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Source: Consumer Sentiment Index fielded Summer 2025, year of birth 1965-1980, n=1,000. 
Gen X quotes solicited online March 2026.

Gen X shoppers spent an average of $2,276 on beauty, health and 
wellness products (excluding services) in the last 12 months, 16% 
more than other consumers, per Numerator, and will remain the top-
spending generation for at least the next eight years. Yet when they 
enter Beauty/Health/Wellness (BHW) stores, they are met with 
merchandising and marketing that is increasingly geared toward some 
of the youngest consumers—shoppers who not only are 
contraindicated for many actives (retinol), but many of whom still see 
a pediatrician. 

In contrast, their Gen X counterpart is at the peak of their earnings, has 
an army of holistic and medical professionals on deck to advise on 
BHW regimes, and is increasingly invested in finding services and 
products worth their time, money, and wisdom (particularly in 
prestige). They don’t want teen Salish Matter’s Gen Alpha products, 
they want Bobbi Brown herself to get real about the aging aesthetic. 
They dislike the artificial scents, harsh lighting, and constantly 
refreshed layout of many shops. As one Gen Xer told us, the average 
beauty store doesn’t feel like it’s for her, “unless it’s curated like a 
gallery and doesn’t feel like a supermarket.”

This disconnect presents a huge opportunity. Companies who can find 
the agility required to move past the bright lights of influencer 
marketing and newness-focused merchandising toward a more 
inventive business model that places curation, education, and 
connection at the center stand to gain a lot. The younger half of Gen X 
(aged 45-54) has increased their spend on personal care by 47% since 
2020, while the older half of Gen X (55-63) has increased their spend 
by 63%, per St. Louis Federal Reserve data. And they’ve got 
inheritances yet to come.

The plot twist is we believe the current model won’t serve other 
generations as they age either—like a sudden loss of suppleness, the 
backlash to attention-economy-maxxed hype cycle and tech-enabled 
e-commerce fronts is coming sooner than you might think. Companies 
have a lot to learn from the appetites of the savvy Gen X shopper.
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Beauty’s biggest spenders have a number of smaller concerns—fine 
lines, loss of collagen, hormonal shifts—and one glaring one: the 
vanishingly small corner of the industry that actually caters to them. 

Gen X scores "knowledgeable 
sales associates" much higher 
than Gen Z and Millennials

I can never find 
anything and it’s 
always swarming 
with young people 
hanging out.” 
C., Gen Xer 

To understand what they want, and 
where they’re being left out in the cold, 
AlixPartners surveyed over 1,000 Gen 
X shoppers for the Consumer 
Sentiment Index, finding that the 
generation was an outlier in terms of 
their areas of focus and preferred 
retailers. Here, we lay out their biggest 
wants and reveal the brands winning 
in the sector.

Millennials care 
about brand resonance 

41% more than Gen X

https://www.washingtonpost.com/health/hes-26-years-old-but-still-sees-a-pediatrician-why-some-young-adults-dont-move-on/2019/08/16/2bcbbe4e-b92f-11e9-a091-6a96e67d9cce_story.html
https://www.washingtonpost.com/health/hes-26-years-old-but-still-sees-a-pediatrician-why-some-young-adults-dont-move-on/2019/08/16/2bcbbe4e-b92f-11e9-a091-6a96e67d9cce_story.html
https://www.instagram.com/reels/DPycNZRjEZa/
https://www.alixpartners.com/insights/102lq3y/beauty-has-entered-an-era-of-brutal-honesty-welcome-to-the-age-of-admission-20/
https://www.alixpartners.com/insights/102lq3y/beauty-has-entered-an-era-of-brutal-honesty-welcome-to-the-age-of-admission-20/
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Young enough to be keyed into emerging brands but old enough to appreciate the original gal pal of the ‘80s beauty 
counter, Gen Xers head to Macy’s as their preferred department store; the business model may be struggling but the perks 
and the connections are alive and well. Service has increasingly been automated, and focused on digital discovery, but Gen 
X are driving a reimagination of the informed customer-adviser relationship.

