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Beauty Has No Age L|m|t'—CeIebrat|ng Beauty At Any Age

(NAPSA)—Nearly all women
over 50 want to see a change in
society’s view on women and
aging. In addition, the majority of
women believe that if media were
reflective of the population, a per-
son would likely believe women
over 50 do not exist. These and
other observations can be found in
the new Dove global report,
Beauty Comes of Age. According
to the study, there exists a new
generation of women who possess
a pro®age attitude, believing they
are “too young to be old.”

pro®age is a global initiative
designed to help start an attitudi-
nal change about aging—from
negative and fear driven to affir-
mative and hope driven. In its
commitment to widen the narrow
definition of beauty, the Dove
Campaign for Real Beauty hopes
to change the way society views
women 50-plus and break down
the stereotype that only young is
beautiful.

“This generation is poised to
redefine youth and age as some-
thing more than the number of
years lived, but as an essential
quality of being alive and thriving
in the world,” says Dr. Nancy
Etcoff, Harvard University psy-
chologist and a collaborator on the
study.

The report explored the stereo-
types and associated stigmas felt
by women, ages 50 to 64, as
related to beauty, appearance,
place in society, sexuality and
overall fulfillment. It found that it
is far too common for 20- and 30-
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Today’s 50-plus women are
proeage, meaning they are less
concerned with looking younger
than they are with looking the
best for their age.

year-old women to be represented
in media, advertising and enter-
tainment, while women 40- and
50-plus are virtually ignored.

The report uncovered a new
generation of women 50-plus.
These women do not view them-
selves as “older.” Dr. Etcoff said
that, “Women over 50 are doing
things today that previous genera-
tions never thought possible. They
are mothers of young children,
CEOs of major companies, and
students going back to school for
advanced degrees. It is time for
society to catch up with this new
generation.”

Today’s 50-plus women are
proeage, meaning they are less
concerned with looking younger
than they are with looking the

best for their age. Some of the
most encouraging results:

* 97 percent believe society is
less accepting of appearance con-
siderations for women over 50
than their younger counterparts.

* The majority of women
choose “young” (59 percent) over
“old” (16 percent) to describe
themselves.

The new Dove pro®age product
line was developed for women who
believe that beauty has no age
limit. It features a complete collec-
tion of skin, hair and deodorant
products specially created to meet
the unique skin and hair changes
connected to the needs of matur-
ing women. The products are not
anti-age but pro®age and include:

¢ Skin care: Products such as
face and body cleansers and mois-
turizers, body lotion and deodor-
ant contain ingredients to help
mature skin look more vibrant
and luminous.

* Hair: A collection of sham-
poo, conditioner and styling prod-
ucts designed to bring back the
fullness and thickness of mature
hair without weighing it down.

* Underarms: Antiperspi-
rant/Deodorant, which includes a
moisturizing lotion to nourish
mature skin and help maintain its
resiliency.

Dove encourages women to
share their views on beauty and
aging through a new Web site,
www.doveproage.com. Visit the
site to also learn more about the
pro®age products and hear from
beauty and aging experts.





