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She Isn't Invisible. Your Systems Are Blind to Her.

You have heard for ten years that women 50+ are underserved. This briefing is not that argument again. It shows how the
way ads get bought, targeted, and measured filters out the most valuable customer in America, and what to do about it.
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The Real Problem: The Plumbing
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The buying demo. TV and video are still
traded against the 18-49 and 25-54
demos. Yet one analysis found 61% of TV
ad impressions are delivered to adults
55+, so she is seen but never planned for
or paid for.? In a 2025 survey, only 3% of
Americans over 50 said they feel "seen"
in advertising.’
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66-year-old executive and a 92-year-old
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Marketers don't dislike her. The machinery they use was built around a
younger customer, and it still runs on autopilot. Three defaults cut her
out before a creative brief is ever written.

The result shows on screen. Ad characters over 60 fell 62% between
2022 and 2024, to just 1.4% of all characters.® Adults 50+ are 46% of
U.S. adults but appear in only 15% of online media images.”

Facebook and The last click. 72% of marketers agree
last-click attribution ignores the upper
funnel.’? She is the upper funnel: she
researches, compares, and reads reviews
before she buys.'>'* Weeks of influence
get credited to whichever ad she clicked

last, or to nothing at all.

UK, 55+ isn't even a

Why this matters for your budget

e Her path is long, and then she stays. Half of Gen X and boomer
shoppers read up before buying, and they are more brand-loyal
once they choose. Last-click reporting penalizes the customer
with the highest lifetime value.

e She regrets less. In one Adobe study, 37% of Gen X and older
shoppers reported buyer's remorse, compared with 57% of
millennials. Fewer returns means more margin.'>

e The fix is measurement, not more awareness. Plan against 50+
audiences directly, split "65+" into real life stages, and judge results
by repeat purchase and lifetime value, not only by last click.
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THE MONEY - THE SCREEN - THE CART

She Is Gaining Wealth, Not Losing Relevance

The wealth shift into her hands

$30T

$10.9T

I I
Assets women Baby boomer assets
control today in play by 2030

The Tech Myth Is Over

Adults 50+: the tech myth, retired

e The wealth is shifting to her. Women control about a third of U.S.

household investable assets today. They are expected to control
much of the $30 trillion baby boomers will hold by 2030.°

e She powers the economy. The 50+ generated $12.5 trillion in U.S.

economic activity, and women drive 64% of consumer purchases
globally.'®'” 98% of women 50+ travelers are their household's
decision makers.'®

e She is under pressure, and very selective. 62% of women voters

50-64 say their finances fall short of what they expected,
compared with 39% of those 65+.17 71% have cut nonessential
spending.?’ She cuts the brands that don't earn her, not the
categories.

Brands still picture her as needing help with the remote. The data say
otherwise:

e 90% of adults 50+ own a smartphone, up from 55% in 2016.2

e 30% use generative Al, more than triple the 2023 rate.?!

e 79% shop on e-commerce sites, and 88% of online shoppers 50+

use Amazon or Etsy.??
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Use generative Al -
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18%
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1 1 1 1
2016 2019 2022 2025
How She Shops Online
Channel What the data show
Amazon Adults 55+ make up half of Prime subscribers (65+ are 29%,

Live shopping

Affiliate & creators

Brand sites & email

55-64 are 21%).2° 69.85% of adults 55-64 are members.?*

Boomers made 31% of live-shopping purchases in one survey.?®
She grew up with QVC and HSN.

Gen X and boomers are more resistant than younger buyers to
generic creator content.”® Creators her own age perform
differently (see Creator Proof).

71% of boomers visit brand websites before buying.'®> Boomers
say retailer emails are their second step when researching
apparel.?’

e 71% bought technology in 2025, spending $94.5 billion.??
She is not late to digital. She is fluent in it.

What it means for brands

Retail media and marketplace search are where her research
turns into purchases. Optimize listings, reviews, and Q&A
for her questions.

Live selling is a familiar format for her, not a Gen Z novelty.
Expert demos and honest try-ons convert well.

