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Boomers are...

> More numerous

> More diverse

> More affluent

> Living longer, healthier lives
> Continuing to work longer

> More singles by choice

>

Especially more independent working
women

Source: Boomers at Midlife: The AARP Life Stage Study, 2004


Presenter
Presentation Notes
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.



But demographics alone suggest otherwise – 



And access to technology cements the deal.



Boomers are very similar to the younger market in access to technology


Boomers are...

Generally satisfied with life overall
Ambitious for even better life in future
Optimistic about achievement
Yearning for self-reliance
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Yet iIn some areas...
Feeling out of control
> Least satisfied with leisure and finances

VvV VvV

Source: Boomers at Midlife: The AARP Life Stage Study, 2004


Presenter
Presentation Notes
A few years ago we launched an annual life stage study that we call Boomers at Midlife, because right now that is the group that is pouring into the 50+ population.



And what we have found is that while boomers are basically satisfied with their lives, and optimistic that the future will be even better as they age – 



There are some areas where they are feeling out of control.  And we all know that the determination to be in control is a hallmark of boomer psychology.



This characteristic of the boomers will play an enormous part in the kind of products and services they will demand as they continue to deal with work, caregiving, and their own need for personal time – and it will also play a part in the way marketers need to communicate with them.

 


Boomers are...

> Independent from age
> Independent from brands
> Savvy, experienced consumers

> Aspiring for more...and having the resources for
more

> Motivated by experience

Source: Boomers at Midlife: The AARP Life Stage Study, 2004
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Dollars on the Table

Age Share Dollars
All U.S. 100% $5.4 trillion
All 45+ 55% $3 trillion
Ages 45-54 25% $1.4 trillion
Ages 55-64 16% $888 bhillion
Ages 65 + 14% $751 billion

Source: U.S. Consumer Expenditure Survey for 2005


Presenter
Presentation Notes
Here is what is at stake financially for you.



The U.S. consumer economy reached nearly $5.5 trillion 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



So the pie is growing, and the 45+ share of the pie will continue to grow as well.


What They Buy at 45+

+ Drugs

+ Health Care

+ Home Maintenance
+ Cash Contributions
+ Reading materials

77% [ $47 billion
71% / $222 billion
71% / $91 billion
66% / $129 billion
66% / $10 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 71% of all health care spending to 56% of all spending on new cars and trucks.  



Other categories include:



read


What They Buy at 45+

+ Personal Care

+ New cars/trucks
+ Entertainment

+ Housing

+ Women’s apparel

56% / $36 billion
56% / $127 billion
55% / $154 billion
54% [/ $957 billion
55% / $36 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 71% of all health care spending to 56% of all spending on new cars and trucks.  



Other categories include:



read


B2

Where Power Shifts
to 55 and 65+

Share by Age Total Age Ages 45-54 Ages 55-64

45+
Total 55% 24.9% 16.3%
Expenditures $3 trillion $1.4 trillion $888 hillion $751 billion
Drugs 77% 20% 21% 37%
Health Care 71% 21% 20% 31%
Home Maint. 71% 24% 24% 23%
Contributions 66% 26% 18% 22%
Reading mat. 66% 24% 20% 22%

Source: U.S. Consumer Expenditure Survey for 2005


Presenter
Presentation Notes
And what about the older population?



Here are the categories where 65+ has the largest share



65+ are squarely ahead of the powerhouse boomers in both drug and overall health spending, as well as in cash contributions.



And they are roughly on a par with the boomer and middle groups when it comes to home maintenance and reading materials.






We Don’t Cut Bac_
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No Longer Luxuries,
Boomers Need More

Pt. Diff. From 1974

TV set 74

Air conditioning
for home

Auto air
conditioning
Second
automobile

Second TV set : 20

% of 45-59 year olds today who say the following are necessities

60

+18

+36

+47

+12

+26

+17



T

Spending Changes Have Started!

New Spending Levels for Adults 60+ will replace old
ones

45-59
Own a DVD player 73%
Own a PC 71

On the Internet 56

Own a Cell phone 67
Own an SUV 28
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