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Presentation Notes
Good afternoon.


AARP’s MiIssion

“AARP is dedicated to enhancing
guality of life for all as we age.
We lead positive social change
and deliver value to members
through information, advocacy
and service.”
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Presentation Notes
AARP’s  mission, simply stated, is to enhance the quality of life for all as we age.  



We do that by providing direct service to our members, but also by protecting the interests of all aging Americans – and trying to shape the environment to help people maintain a high quality of life as they age.



One of the ways we are trying to achieve our goals is to work with marketers to help them to understand and serve this population.




Boomers Will Be Boomers
Even at 60+
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Today I want to bring to you three key messages.  Simply stated 

Boomers are expanding the market size and dollars.

Boomers are changing the nature of the market – and what you have to do to serve it.

Boomers will not abandon the characteristics that make them boomers as they pass 60 and beyond.

Boomers at 60 are the proof.



Boomers are expanding the market at every age – not only in the number of consumers, but also in the dollars they have and will spend.



Boomers are also changing the nature of the market.  Our research on those turning 60 this year suggests that boomers will not change their nature as they age.  They will indeed experience many of the same life stage stressors that previous generations have experienced – such as health and mobility problems, loss of loved ones, retirement, etc.  



But they will handle them differently - and they will need your help in doing so.  But you will need to understand them well to meet this need and profit thereby.








Myth One
Boomers have not saved

Fact One
They have saved more
than their parents had at their age.

Net Worth (2002 dollars)
Boomers at 37-55 years old
37-55 year olds in 1983

Net Worth Less Home Equity

Boomers at 37-55 years old
37-55 year olds in 1983

Financial Assets
Boomers at 37-55 years old
37-55 year olds in 1983

$108,519
$ 89,645

$ 51,400
$ 23,611

$ 32,719
$ 5,419

John Gist, AARP Public Policy Institute,
Comparing Boomers” And Their Elders’ Wealth at Midlife (2005)
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You will hear that boomers are spendthrift, that they have not saved – and the inheritances they counted on are not going to materialize – they won’t have enough to live on during retirement, let a one continue to spend.



But recent analyses are showing that the boomer outlook is not as bleak as we have been led to believe.  Indeed, they have saved more, in 2002 dollars, than their parents had at their age.



In fact . . . .  Cite AARP recent studies





Moreover – let’s take a look at what they are already contributing to the economy






Myth Two
Boomers don’t have enough money
to retire and keep spending

Fact Two
Boomer wealth is growing,
and those nearest retirement are in good shape.

2004 Bornin Born in
ollars 1946-1949 | 1962-1965

2004 $248,700 |$ 98,000

Ages 55-58 | Ages 39-42
2001 $189,560 |$ 55,269
1998 $131,279 |$ 40,809
1995 $121,885 |$ 26,731
1992 $ 88587 |$ 15,325
1989 $1034,

= gf;.:.

CBO estimates they will need $300K
plus Social Security to have 80%
replacement income by age 66.

Oldest boomers in 2004 still had 8
more years to save to retire at 66.

Based on past performance, they have
a good chance of reaching that
$300,000 goal.

Some are much wealthier — mean net
worth of oldest cohort is nearly 750K

John Gist, AARP Public Policy Institute,
Comparing Boomers’ And Their Elders’
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Data Source: U.S. Survey of Consumer Finances, 1989 to 2004

Wealth at Midlife (2005)
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Moreover, If you look at them by four-year cohorts, you will find that those nearest retirement have indeed raised their net worth considerably over the past 20 years, and are in pretty good shape for retirement by most standards.  








Myth Three
Boomers will not spend

Fact Three

They are already doing it, and will continue to do so.

Age Share Dollars

All U.S. 100% $5.4 trillion

All 45+ 55% $3.0 trillion

Ages 45-54 | 25% $1.36 trillion
Ages 55-64 |16% $888 billion

Ages 65+ |14% $751 billion

6  Source: U.S. Consumer Expenditure Survey for 2005
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Here is what is at stake financially for you.  The U.S. consumer economy reached nearly 5 and a half trillion dollars in 2005, the most recent year for which U.S. CES data are available.



The 45+ population accounts for well over half – 55% of all that actual spending



And more than 750 billion comes from 65+ alone.



At this point, 45-54 is clearly the biggest in terms of spending – and of course this age will probably continue to be the age when incomes are highest.  However, as the boomers move into the older age groups, by their sheer numbers, the ratio of spending by age is going to shift older.   