The issue is not whether creators work. It is which creator. A
peer's link earns trust that a 24-year-old's link can't.

Owned channels close the sale. Build lists, and send useful
content rather than just discounts.

"She doesn't want to be marketed to as an age. She wants to be spoken to as a woman, one with taste,
money, opinions, and decades of experience spotting a brand that doesn't get her."
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SHE IS NOT ONE WOMAN

Segment by Life Stage, Not Just Birthday

Segment Who she is What she needs from brands

Ages 50-64 Peak career, caregiving for kids and parents, menopause. 53% Smart value, time savers, confidence. Menopause, sleep,
struggle with health costs.'” Uses YouTube (85%), Facebook (71%),  and strength are open lanes; Boots No7 proved it (see
and Instagram (41%).28 Brands That Already Proved It).

Ages 65+ Retired or reinventing, grandchildren, travel. Mainly on YouTube Experiences, quality, legacy. Treat her as an active
(65%) and Facebook (59%).28 customer, not a "senior."

Solo women 33% of women 65+ live alone (10.5 million).2? Widows are 29% of She makes every decision herself: money, home, safety,
older women.?? 43% of adults 55-64 have been divorced at least travel. Solo-friendly pricing, independence, and peer
once.?° community.

Multicultural 42% of adults 50+ are Black, Hispanic, Asian, or of other Culturally specific casting, hair and skin expertise, and
multicultural backgrounds.® 78% of 50+ population growth over the bilingual creators. She notices immediately when she has
next decade is multicultural.’* 86% of Latinas control or share been treated as an afterthought.
household financial decisions, and 80% feel treated as an
afterthought.®?

Still working 18 million women 55+ are in the workforce, 10.8% of all U.S. Workwear, polish, time-saving, and professional
workers. Labor force participation for women 55-64 is 61.4%.%° relevance. Her income is earned, not fixed.

Founders 97% of women 50+ entrepreneurs say starting a business was the Tools, services, and B2B offers. She is a buyer for her
right choice.®* household and for her business.

Grandmothers Grandparents spend $172 billion a year on grandchildren, an Gifting, toys, kids' clothing, education, and travel. She

average of $2,654 each.®® More than $700 of that goes to gifts, and buys for three generations.
half of adults 50+ are grandparents.®®

Where the Category Growth Is

Category Signal Opening for brands
Beauty Women 50+ spent about $22 billion a year on beauty in AARP's Pro-age, not anti-age. Show real skin and texture; she has
analysis.®” Only 22% of women 50+ feel heavy pressure to meet opted out of chasing youth.

beauty standards, compared with 41% of women under 50.°¢

Hair About 25% of women show hair loss by age 50, rising to 41-50% by Thinning care, gentle tools, scalp health, and gray styling.
70.%7 Gray hair, thinning, and texture changes are almost universal.  Education beats promises; this is the core of BRT's brush
education.
Health & supplements  75.9% of adults 60+ take a dietary supplement.”® Women spend Menopause, sleep, bone, joint, and hair-from-within
over $13 billion a year treating menopause symptoms, and more support. She reads labels and wants proof, so pair clinical
than $10 billion of that goes to nonmedical options such as evidence with a peer she trusts.

supplements.®”

Travel Spending by U.S. and Canadian women 50+ is projected to grow Solo, girlfriend, and wellness trips are mainstream, not
from $245 billion to $519 billion.8 niche.

Fashion 55% of women 50+ have cut back on clothing as prices rise.*0 Fit, quality, and versatility, plus membership and value

messaging.

Home Adults 55-64 spend 56% more on home improvement than adults ~ Downsizing, aging in place, and redecorating after the
25-3441 kids leave.

Financial Women stand to control much of a $30 trillion transfer,® yet many Respectful, plain-language advice. The first firm that
report feeling patronized by financial professionals.*? treats her as the decision maker wins her for decades.

What She Is Telling Brands

What she is telling brands These are not complaints. They are buying signals. When she sees
herself, she buys. When she sees a cliché, she leaves.