Within online and social channels, the primacy of Amazon points to a consumer who knows what they want and is price-
shopping and using retailers for search, rather than waiting to feel inspired by influencers in TikTok (which comes in second 
for online by the harder-to-impress MTV Generation). 

Though Sephora still remains the dominant player, other specialty companies are coming for the Gen X vote, and the 
industry as a whole is starting to pivot toward its spendiest demo. Ulta is leaning into wellness and catering expressly to 
hormonal transitions, while Bluemercury is banking on elite curation and 1:1 clienteling. All the companies we discuss are 
looking at how to capitalize on the convergence of beauty, health, and wellness in recent years (Gen Xers are the first to tell 
you it’s all connected).

Top BHW retailers for Gen X by segment1 
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Gen X know who they are and what they want

Monobrand Department
stores

Specialty Drug 
and mass

Online and 
social

1 Bath and 
Body Works

Macy’s Sephora Walmart Amazon

2 VS Beauty Kohl’s Ulta Target TikTok Shop

3 MAC Nordstrom Sally Walgreens Instagram

4 Chanel Beauty JCPenney Bluemercury CVS Dermstore

5 Kiehl’s Bloomingdale’s Doctor/derm Costco Goop

1. AlixPartners Beauty Consumer Sentiment Index

What’s in the Gen X rider

01
The goods, 
not an influencer 

Gen X know their concerns (they had their “zones” read back in the ‘90s, and want to jump 
to actives and efficacy already), so they’re not in-store or online to see what a celebrity’s 
latest commerce play is; they want products that work, that are high-quality, and that leave 
out unnecessary fragrance and add-ons.

Our research shows that Gen X researches and deliberates; brands and retailers winning 
with this cohort give them content-rich, low-pressure environments (shoutout to 
Bluemercury, which gives shoppers additional time to strategize purchases with concierge 
services after the visit, as well as to the churchlike calm of department stores, and the 
Reddit-like information trove offered by Amazon’s user reviews and price points). 
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Regarding influencers tapping mysterious tubes that may or may not be dupes or do what 
they advertise, Gen X aren’t interested in the name-brand of it all. Millennials care about 
brand resonance 41% more than Gen X. In fact, their scores drop sharply from other 
generations on brand identity, social commerce, personalization, and subscription models. 
That said, influencers who can speak to the specific concerns of Gen Xers sometimes find 
their fans will follow them anywhere—take note of the requests for product details in the 
comments of And Bloom’s Denise Boomkens or Trinny of London’s Trinny Woodall.

"Newness doesn't work on Gen X the way it works on Gen Z, because Gen X have seen a million 
and one fads come and go,” says Jodi Katz, CEO of Base Beauty, which advises BHW 
companies on social strategy, PR, and creative. “They understand the taste economy—loyalty to 
select brands for the long haul as a way to self-define—better than anyone. Identity is 
cumulative, and effective marketing doesn't try to sell them products, it positions brands within 
the wider culture. Over time, that creates a sense of gravity for winning brands.“

One company doing influence right is U Beauty, which is differentiated from other beauty 
companies in that it uses a measured release calendar and runs traditional advertising in 
print publications such as The New York Times, The Wall Street Journal, and New York 
Magazine. This strategy resonates with Gen X, who does not appreciate the incessant 
newness and releases that is starting to rival the fast fashion calendar. 

They all WANT to be for me because they want to ‘fix’ my face, and 
they’re trying to sell teenagers the same message.” 
Jenny, Gen Xer

02
Curation over 
crowding

Gen X scores "knowledgeable sales associates" notably higher than do Gen Z and 
Millennials (one of the biggest gaps from our 2025 Consumer Sentiment Index) across all 
channels, while "feeling connected via influencers/social trends" scores relatively low. One 
of the standouts in service is Bluemercury.

The Macy’s-owned beauty chain is emerging as a winner as they focus less on showcasing 
newness and avoid trying to sell everything under the sun. Rather, they are providing true 
curation of the best products on the market and 1:1 clienteling to support education and 
connectivity. Their net sales are up largely due to the 40+ consumer, and the company 
recorded its 19th consecutive quarter of comparative growth in Q3 2025, as part of Macy’s 
“Bold New Chapter” strategy. In some ways, they’ve picked up where Goop’s (#5 in online) 
expensive but elite curatorial efforts left off. 

