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Ageing well, the French way 
What lifestyle are  French 50+ choosing to age well and 

stay in good health?  
New learnings from Seniosphère’s 2012 research  

 
 
At 65 French have the longest life expectancy in Europe, +18.7 years for men and +23.2 years for 
women. What are French Seniors and Baby-boomers doing to age well and stay in good health? 
To answer this question Seniosphère, a European strategic and marketing consultancy specialized 
in the Baby boomers and Senior market, has conducted a study of the 50 plus age group. The study 
directed by the institute LH21, was first undertaken in 2008 and again in April 2012.  
Key learning: to remain in good health taking prescribed medication and paying attention to diet is 
no longer sufficient, it’s an overall sense of well-being which is determining the ability of French 
Seniors and Baby boomers to age well. 
So what are the French 50 years plus doing to maintain their well- being on a daily basis?  
Where are their priorities? How motivated are they?  
Using a qualitative and quantitative approach Seniosphère delivers the principal results of their 
2012 research.  
 
 
FOUR KEYS TO REMAIN IN GOOD HEALTH 
 
 Retirement is the point at which ageing in good health becomes a priority. In France with life 
expectancies amongst the highest in the western world what’s important is to make the most of the 
extra years. Life expectancy is dependent for 30% on genetics and 70% on life style2.Today the 
French aged 50 years and plus are taking more than ever care of themselves, but their priorities are not 
always where one would imagine. 

The study shows that French Seniors and Baby Boomers are using varied and complimentary means to 
stay in good health. Amongst these four stand out, considered by those interviewed as “very 
important”:  

1. Family and Socialization : seeing  ones children and grand-children (81%), staying in contact 
with friends and relatives (79%),  and to a lesser extent meeting new people the same age (31%).  

                                                           
1 Study conducted with 453 men and women aged 50 years and over, representative of the French population, 
active and retired, on a sample size sufficient to define results by sex, age, CSP, Paris/rural area and size of 
household.  
2 Scientific American, 2010, P.Sebastiani and T. Perls, Boston University. 



                                                                                                                                                  

2. Good Diet : eating diversified and varied foods  (77%), eating healthy and balanced food 
(73%),taking pleasure in eating (58%), and much less importantly eating  little (22%),or still less 
consuming light or diet products (11%).  

3. Cultural Activities: have regular activities, going out, spending time reading (68%).  

4. Physical exercise: practice a sport, move (65%).  

Followed by other practices such as consulting regularly a doctor (41%) or travel (35%).  

In Seniosphère’s  2008 study  good diet was the first tool to stay in good health  with family 9 points 
behind. In 2012 French Seniors and Baby boomers have revealed a new trend: family and socialization 
is the key to ageing well.  
 
 DIFFERENCES ACCORDING TO PROFILES  

▪ Differences by age group: in general all ages are convinced of the relevance of a global approach 
which combines health, socialization, diet and other activities. However according to age behavior 
differs: the 50-59 years are not very active, over 60s are more mobilized on all fronts and for the 
over 70s consulting a physician becomes very important. 

▪ Differences between the sexes: if women seem more involved with socialization, family life and 
diet, men give slightly more priority to travel.  

▪ Differences between the professionally active and retirees: between 50 and 62 years those who 
are professionally active are less concerned about ageing well and less motivated than their elders 
except with regards 3 criteria : consumption of light or diet products and to a lesser extent taking 
pleasure in eating and seeing their children and grand-children. 

▪  Differences between the Paris region and rural areas: in the Paris region seniors show a 
preference for a light and frugal diet, maintaining activities and their circle of close friends and 
relatives and are turning more easily to medical options. In rural areas 50+ prefer a balanced diet, 
healthy and diversified while privileging a close relationship with family.  

▪ Differences between people living on their own and in couples: couples privilege relationships, 
a good diet and activities, those on their own are more likely to consult a physician or take 
medication. 

  
KEY TAKE OUT  

• Since the 1st study conducted by Seniosphère in 2008 the level of motivation to age well has 
clearly progressed. For the 50 plus age group family and socialization has emerged in 2012 as 
the key to ageing well, certain nuances exist between the different age segments and profiles.  

• For  Baby Boomers as opposed to former generations, ageing is less of a mechanical process. 
They favour a multidimensional approach encompassing body and mind. The first indicators 
are evident in the Seniosphere 2012 study. 

•  This philosophy, which incorporates multiple dimensions, places the individual as the 
conductor of the orchestra when it comes to ageing well.  

Faced with multiple options the 50 plus age group needs advice to assist them in adopting the right 
strategy. Opportunities exist for brands who can develop an offer that responds to the global needs of 
the ageing population.  



                                                                                                                                                  

« For the last 6 years Seniosphère has lead strategy and marketing missions offering a 360° view of 
Seniors and Baby Boomers on missions in different sectors of activity and in different parts of the 
world », comments Sophie Schmitt, co- founder of  Seniosphère. « Assisting the 50 years plus to age 
well and remain in good health has opened opportunities that European companies have often only 
exercised to a limited extent.  . In Japan and the United States we are seeing the emergence of new 
concepts to accompany the ageing population. A trend we hope to see take off in Europe ». 
 

To access other results of the study  
« What are the 50 years plus doing to age well and stay in good health? »  

Click on the link  
 
 

 
 
About Seniosphère 
Seniosphère is a European strategic and marketing consultancy specialized in the Baby boomers and 
Senior market. Created in 2006 Seniosphère offers its clients a 360° customer approach and strategic 
expertise. Seniosphère accompanies its clients in the development of strategy, interpretation of market 
trends and the adaptation and creation of products and services. 
Promoter of innovation Seniosphère works with its clients to find and develop opportunities within the 
growing and evolving senior market. Seniosphère conducts ongoing research of best practices and 
innovations through regular benchmarking of market activity in North America, Japan and Northern 
Europe. Seniosphère covers the majority of European countries with its multidisciplinary, 
international team. To find out more: http://www.seniosphere.com/  
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