91%

80% e 91% wish beauty ads showed realistic women their age, and 70%
are more likely to buy from brands that do.

e 80% say marketers portray 50+ lives through clichés.
e 65% feel inadequately depicted in media.

: : : : Figures from AARP surveys.37*20'55
Wish beauty ads Say marketers More likely to Feel poorly
showed women use 50+ buy brands depicted in
her age stereotypes showing her age media
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REACH - PROOF - PLAYBOOK

Channel Map Creator Proof
Platform use, % of U.S. adults (2026) UK creator campaigns: 45+ vs. under-45
+116%
85 HEl Ages 50-64
65 71 Ages 65+
> +41%  435%  +33%
41

21 e
21 -
. 1 . . . . 15%
; ; ; ; Brand Video Click- Engage- Cost

YouTube Facebook Instagram TikTok awareness completion through ment

e YouTube and Facebook reach the most of her. Instagram reaches Only 5% of UK influencer spend goes to campaigns featuring

41% of adults 50-64.8 creators 50+.%7 Yet in WPP Media's GOAT analysis of UK campaigns,
o Pinterest reaches 33% of adults 50-64 and 22% of those 65+,%3 those aimed at audiences 45+ outperformed under-45 campaigns:

and women outpace men on it in every age group.** +35% click-through, +41% video completion, +116% awareness, and
e Podcasts: monthly listening among Americans 55+ more than +33% engagement, at 15% lower cost. When older creators spoke to

doubled, from 21% in 2023 to 44% in 2026. Yet listeners 55+ older audiences, relevance scores were 73% higher.*” A separate

get only 2.6% of age-targeted podcast ad impressions.” That gap is  Study found creators 45+ deliver 19% higher click-through and 7%

an open lane. higher return on ad spend.*® In a TikTok field experiment, an

influencer who appeared to be in her late 40s to mid-50s drew

e Connected TV: streaming is now 44.8% of all TV viewing,*® so CTV . .
70-90% more views than a 20-something persona.*’

is how to reach her on the TV set without buying against the
18-49 demo.

e Email remains one of her trusted research tools.?’

Brands That Already Proved It

Brand & campaign What they did Result

Dove, Beauty Never Gets Old  Starred women 60+ in a mainstream beauty campaign ~ $11M increase in Beauty Bar sales, 70% higher dollar sales, and
1.4B earned impressions>°

L'Oréal Age Perfect Built a long-running campaign around Helen Mirren and 78,000 new buyers, with ROI rising from 2:1 to 4.50:1 over
older women time>!
Boots No7 Menopause Spoke directly to menopausal skin needs +39% sales of menopause items, +7% penetration among

women 45+, and £3.35 return per £1 spent”?
LYMA Worked with 31 creators aged 40-60 6.84x return on ad spend and 4.9M impressions°

Midi Health Partnered with a midlife creator on menopause care 3.2% engagement, compared with the creator's 2.1% average,
and about $362K in earned media value®*

The Advertiser Playbook

e Buy her on purpose. Add 50+ audience targets to media plans, and stop treating her as spillover from the 25-54 demo.
o Split "65+" into real life stages: working, solo, grandmother, founder.

e Measure the whole journey, using lift studies, repeat-purchase rates, and lifetime value alongside last click.

e Cast her, and hire her. 70% are more likely to buy from brands that show people their age.®’

e Go where she buys: Amazon, live shopping, affiliate links, CTV, and email.

o Partner with a peer voice. Credibility is what a 50+ creator brings that a demo buy can't.

About Joanna Stone. Joanna is the founder of Bunny Ruffle Tail, a lifestyle, media, and commerce brand for women 50+, and its
shoppable storefront, The Bunny Edit. She sells live as an Amazon Influencer and Walmart Creator, and she brings 20 years of sales,
publishing, and marketing leadership, including roles as group publisher and CMO. Agencies offer strategy with no storefront, and
creators offer a storefront with no strategy. Joanna brings both, and she is also the customer this report describes. Partnerships:
joannastoneofficial@gmail.com
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METHODOLOGY & SOURCES

Sources

Every figure in this briefing is tied to a numbered source below. Figures were checked against the original studies where available. Claims that could not be traced

to a primary source were left out.