The other brand that has taken a clear lane is Jones Road Beauty. Their minimal, fuss-free 
makeup experience resonates with Gen X, who are responsible for half the brand’s ~$150 
million revenue, per an interview the brand gave to Business of Fashion. This, despite (or 
because of) a choice not to sell through specialty; Jones Road have intentionally opened 
storefronts that allow people to work with makeup artists and touch the products. 

Founder Bobbi Brown built her first brand inside the traditional retail system and learned 
what it costs. Her newer venture embodies CSI data insights showing Gen X's premium on 
knowledgeable associates and unhurried purchase decisions.

I dislike the overpowering artificial scents, harsh lighting, and too 
many options all that make the space feel cluttered... I want to leave 
as soon as I walk in.” 
Karina, Gen Xer
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https://www.basebeauty.com/
https://s202.q4cdn.com/285121676/files/doc_financials/2025/q3/3Q25-Presentation-12-03-25.pdf
https://www.businessoffashion.com/articles/beauty/how-gen-x-became-beautys-next-big-consumer/
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"Clean ingredients" and "detailed ingredient information" consistently rank in the top 2–3 
product attributes for Gen X. This maps directly to the anti-aging and hair loss story: they're 
reading labels, not just brand names.

Added to sundry concerns that crop up with age, virtually the entire Gen X female population is 
currently in perimenopause, menopause, or early post-menopause. This keys in a specialized 
suite of BHW concerns, and is fueling rapid growth in the space, with some estimates putting 
the U.S. menopause market at $5 billion in 2025 (per Grand View Research, noting that the 
problem with menopause is a lack of definition and dedicated treatments that flow on down to 
analysis of the category). 

Ulta has merchandised menopause care specifically with brands such as Stripes, Joylux, and 
Womaness, and there’s clearly a need to be set apart from youth-oriented products further—
not just because Gen Xers want to avoid sulfates and physical exfoliants, but because, 
aesthetically, the teen vibe is a lot.

Also nailing the focus on efficacy? Sarah Creal Beauty, which was designed specifically for 
“advanced skin” concerns (such as fine lines, wrinkles). The most explicitly Gen X-positioned 
brand at retail right now, Sarah Creal was founded by the co-founder and former CEO of 
Victoria Beckham Beauty, with a résumé including Bobbi Brown, Tom Ford, and Prada Beauty. 
Creal’s "BABES 40+" imagery at Sephora offers one of the more direct age-inclusive positioning 
statements in prestige beauty. 

Not a fan of the lighting, of the rows of colorful boxes that don't tell 
me much (do I like Mac? Loreal? The Ordinary? What does salicylic 
acid even do?), the very done-up sales clerks who are happy but also 
very young and knowledgeable about social trends but not wrinkles.” 
Anne, Gen Xer

04
Price consistency 
over discounts

Gen X are much more interested in price consistency than dupe products and buy-now-pay-
later options. In short, they want reliability, not a deal chase. (And their credit cards are doing 
some of the heavier points-lifting anyhow.)

The horse race between specialty meccas Ulta and Sephora splits along the lines of product 
(won by Sephora) and access, service, and price (dominated by Ulta). This supports other data 
points showing Gen Xers index heavily on the quality of the product itself—with Sephora 
managing to edge ahead on exclusive partnerships—and that access is a powerful 
determinant. Ulta’s map of outlets trends slightly more suburban than Sephora. 

Free & fast shipping is the single highest service attribute across all three channels among 
Gen X: they use e-commerce to restock efficiently, not to discover.

03
Get to the 
ingredient list

I have no interest in all the things I'm supposed to be doing for 
beauty. I have no time for that.” 
S., Gen Xer

https://heywhatevernevermind.substack.com/p/beauty-skincare-makeup-gen-x-over-40-mature-skin
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Gen X over indexes on loyalty programs comparatively, the most likely generation to agree that  
"loyalty program motivates me to centralize purchases." Gen X wants one relationship with a 
retailer, not a points scatter. This is a direct brief to Ulta and Sephora on their Gen X 
retention strategy.

