizes women's
health to an extreme degree.

The NIH only began mandating that
women be included in health research
in 1993.

The current wellness movement is

powered, in part, by this deficit.

#SourcesAmerican Association of Medical Colleges; 2024 The :!}b'ecia} Health Needs of Women"
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WOMEM 'S HEALTH EEEI‘:.-'E'E: oMLY 5% OF GLOBAL HERLTHCARE E&D FUMDIMG,
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WELLNESS
Health and beauty are supposedly

synonymous; one reflects the other.

People — women included -
want to feel good, physically
and psychologically.

33
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Wellness movements, like the pursuit
of physical beauty, evolve out of our
natural drive for self-improvement.

34
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78% of women aged 65+ now rate
“longevity” and “vitality” as more
important than “looking young”.

This focus changes the way they look

at the beauty, wellness, and fitness
industries.

Source: Euromonitor International Feb 20826 Beauty and Healthspan

35
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~ L &

S “.-J The CAGR for the dor % B
e, . P Skin longevity” is

Sy sexual wellness segment _ 3 _ Jan
. . : replacing “anti-aging
™. ¥8-F Ciproxinately in skincare messaging
JC T 1.53% 10 787, £ .
F » . .
’ - . . . k J
» . ' » Do y ’ "'
r e Y - L -
o - ..‘a - > X -~ , § .
v The-“beauty:frﬁﬁ within” The messaging around exercise is
" -’(EF e?é&ble’wellness) market shifting quickly from
, . - gf;growing at 9% ‘annually. % “weight loss” to “strength.”
>. » 4
» -
- F
>~ . f
."

*Source: Fortune Business Insights 2824 Sexual Wellness, Euromonitor Int'l Feb 2826
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37

The activist, entrepreneur,

and social-media star Katie

Sturino has pointed out that

there is no destination size

for women—they are shamed for

their bodies no matter what
size they are.
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The same is true for a woman's
age: there is no destination,
no point at which she should

feel good about it.

[Producer] Sojtell me, what ma neone an icon?

a

26 can be too young and too
old at the same time.

As can 56.
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When someone dies at 50 or even 60,
male or female, everyone says,
that was so young.

But images of 40-year-old women are

regularly used to depict “aging”
and “old”.

According to the CDC, women live

4.9 to 5.3 years longer
than men.

Source: CDC Mational Center for Health Statistics 2825




CHALIFOUX & KUETHE X JEAN GODFREY-JUNE

Age
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LIFESTAGE DATA

THE MARKETING “EXPIRATION” NARRATIVE

48

66+

THE LONGEVITY RUNWAY
Average female life expectancy is 84.2,
leaving 206+ years of active “youth”.

THE “END DESTINATION"
Viewed as the conclusion of consumer
relevance and vitality.

56—65

THE INFLUENCE PEAK
Subjective age is 28% lower than chronological
age; peak of self-made wealth and leadership.

THE “SUNSET PHASE"
Focus on healthcare and “senior” services;
framed as the end of dynamic life.

46-55

THE ECONOMIC POWERHOUSE
Women over 50 control $19 trillion in assets and
80% of purchase decisions.

THE “INVISIBILITY GAP”
Marketing frequency drops by 66%; characters
often become “background” figures.

36—45

THE CAREER “BROKEN RUNG”
Women hit peak management entry, yet face the
highest “mental load” at home (4.5 hrs/day).

THE "MAINTENANCE PHASE”
Shift toward “anti-aging” to “save” what
is left; labels like "mature" begin

25—35

THE NEURO-STRUCTURAL PEAK
The prefrontal cortex (decision-making)
only fully matures at 26.

THE "“GOLDEN ERA”
Primary focus for beauty and fashion;
framed as the peak of relevance.

#Sources: WHO Global Health Observatory (26826); OECD Gender Data Portal: Unpaid Labor Statistics; AARP (2825); Harvard Business Review
(2825); Forbes "Super Consumers” (2824); Global Cosmetic Industry Magazine (2825); and MIH Developmental Meuroscience.
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CULTURAL LEADERSHIP

How are you marketing to
a woman who is at her
peak of self-assurance?

FINANCIAL POWERHOUSE

Given “Pink Tax” costs,
can your brand play a
role bringing women into
a stronger financial
position?

FREQUENCIES NR.2 - APRIL 2826 - C&K PROMPTS:

BEYOND ANTI

If the current marketing
narrative for women is
ANTI, what is the
affirmative POV your
brand can own?

COMMUNITY CONNECTIONS

How can you engage active
fandoms where women share
their ideas, passions and

lived experiences?

INTERSECTIONAL INCLUSION

Are you integrating
older women into
mainstream narratives or
relegating them to aging
specific content?

PATTERN BEHAVIOR

How do these beauty &
wellness insights
translate to put her in
the driver'’'s seat in
hospitality, tech, or
automotive categories?

41
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THANK YOU
FOR FOLLOWING

h ://jeangodfreyjun k
jgodfreyjune@gmail.com

jessica@chalifouxandkuethe.co
katia@chalifouxandkuethe.co

https://chalifouxandkuethe.co

m

42
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