1. AARP Longevity Economy Outlook 2026
https:/assets.ctfassets.net/9crgch5viu43/7wcBTL5ByhILDI2RNsI1Ed/
183d84aafa6894902971abe8c3de5ad5/Longevity_Economy_Outlook_2026_report.pdf

2. AARP Longevity Economy Report 2026
https:/www.aarp.org/money/personal-finance/longevity-economy-report-2026/

3. McKinsey, Women and U.S. wealth
https:/www.mckinsey.com/industries/financial-services/our-insights/women-as-the-next-
wave-of-growth-in-us-wealth-management

4. Global Podcast Advertising Compass 2025 (AdsWizz, Barometer, NumberEight) via PPC
Land
https:/ppc.land/why-your-podcast-ads-are-missing-affluent-seniors-and-burning-budget-
on-25-year-olds/

5. A+E Networks via MediaVillage
https:/www.mediavillage.com/article/ae-research-why-older-adults-matter-to-advertisers/
print/

6. MediaPost Research
https:/www.mediapost.com/research/1122/older-women-vanish-from-advertising-as-age-
representation-plummets/

7. Marketing Dive / AARP
https:/www.marketingdive.com/news/brands-can-boost-sales-by-depicting-women-of-all-
ages-in-ads-per-aarp/565211/

8. VAB via TheStreet
https:/www.thestreet.com/press-releases/marketers-are-ignoring-nearly-4-trillion-in-
consumer-spending-15548875

9. Cheryl Overton Communications survey via MediaPost (2025)
https:/www.mediapost.com/publications/article/406016/study-only-3-of-americans-
over-50-feel-seen-in.html

10. Meta Business Help Center
https:/www.facebook.com/business/help/717368264947302/

11. Thinkbox audience profiles
https:/www.thinkbox.tv/training-and-tools/useful-resources/audience-profiles

12. eMarketer, Last Days of Last-Click
https:/www.emarketer.com/uploads/pdf/EMARKETER_SNAP_The_Last_Days_of_Last-
Click.pdf

13. Razorfish
https:/www.razorfish.com/articles/news/razorfish-study-reveals-baby-boomers-strong-
technology-affinity/

14. Grocery Dive / Blackhawk
https:/www.grocerydive.com/news/report-gen-x-and-boomers-embrace-home-delivery/
561353/

15. Adobe, State of Live Shopping
https:/www.adobe.com/express/learn/blog/the-state-of-live-shopping

16. AARP press release, 50+ economy
https:/www.aarp.org/press/releases/2026-06-02-50-plus-fuels-economy-revealing-
opportunities/

17. AARP, Women 50+ global engine
https:/www.aarp.org/pri/topics/work-finances-retirement/employers-workforce/women-
aged-50-plus-an-irrefutable-engine-powering-the-global-lon/

18. JourneyWoman
https:/journeywoman.com/feature-articles/journeywoman-advocates-for-women-over-50-in-
travel-with-new-research-invisible-no-more/

19. AARP 2026 women voters survey
https:/www.aarp.org/press/releases/2026-02-10-survey-majority-women-voters-50-plus-
worse-off-financially-than-a-year-ago/

20. AARP research on women
https:/www-pi.aarp.org/pri/topics/aging-experience/demographics/aarp-research-women-
trends/

21. AARP 2026 Tech Trends
https:/www.aarp.org/pri/topics/technology/internet-media-devices/2026-technology-
trends-older-adults/

22. AARP technology insights
https:/www.aarp.org/pri/topics/technology/internet-media-devices/aarp-research-insights-
technology/

23. Numerator via Statista
https:/www.statista.com/statistics/304940/amazon-prime-us-age-distribution/

24. Digital Commerce 360
https:/www.digitalcommerce360.com/2024/09/12/free-shipping-consumer-survey-loyalty-
program-membership/