So the pie is growing, and the share of the pie contributed by older consumers will continue to grow as well.


What They Buy at 45+

+ Drugs 77% / $47 billion
+ Health Care 71% / $222 billion
+ Home Maintenance 71% / $91 billion
+ Cash Contributions 66% / $129 billion
+ Reading materials 66% / $10 billion
+ New cars/trucks 56% / $127 billion
+ Personal Care 56% / $36 billion
+ Entertainment 55% / $154 billion
+ Household furnishings 55% / $114 billion
+ Housing 54% / $958 billion
+ Women’s/girls’ apparel 52% / $46 billion

Source: U.S. Consumer Expenditure Survey for 2005


Presenter
Presentation Notes
 45+ accounts for more than half of all spending in nearly every category – from 77% of drug spending and more 70% of all health care spending to more than 55% of all spending on new cars and trucks.  



Other categories include:



read


Myth Four
Boomers will become their parents

Fact Four
Demographics alone suggest differently.

e More consumers

« More diverse

 More affluent

 Longer and healthier life spans

 Longer work lives

 More singles by choice

 Especially more independent working women
« More Tech Haves

8 BARP
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Will boomers become their parents?  Some argue that it is not their “boomerness” that will determine how they behave as older Americans, but the fact that they will experience many of the same life stressors as older generations – illnesses, loss of loved ones, financial problems, etc – and that they will not be able to overcome those “life stage” events and behave like the boomers they have always been.


Myth Five
Boomers will handle the crises of aging
the same way their parents did.

Fact Five
Boomers at age 60 suggest otherwise.

They

« Remain optimistic about aging

 EXxpectto continue to improve their financial status
e Plan to take better care of their health

 Are seeking/experiencing the freedom to do what
they want to do — whether that is indulging in self-
expression or giving back

° BARP

Boomers Turning Sixty: A Survey of Boomers Born in 1946, AARP, 2006
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But we think the oldest set of boomers – those who turned 60 last year – give a pretty good hint that boomers are not going to lose that “boomerness” as they age.




+Patricia would like to scuba
dive around “fantastic coral
reefs.”

+ Nancy has alot of plans . ..
¢+ Maybe go into business . ..
¢+ Maybe catering. ..
+ Maybe write a book. ..

10 BARP

Source: Online Bulletin Boards, Roper/Langer Qualitative Research, December 2003
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A common theme at midlife, and often continuing well into older age, is that now is “My Time” – 



I have spent my life working or doing for others – children, spouse, work place – and now I deserve to have some time of my own.  Here are just a couple of examples of the ways midlife and older adults are thinking of their future.



Patricia - - 



Nancy - - 






What | Want for My 60
Birthday

+ A red convertible/ a Harley

+ Trips (to Alaska/ Vegas/ around the world)

+ To see the man | had an affair with

+ A million bucks (and a diamond ring)

+ A grandchild/ a hug

+ A good book/ jug of wine/ glass egg/ trip to spa
+ Health

+ To be 30 again

Boomers Turning Sixty: A Survey of Boomers Born in 1946, AARP, 2006
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Among other things, we asked these first year boomers what would be the best gift they could get for their 60th birthday.  True to their reputation for individuality, their stated desires were almost as varied as the number of boomers we talked to - And here are some of the things they wanted



Vehicles – Red convertible, Harley – and many other specific kinds of vehicles

Travel (to Alaska/ Vegas/ around the world) – even Nashville

To see the man I had an affair with 

A million bucks (and a diamond ring)

A grandchild/ a hug

A good book/ jug of wine/ glass egg/ trip to spa

Health/family to be healthy and happy

World peace

To be 30 again

Immortality/ 60 more birthdays!!!!!!!

One man wanted two tickets to a Broadway musical – or if not that, then A doggy door for his back door!








Myth Six
Boomers won’t buy new products or
brands.

Fact Six
You can win them if you try and you can lose them If you
take them for granted.

89%
Care about value, 92%
not brand
88%
Will pay more and
switch if product
better meets my
needs
O Age 18-41
Does not pay to be
loyal to one brand O Age 42-59
165% Age 60 +

12 source: AARP Brand Loyalty Survey 2005 MP
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What consumers are looking for is value – and that is value defined as something best meeting my needs – not just whatever costs the least.



Although they wish they could find one brand to stick with, they don’t think that exists.  Therefore:

They are constantly looking for a better product

They like to experiment with different brands

And they will pay more to switch to your brand if you can show them that your product better meets their needs.