Sephora is ranked by Gen X as the #1 specialty retailer for product (the one domain it narrowly 
edges Ulta), driven by their broader and deeper assortment in clinical prestige skincare, where 
Gen X concentrates. In addition, the Beauty Insider's points + tiered benefits + exclusive events 
model hits Gen X's stated loyalty priorities.

From the product assortment to the staff to the chance to experience and learn, the sum of the 
parts conveys to Gen X shoppers whether or not they belong, and whether this company is 
where they want to spend their money.

I hate when I go into Sephora and there are little kids in there 
shopping for themselves … And the parents promote it.” 
M., Gen Xer

There are contradictions baked into the formula here. 
Inherent in in the BHW industry is a reverence for youth and 
some disdain for aging. Today, we are inching towards age 
positivity, or extending (and improving) lifespans, but the 
narrative is confused. The Gen X consumer came-of-age 
with lemon juice highlights and SPF12, and is now at nearly 
their spending peak, with an interest in skincare, 
supplements, cosmetics, and services that make them feel 
good. Yet when they browse the supermarket beauty aisle, 
they’re taunted by the return of blast-from-the-past Sun-In.  

Science is moving on menopause and longevity, but there’s 
a profound messaging problem. Gen X-oriented beauty 
brands are invisible to the wider population, just as Gen X 
shoppers seem nearly invisible to youth-oriented beauty 
emporiums. The one-stop-shop, all-your-concerns-solved, 
beauty minis, bright light of Hollywood-style beauty 
emporium is set up to serve everyone, but winds up limiting 
its penetration among a key demographic. 

Maybe it’s time to learn from the smartest beauty 
consumer out there.

05
The relationship, 
and a place to 
belong, not a 
club card

I don't wear make-up and that's the focus. I'm just looking for a 
nice, gentle cleanser and moisturizer not 100 shades of lipstick 
or perfumes.” 
Anne, Gen Xer

The next age of beauty

I never go into them to just 
browse, I go in for a purpose 
to find something I need. 
But when done well I can 
often end up buying 
something I didn't go in for.” 
L., Gen Xer 
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About us
For more than forty years, AlixPartners has helped businesses around the world respond quickly and decisively to their most 
critical challenges—circumstances as diverse as urgent performance improvement, accelerated transformation, complex 
restructuring and risk mitigation. 

These are the moments when everything is on the line—a sudden shift in the market, an unexpected performance decline, a 
time-sensitive deal, a fork-in-the-road decision. But it’s not what we do that makes a difference, it’s how we do it. 

Tackling situations when time is of the essence is part of our DNA—so we adopt an action-oriented approach at all times. We 
work in small, highly qualified teams with specific industry and functional expertise, and we operate at pace, moving quickly 
from analysis to implementation. We stand shoulder to shoulder with our clients until the job is done and only measure our 
success in terms of the results we deliver. 

Our approach enables us to help our clients confront and overcome truly future-defining challenges. We partner with you to 
make the right decisions and take the right actions. And we are right by your side. When it really matters.

The opinions expressed are those of the authors and do not necessarily reflect the views of AlixPartners, LLP, its affiliates, or any of its or their respective professionals or 
clients. This article Why is beauty ignoring the generation with the biggest spending power? (“Article”) was prepared by AlixPartners, LLP (“AlixPartners”) for general 
information and distribution on a strictly confidential and non-reliance basis. No one in possession of this Article may rely on any portion of this Article. This Article may be 
based, in whole or in part, on projections or forecasts of future events. A forecast, by its nature, is speculative and includes estimates and assumptions which may prove to be 
wrong. Actual results may, and frequently do, differ from those projected or forecast. The information in this Article reflects conditions and our views as of this date, all of 
which are subject to change. We undertake no obligation to update or provide any revisions to the Article. This Article is the property of AlixPartners, and neither the Article nor 
any of its contents may be copied, used, or distributed to any third party without the prior written consent of AlixPartners.
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