25. Savings.com

https:/www.savings.com/insights/livestream-shopping-statistics

26. 1AB Creator Impact Report 2026
https:/www.iab.com/wp-content/uploads/2026/05/Creator-Impact-Report-2026.pdf

27. Cotton Incorporated Lifestyle Monitor
https://lifestylemonitor.cottoninc.com/the-baby-boomer-retail/

28. Pew Research Center 2026
https:/www.pewresearch.org/internet/fact-sheet/social-media/

29. ACL Profile of Older Americans 2023
https:/acl.gov/sites/default/files/Profile%200f%200A/
ACL_ProfileOlderAmericans2023_508.pdf

30. U.S. Census Bureau
https:/www.census.gov/library/stories/2021/04/love-and-loss-among-older-adults.html
31. VAB, Audience migration

https:/thevab.com/insight/audience-migration-context

32. LDC / Kantar via Business Wire
https:/www.businesswire.com/news/home/20260629957348/en/Data-Beyond-
Demographics-New-LDC-and-Kantar-Research-Finds-U.S.-Latinas-Are-Building-Wealth-
Businesses-and-Influence-on-Their-Own-Terms

33. U.S. Dept. of Labor Women's Bureau
https:/www.dol.gov/sites/dolgov/files/WB/Files/rise-of-older-women-
workers-1980-2021.pdf

34. Innovation in Aging
https://academic.oup.com/innovateage/article/7/Supplement_1/586/7488861

35. AARP, Role of grandparents
https:/www.aarp.org/pri/topics/social-leisure/relationships/the-essential-role-of-
grandparents/

36. USA Today
https:/www.usatoday.com/story/life/health-wellness/2026/06/16/grandparents-provide-
child-care-aarp-data/90457137007/

37. AARP via Pacific Citizen
https:/www.pacificcitizen.org/reimagine-everything-aarp-survey-finds-women-want-to-see-
a-variety-of-ages-in-product-ads/

38. AARP beauty standards
https:/www.aarp.org/entertainment/beauty-style/women-beauty-standards/

39. NIH / PMC, female pattern hair loss
https:/pmc.ncbi.nim.nih.gov/articles/PMC12948450/

40. AARP price pressures
https:/www.aarp.org/pri/topics/work-finances-retirement/financial-security-retirement/
price-pressures-and-consumer-spending/

41. Nielsen via TAB

https:/www.tab.org/public/upload/files/misc/LeFort-Nielsen.pdf

42. New York Life Investments
https:/www.nylim.com/assets/documents/lit/women-and-investing/researchinsights-the-
mother-of-all-blind-spots.pdf

43. Pew 2024 via PinPinterest

https:/pinpinterest.com/tools/pinterest-demographics

44. Hootsuite

https:/blog.hootsuite.com/pinterest-statistics/

45. Edison Infinite Dial 2026

https:/www.edisonresearch.com/the-infinite-dial-2026/

46. Nielsen streaming milestone
https:/www.nielsen.com/news-center/2025/streaming-reaches-historic-tv-milestone-
eclipses-combined-broadcast-and-cable-viewing-for-first-time/

47. WPP Media GOAT UK campaign analysis, published by EssenceMediacom strategy partner
Lucy McMullin (2026)
https:/www.linkedin.com/pulse/2026-we-predict-influencer-campaigns-featuring-aged-50-
lucy-mcmullin-dwkje

48. Viral Nation / Billo
https:/www.viralnation.com/blog/influencing-just-got-older-but-not-in-the-way-you-may-
think

49. Journal of the Academy of Marketing Science
https:/link.springer.com/article/10.1007/s11747-025-01134-0

50. Edelman / Dove

https:/www.edelman.com/work/dove-beauty-never-gets-old

51.1PA / L'Oréal
https://ipa.co.uk/knowledge/case-studies/I-oreal-paris-age-perfect-the-perfect-age

