X MARKS THE SPOT: DOS AND
DONTS OF ENGAGING WITH
GEN XERS ON SOCIAL MEDIA

BY NAREN ARULRAJAH

he aesthetics marketing and

communications space tends

to focus on youth and the

consumer trends associated

with the up-and-coming young
millennial and Gen Z crowds, but the
typical cosmetic patient is a 40- to
54-year-old woman. It may be time to
refocus your marketing efforts to bet-
ter capture and serve this important
demographic as they hold powerful
purse strings.

For the purposes of this analysis, let
us define Gen X as individuals born
between 1965 and 1980. They fall
right in the aforementioned sweet
spot at ages 43 to 58 years.

DO RESIST THE URGE TO ASSUME “I
HAVE BUILT IT. THEY WILL COME.”
They won't. You need to entice
this educated population with savvy
marketing geared toward their age

bracket and aesthetic goals.
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DON'T CONFLATE SOCIAL MEDIA
WITH YOUTH

Research shows that people aged 50
to 64 years and 65-plus made greater
gains in the use of social media than
their younger counterparts.” It is
important to choose the right plat-
forms to engage with this crew. The
most often-used platforms for this
demographic are LinkedlIn, Pinterest,
Facebook, and YouTube.

DO REMEMBER THAT THIS GROUP IS
ENGAGED IN OFFLINE AND ONLINE
WORLDS

Leverage opportunities to edu-
cate and engage these individuals
at community and regional health,
wellness, and fitness expos or secure
partnerships with other like-minded,
local, and synergistic businesses. For
example, consider hosting events with
gyms and fitness facilities. Explore
topics for these collaborations such as

how patients can maintain the results
from body contouring and other pro-
cedures with a healthy, active lifestyle.

DO ENSURE CONTENT DOES NOT
FALL PREY TO UNCONSCIOUS BIASES
AND NEGATIVE STEREOTYPES
ABOUT THE ELDERLY

Images of older people tend to
feature a single person, alone or with
a doctor in a clinical setting. Instead,
show a smiling couple or family or
opt for a group of happy-looking
seniors (or soon-to-be-seniors). If you
take this approach to image selection
with 30-somethings, you should do
the same with middle-aged and older
people, too.

DO DEVELOP SUFFICIENT, DYNAMIC,
AND QUALITY CONTENT ON THE MOST
SOUGHT-AFTER PROCEDURES AND
PRODUCTS FOR GENERATION XERS
This list includes minimally invasive
procedures such as neuromodulator
injections, soft tissue fillers, skin resur-
facing, and lip augmentation plus such
surgical procedures as liposuction, breast
augmentation, abdominoplasty, mas-
topexy, and eyelid surgery, according
to the most recent statistics from the
American Society of Plastic Surgeons.” m
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