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Elderly Care Patients and Their Relationship with Cosmetics

Shizuko TAMURA

Abstract

This article summarizes, from their patterns of home and in-care life, the lifestyles of elderly people in Japan
who have reached the age where they need nursing care, and considers the effect of the use of cosmetics by such el-
derly people. With increasing numbers of households made up only of elderly people, their judgment in purchasing
and using cosmetics is gaining significance. Since elderly care patients include not only women but also men, purchas-
ers and users are appearing who require attention concerning how to use the products. Furthermore, when care
patients come to lack the necessary judgment, in addition to support from family members, the ability of careers
and service providers to supply everyday items and care-related products is affected. Although proposals have al-
ready been made to take up this issue from a psychological point of view—since the use of cosmetics by elderly care pa-
tients offers among other things the possibility of greater interest in themselves, a more positive attitude to society,
and a reduction in problematic behavior and attitudes—nevertheless, such awareness has not yet reached the actual
point of care. In the future, elderly care patients will already have experience of using cosmetics in their lives. It
would seem that there is a need for development and exploitation of products that are effective during nursing care.
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