52. WARC / Boots No7
https:/www.warc.com/en/article/boots-&-no7:-menopause-%E2%80%93-real-change-
comes-from-within-5e2e9cd49c8f4f9ba214fc7b133f7cfd

53. The Cirgle / LYMA

https:/thecirgle.com/success-story-lyma-life

54. Sprout Social

https:/sproutsocial.com/insights/influencer-marketing-examples/

55. AARP Mirror/Mirror retrospective
https:/www.aarp.org/pri/topics/aging-experience/demographics/mirror-mirror-five-year-
retrospective/

56. CDC NCHS Data Brief 561, Dietary Supplement Use (2026)
https:/www.cdc.gov/nchs/products/databriefs/db561.htm

57. AARP, Menopause in the Workplace (2023)
https:/www.aarp.org/pri/topics/work-finances-retirement/employers-workforce/menopause-
workplace/
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https://www.mediapost.com/publications/article/406016/study-only-3-of-americans-over-50-feel-seen-in.html
https://www.facebook.com/business/help/717368264947302/
https://www.thinkbox.tv/training-and-tools/useful-resources/audience-profiles
https://www.emarketer.com/uploads/pdf/EMARKETER_SNAP_The_Last_Days_of_Last-Click.pdf
https://www.razorfish.com/articles/news/razorfish-study-reveals-baby-boomers-strong-technology-affinity/
https://www.grocerydive.com/news/report-gen-x-and-boomers-embrace-home-delivery/561353/
https://www.adobe.com/express/learn/blog/the-state-of-live-shopping
https://www.aarp.org/press/releases/2026-06-02-50-plus-fuels-economy-revealing-opportunities/
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https://www.aarp.org/press/releases/2026-02-10-survey-majority-women-voters-50-plus-worse-off-financially-than-a-year-ago/
https://www-pi.aarp.org/pri/topics/aging-experience/demographics/aarp-research-women-trends/
https://www.aarp.org/pri/topics/technology/internet-media-devices/2026-technology-trends-older-adults/
https://www.aarp.org/pri/topics/technology/internet-media-devices/aarp-research-insights-technology/
https://www.statista.com/statistics/304940/amazon-prime-us-age-distribution/
https://www.digitalcommerce360.com/2024/09/12/free-shipping-consumer-survey-loyalty-program-membership/
https://www.savings.com/insights/livestream-shopping-statistics
https://www.iab.com/wp-content/uploads/2026/05/Creator-Impact-Report-2026.pdf
https://lifestylemonitor.cottoninc.com/the-baby-boomer-retail/
https://www.pewresearch.org/internet/fact-sheet/social-media/
https://acl.gov/sites/default/files/Profile%20of%20OA/ACL_ProfileOlderAmericans2023_508.pdf
https://www.census.gov/library/stories/2021/04/love-and-loss-among-older-adults.html
https://thevab.com/insight/audience-migration-context
https://www.businesswire.com/news/home/20260629957348/en/Data-Beyond-Demographics-New-LDC-and-Kantar-Research-Finds-U.S.-Latinas-Are-Building-Wealth-Businesses-and-Influence-on-Their-Own-Terms
https://www.dol.gov/sites/dolgov/files/WB/Files/rise-of-older-women-workers-1980-2021.pdf
https://academic.oup.com/innovateage/article/7/Supplement_1/586/7488861
https://www.aarp.org/pri/topics/social-leisure/relationships/the-essential-role-of-grandparents/
https://www.usatoday.com/story/life/health-wellness/2026/06/16/grandparents-provide-child-care-aarp-data/90457137007/
https://www.pacificcitizen.org/reimagine-everything-aarp-survey-finds-women-want-to-see-a-variety-of-ages-in-product-ads/
https://www.aarp.org/entertainment/beauty-style/women-beauty-standards/
https://pmc.ncbi.nlm.nih.gov/articles/PMC12948450/
https://www.aarp.org/pri/topics/work-finances-retirement/financial-security-retirement/price-pressures-and-consumer-spending/
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