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The Modern Age of Aging
This is not your father’s grandmother. Today’s women are showing how to embrace aging in 
ways that would have seemed unimaginable just a generation ago. Mature women increasingly 
appear in cosmetic and fashion advertisements (Maye Musk, 69, among them; the new face 
of CoverGirl, and mother to famed entrepreneur, Elon), as they find themselves supported by 
advances in everything from skincare and cosmetic products, to fashionable outerwear 
designed for the older form, to medications that help restore their sexual vitality—all in an 
effort to maintain their youthful, premenopausal state.  

It’s not that the older woman is attempting to turn back the clock. Rather, she’s looking for 
products that support outwardly how she feels inwardly: self-confident, self-assured, and 
ready to confront her advancing age with style and attitude. To her, beauty isn’t the fleeting 
realm of the ingenue; it’s a positive state of mind and the ability to embrace the realities of her 
age with pride and optimism.  

It may seem paradoxical then, that the older woman’s surge in inner confidence is accompanied 
by a marked increase in her generation’s spending on antiaging beauty products…to the tune of 
$140 billion in 2016. The truth is that while a woman may want to embrace aging, she is nowhere 
near ready to accept looking old. After all, age is just a number when you look and feel your best. 
Many older women believe that the key to positive aging is to “think young” and confront one’s 
inevitable maturity with a delicate balance of acceptance and defiance. 

Preserving Outward Beauty to 
Maintain Youthful Vitality
For many women, skincare is part of a lifelong routine derived from an instinct to preserve 
their health; general appearance is but one indicator of a healthy condition. Ask any mature 
woman why she takes such care to preserve her looks and she will tell you, “Looking good on 
the outside makes me feel good on the inside.” But what about that inside? Why doesn’t it get 
the same level of attention? After all, if bones were as visible as skin, the desire to strengthen 
one’s bones would be just as important as the desire to reduce wrinkles! No woman would 
allow herself to be seen in a deteriorating condition.

Bones Can Be Beautiful, Too!
Like skin, bones fall victim to aging and loss of density, putting women in particular at increased 
risk of serious fractures, especially in the menopausal years and afterward. The pharmaceutical 
industry has responded with a variety of products that increase bone density, thereby adding 
a layer of prevention against this risk. US-based and global initiatives strive to heighten 
awareness of fracture risks with bold, creative efforts that try to shake women out of 
complacency and turn their focus to the impending perils of age. But their fear-based 
messaging hasn’t been able to close the gap between prevalence and treatment—considering 
that only $9 billion are spent on osteoporosis therapies. This represents a mere 6.4% of the 
$140 billion spent on antiaging products that are of questionable efficacy and no tangible 
health benefit. Why are women so willing to open their checkbooks for dubious skincare, 
while showing an increasing reluctance to spend on bone health?
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Preservation vs Prevention: Spinning a New 
Narrative for Osteoporosis Treatment
We believe selling a product that prevents a negative outcome is different from one that 
preserves the present state. The popular myth is that increased age equals increased levels of 
decline in one’s physical, mental, and emotional health; the reality is, however, that many older 
adults report a better quality of life than younger adults across several metrics. In fact, in a 
recent Gallup-Healthways survey, more people aged 65 years or older reported that they were 
“thriving” when asked if they have “good health and enough energy to get things done daily” 
compared with any age segment between 18 and 64 years old.  

For all the creativity in the attempts to raise awareness and concern about osteoporosis, there 
is clearly a communications breakdown, or “fracture,” between the marketer’s message and 
the consumer mindset. 

Perhaps it’s time for a different approach. 

Our Point of View 
We recommend shifting osteoporosis messaging from alarming “reality check” about bone 
break prevention, to an upbeat call for self-preservation that urges women to continue 
cultivating their existing inner beauty, so they can age well. This approach is in line with the 
downward trend we see in the “antiaging” and “beauty at all costs” mentalities of the boomer 
generation, who embrace their age with gusto and decry society’s attempt to cover up the 
natural signs of aging. It’s a fresh and optimistic take on a category that overwhelmingly tends 
to be pessimistic and fear based. 

Two strategic pillars can be applied to support this line of communications development:

• Recast osteoporosis therapy from a preventative medical treatment that reminds mature 
women they are old and vulnerable to a tool that preserves their youthful vitality

•	 Reinforce	the	notion	that	outer	beauty	reflects	inner	strength,	building	from	the	notion	of	
“confidence	=	beauty”	

By tapping into the older woman’s desire to focus on “living her best life now” versus forcing 
her to worry about living with declining health tomorrow, we will foster positive associations 
between bone health, confidence, and, ultimately, beauty. Self-empowerment will replace 
fear as the antidote for apathy in osteoporosis treatment, and we’ll prevent fractures 
while building brands. 

To find out how CultHealth can help you reverse 
the downward trend in osteoporosis therapy, 
please email us at JRothstein@CultHealth.com.
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