You may note that these findings are fairly consistent across all age groups.  Those ages 60 and older are a little less likely to pay more, to research different brands, and to experiment – but they are equally convinced that it does not pay to sick with one brand, and that value is more important than brand.






Myth Seven
Boomers won’t touch new technology.

Fact Seven
They use technology as a tool to gain control.

+ Don’t talk down to me when it comes to technology. For me,
technology is a tool that helps me to

- Get my work done, whether personal or career

*

Keep in touch with family

*

Locate right product for my needs

*

Research/compare products

*

Save time and/or money

+ | will buy more online if you meet my demands for service, quality,
ease of return, and data security

13 source: AARP Technology Survey 2005 *.MRP
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And what about technology?  We often hear that the older population is not interested in technology, or not capable of dealing with it.  But this couldn’t be further from the truth.

Boomers many not be as likely as the younger generations to buy technology for the sake of technology – and the 60+ are even less likely to do so.

But they are not afraid to use it if it helps them to improve their lives by keeping them connected, helping them find the right products, and save them time and/or money.

Majorities of every age group say they would buy more online if they could talk to a customer service rep, return things more easily, and be confident their financial data were security.

So the moral of this tale is – don’t blame the victim if they don’t buy your product – instead, fix the product so they will find it worth buying.


Myth Eight
You can reach them by advertising
to a younger audience.

Fact Eight
You are insulting them with your ads.

Less likely to consider a
product if ads are
offensive

A lot of ads are too
weird for my taste

Identify with model 10-

15 years younger, not
more O Age 18-41
O Age 42-59
Ads geared toward Age 60 +

people my age are often
condescending or
insulting

14 source: AARP Brand Loyalty Survey 2005 Mp
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How consumers react to products in the retail environment – and even whether they notice them – is going to be conditioned in part by what advertising they have seen.  



However, especially for the older audience, there is more at stake than just getting their attention.  Some mistakes are deadly with boomers and older consumers, and should be avoided at all costs:

Don’t insult them by calling attention to the downsides of aging.

Don’t insult them by insinuating only young is beautiful.

Don’t get too weird in order to attract attention



As these data illustrate all too well, vast majorities of boomers and older adults say they are less likely to buy a product if they find it offensive – and sizeable majorities 

 find a lot of ads “too weird for my taste”

Find ads geared to their age group condescending or insulting



So you need to change your advertising strategy, in store and out, if you don’t want to positively turn them off to your products.




Boomer
Market Drivers

Tremendous diversity — singles, women, racial/ethnic
groups, techies, adventure travelers . . ..

+ Still working and planning new ventures for the
future — even at age 60

+ Spending fed by work/care-giving/leisure
+ Technology used as a tool, not a gadget
+ Looking for new products/brands

+ Insulted by what you are trying to sell them and how
you are speaking to them.
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We talk a lot about some characteristics that boomers are bringing into midlife and older adulthood – but it is important to remember that this is not one monolithic market.  



Boomers are the most diverse generation to hit ages 50 and 60 in history.  If you want to serve them successfully, you will need to understand and address not only a wide range of demographics – African Americans, Asians, Hispanics, younger and older boomers, singles, women, etc – you will also need to understand the values that drive them. 



All you have to do is look at Bill Clinton and Newt Gingrich – boomers who took over Congress and the White House in the 1990s – to see that the cultural divide that characterized boomers in the 1960s is still alive and well.  While some boomers were protesting the Vietnam war, others were proudly serving in it, and yet others were fighting crime and demanding the return of the death penalty.  



Recent AARP research among the real bleeding edge boomers – those born in 1946, who turned 60 this year – shows that most are not slowing down in their desire to continue to work and to learn and do new things.  Seven in ten are either still working at age 60 or plan to return to the work force.  Virtually without exception, they are hopeful and confident about the future, and they have a variety of plans for doing more of everything – from travel to just doing the things they have always wanted to do, to taking better care of their health.



And their continued working, as well as the demands for care-giving and their desire for more leisure, will all drive continued needs for consumption.  








More Informaition

Web Site

4+ http://www.aarp.orq/

+ http://www.aarp.org/research

4+ http://Iwww.focalyst.com/Sites/focalyst/

Linda L. Fisher, Ph.D.

Director, National Member Research, AARP
202-434-6304
Ifisher@aarp.org
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